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ABSTRACT 

 

Even though Sweden is one of the most highly developed countries in the world when it 

comes to the observance of gender equality, there are still many professions in which the 

distribution between men and women are vastly uneven. One of these is the key account 

manager profession, where around 80-90% of the persons chosen for the task are men. Taking 

on a controversial type of feministic approach, this thesis investigates if there is room for a 

change in the currently uneven gender distribution by suggesting that female attributes, 

especially nurturing ability, would be more preferable in key account management than male 

attributes, such as assertiveness.  

By visiting the variety of research on gender stereotypes, which many studies show still are 

alive, and choosing the gender-based personality traits that fitted best under the 

conceptualization of modern key account management, a framework for a questionnaire was 

created. Respondents from mainly large manufacturing business-to-business companies in 

capacity of mainly purchasing managers were asked to participate and give their opinion 

about the importance of the different personality traits. 

The results were due to the hypothesized proposition. Data clearly showed that the most 

preferable key account manager attributes from the customers’ perspective were 

predominantly what could be considered to be female attributes. However, the results also 

showed that a significant share of the respondents were not prone to ascribe attributes to 

gender, but rather to personality, adding an inevitable and interesting dimension for further 

analysis. 

The main implications of the study are versatile and could be considered controversial, but do 

entail some concrete implications, especially for management: a person possessing female 

attributes, likely a woman, might be more beneficial to hire for a key account manager 

position.   

 

 

Key words: key account management, gender stereotyping, difference feminism, quantitative 

method 



  

9 
 

  



  

10 
 

TABLE OF CONTENTS 

 

1. INTRODUCTION     1 

1.1 Background      1 

1.2 Problem Discussion     3 

1.3 Purpose      5 

1.4 Research Question      5 

1.5 Delimitations      6 

1.6 Outline of Thesis      7 

 

2. THEORETICAL FRAMEWORK   8  

2.1 Relationship Management     8 

2.1.1 Key Account Management    9 

2.1.1.1 Traditional KAM      9 

2.1.1.2 Modern KAM      10 

2.2 Gender Roles      11 

2.2.1 Gender Stereotypes     12 

2.2.1.1 Male Attributes      12 

2.2.1.2 Female Attributes     13 

2.3 Feminism                                        13 

2.3.1 Equality Feminism     14 

2.3.2 Difference Feminism                          14 

2.4 Literature Discussion & Hypothesis   15 

 

3. METHODOLOGY    17 

3.1 Research Approach    17 

3.1.1 Deductive versus Inductive Approach   17 

3.1.2 Quantitative versus Qualitative Approach   18 

3.2 Research Design     19 

3.3 Data Sources     21 

3.4 Research Strategy     22 

3.5 Data Collection Method    24 

3.6 Survey Design/Data Collection Instrument   26 

3.6.1 Operationalization & Measurement of Variables   26 

3.6.2 Administration of Questionnaire    30 

3.6.3 Questionnaire Design    31 

3.6.4 Pretesting     35 



  

11 
 

3.7 Sampling & Population    35 

3.7.1 Sampling Frame     36 

3.7.2 Sampling Selection     37 

3.8 Data Analysis Method    37 

3.8.1 Data Coding & Data Entry    37 

3.8.2 Descriptive Statistics     38 

3.8.3 One Sample T-test     38 

3.9 Quality Criteria     39 

3.9.1 Validity     39 

3.9.1.1 Content Validity     39 

3.9.1.2 Construct Validity     40 

3.9.2 Reliability     41 

 

 

4. DATA ANALYSIS    42 

4.1 Descriptive Statistics    42 

4.2 Reliability & Validity    43 

4.3 T-test      44 

4.4 The Discarded Items    45 

4.5 Perception of Men & Women Compared to the Literature 46 

 

 

5. CONCLUSIONS & IMPLICATIONS  47 

5.1 Discussion     47 

5.1.1 Conclusion     49 

5.2 Implications     50 

5.2.1 Theoretical Implications    50 

5.2.2 Managerial Implications     50 

5.3 Limitations     51 

5.4 Suggestions for Future Research   52 

 

 

REFERENCES     53 



  

12 
 

APPENDICES     63 

Appendix 1 – Respondents’ Work Title    63 

Appendix 2 – Respondents’ Field of Work   64 

Appendix 3 – Respondents’ Authority in Decision-making  65 

Appendix 4 – Respondents’ Relationship Goals   65 

Appendix 5 – Respondents’ Choice of KA Manager   65 

Appendix 6 – Respondents’ View of Key Account Attributes  66 

Appendix 7 – Respondents’ Ascribe Attribute to Gender  67 

Appendix 8 – Factor Analysis Before Discarded Items  68 

Appendix 9 – Factor Analysis After Discarded Items   69 

Appendix 10A – Male Items – Total Statistics    70 

Appendix 10B – Female Items – Total Statistics    70 

Appendix 11 – Respondent’s History With KA Managers  71 

Appendix 12 – Translated Questionnaire    72 

Appendix 13 – Complete Questionnaire in Swedish (Print screen)  77 

 

 

LIST OF FIGURES 

Figure 1: A classification of Marketing Research Designs  21 
Figure 2: Questionnaire Design Process    31 

 

 

LIST OF TABLES 

Table 1. Research Strategy     23 

Table 2. Operationalization – Female attributes   28 

Table 3. Operationalization – Male attributes   29 

Table 4. Descriptive statistics    42 

Table 5. Reliability – Male attributes    43 

Table 6. Reliability – Female attributes    43 

Table 7. Descriptive statistics – male attributes   44 

Table 8. Descriptive statistics – female attributes   44 

Table 9. One-Sample Test     44 

  



  

13 
 

 

 

 

 



 

1 
 

1. INTRODUCTION 
 

This chapter discusses the gender distribution in various professions, with a focus on the 

distribution at key account manager positions. It further identifies the gap between modern 

key account management practice and what is considered to be female attributes. The chapter 

concludes with a purpose, challenging the gender distribution at key account manager 

positions by taking on a controversial type of feminism, and is specified through a research 

question. Lastly, delimitations for the study are stated as well as the outline of the thesis. 

 

1.1  BACKGROUND 
 

Even though Sweden is one of the most highly developed countries in the world when it 

comes to the observance of gender equality (Fagerfjäll 2003; Joyce 2013), there are still many 

professions in which the distribution between men and women are vastly uneven (Joyce 2013; 

Löfström 2005; Åberg 2001). Jobs within healthcare and education are often discussed and 

highlighted because of the overrepresentation of women (LO 2011; Åberg 2001). At the same 

time there are many professions that are dominated by men, mainly in the private sector, 

where jobs within for example technology and sales are common (Joyce 2013). One example 

is the key account manager (KA manager) profession, where data indicate that around 86 % 

of these are men while only around 14 % are women (Lönebarometern 2013). 

Key account management (KAM) is a tool for companies practicing relationship 

management, a business phenomenon that has gained extensively in strength due to the 

intensified competition (Cheverton 2012), with a parallel shift from a transactional to a 

relational business focus (Grönroos 1994, 2007). Where relationship management, or 

relationship marketing, is defined as “attracting, maintaining, and […] enhancing customer 

relationships” (Berry 1983, p.25), KAM can be described as a practical means for mainly 

business-to-business (B2B) companies wanting to establish and maintain long-term, lucrative 

relationships with their most strategically important customers (McDonald et al. 1997). It is 

thus a way to differentiate and create competitive advantage, and by this definition a modern 

way of handling the now so important relationship building in business (Cheverton 2012). 
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The role of the KA manager varies; the “traditional” KA manager has formerly been more of 

a professional salesperson, employed with a “hunting” and transactional rather than a 

“farming” and relational intent in relation to the customers (Dhruv and Sharma 1991; 

Homburg et al. 2002). Contrary to the traditional KA manager, there is the “modern” KA 

manager who strives for long-term and trust-based relationships (Cheverton 2012; Dhruv and 

Sharma 1991; Homburg et al. 2002). His or her mission is basically to take care of and nurture 

relationships between the companies in question (ibid). However, as business overall has 

become more relationship oriented, the distinction of the traditional and the modern KA 

manager has developed accordingly (Sheth and Parvatiyar 1995). 

As stated earlier, men are obviously more represented in professions such as the sales 

profession (Joyce 2013). This might be an explanation for the approximate 86 % 

(Lönebarometern 2013) of men as KA managers in Sweden, since the traditional purpose of 

this role was more of a salesperson’s (Dhruv and Sharma 1991; Homburg et al. 2002). The 

underlying reason for why men are more present in some work areas, and vice versa, has 

however been discussed widely in several disciplines, but mainly in three perspectives: one 

looking at personal behavior and attributes as a result from social impact, one proposing that 

personal behavior and attributes is due to biological impact, and the last one suggesting a 

combination of the two (Hofstede et al. 2010; Loehlin et al. 1990). The first perspective 

implies the so called equality feminism while the second one implies the so called difference 

feminism, which is less widespread in Sweden (Fagerfjäll 2003).  

The perspectives above have, in their own ways, created gender role perceptions, both when 

regarding the private and the professional life (Eagly and Karau 2002; Eagly and Wood 

1999). However, there are certain attributes that occur more frequently in literature than 

others when describing men and women respectively: men are generally considered more 

assertive, self-confident, and willing to succeed, while women are generally considered more 

submissive, caring, and relationship nurturant (Broverman et al. 1972; Eagly and Johannesen-

Schmidt 2001; Eagly and Karau 2002; Heilman 2001; Schein 1973, 1975; Stoker et al. 2012). 

A woman’s ability to nurture relationships is something that has been recognized and 

discussed by many, and it has to a great extent been reflected in work life (Hofstede 1983), as 

shown earlier. This is according to many studies (e.g Conway et al. 1996; Eagly and Karau 

2002; Heilman 2001) a result of that people most often behave stereotype-accordingly. Thus, 

it could be considered relevant to distinguish at least between male and female attributes, even 

if these are not always applicable to actual men and women (Fine 2010). 
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There are several studies indicating that some specific female attributes are desirable at 

different manager positions where men are currently dominant (Fagerfjäll 2003; Hofstede 

1983). This means that there are possibilities for women, who could be considered more 

likely to possess female attributes (Heilman 2001), to be integrated into some professions 

thanks to their qualities; an idea that falls under the categorization of the difference feminism 

(Fagerfjäll 2003). The KA manager profession might be one of these professions. However, 

the conceptions of gender-related attributes are of course not applicable to every individual, 

but it is for certain that they traditionally have placed women and men in different roles and 

professions, both in private life and at work (Eagly and Karau 2002; Ridgeway 1997; Wilson 

2003). Assertiveness, self-confidence, and other male attributes have obviously been 

considered appropriate for jobs such as the sales profession, at least historically (Joyce 2013). 

At the same time, female attributes have been considered appropriate for professions where 

focus lies on the caring for others (LO 2011; Åberg 2001). Having this in mind, the KA 

manager role seems to need a revisit: Why are not women, being considered more relationship 

nurturant just like “the modern KA manager”, KA managers to a greater extent?  

 

1.2 PROBLEM DISCUSSION  

 
Even if Sweden is perceived as a country with high observance of gender equality, it is 

obvious that there is room for improvement in many areas (Fagerfjäll 2003; Joyce 2013). As 

for KAM, it appears that the gender distribution of it is somewhat skewed (Lönebarometern 

2013), at least in the light of the nature of modern KAM practice with nurturance of  

relationships in focus (Cheverton 2012) and the relatively general conceptions of the female 

relationship nurturing ability (Broverman et al. 1972; Schein 1973, 1975). Since gender 

equality is of high interest in Sweden (Fagerfjäll 2003; Joyce 2013), KAM is thus an area out 

of many that could need an investigation. However, not only for distributional reasons, but for 

the fact that putting the right person in the right place might lead to higher returns for the 

company in question (QFinance 2013). 

The focus of the feminism of Sweden today lies on the leveling off of gender differences, i.e. 

the practicing of equality feminism (Fagerfjäll 2003; Hofstede et al. 2010). When it comes to 

KAM, however, it appears that a different take, the difference feminism, on the challenge 

might yield interesting results for B2B managers to adapt other than the equality feminism 

would, since it credits female attributes in favor of KAM. This different take could though 
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yield challenges in itself because of its somewhat controversial approach; a common critique 

of this type of feminism is that it might be disregarding to differences between individuals 

(e.g. Arrhenius 1999; Fine 2010). However, both difference- and equality feminism could be 

criticized in different ways (e.g. Berggren 1987), for example, the equality feminism is 

considered by some to view masculinity and men as the ideal, which women should strive for 

to be equal (Moi 1988). By this, it should not be seen as taboo choosing the less widespread 

type for this study, given that an underlying motive is to look for opportunities for women in 

the field of KAM. 

As described earlier, KAM has moved from a more traditional focus, where sales was the 

main task, to a more relational focus today (Cheverton 2012). This shift is enhanced by the 

concept of relationship management and its importance in today's competitive markets (Sheth 

and Parvatiyar 1995). Companies need to create stable, mutually beneficial relationships as 

incentives for customers not to change supplier (Grönroos 1994, 2007). The KA manager and 

the person chosen for the task plays, or should play, a significant role in this strategic 

relationship-building and -nurturing (Cheverton 2012). Hence, it is a position at which 

personal characteristics of the applicant/employee should be carefully considered by 

managers; ultimately to satisfy the most important customers (Cheverton 2012; Richards and 

Jones 2009). Also, it should lie in the best interest of every manager to have a relatively 

balanced employee distribution between men and women in order to create an equal and 

versatile workplace (Fagerfjäll 2003). The gap between the ideal and the current type of KA 

manager thus needs to be upended, with the connection of nurturance between female 

attributes and KAM as suggested starting-point.  

Suggesting a potential change in the gender balance at KA manager positions could be 

considered bold, since it challenges the reality as it looks today with men being highly 

overrepresented at this position (Lönebarometern 2013). However, in a time when it is 

becoming more and more crucial and urgent to involve men and women to a greater extent at 

positions where they are underrepresented (Fagerfjäll 2003), the result of this thesis, 

regardless of its outcome, will likely generate interesting managerial implications.  

According to Homburg et al. (2002) there is little research on KAM in different contexts, and 

research on the gender aspect and the uneven gender distribution seen on KAM positions 

today is still lacking. Many researchers (e.g. Duehr and Bono 2006; Schein 1973, 1975) in 

different disciplines approach the subject, for example by investigating gender and 
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management stereotypes of male and female managers and students. Another study (Richards 

and Jones 2009, p.305) puts together certain theoretical concepts to a framework 

“...explaining both relational and performance aspects of key accounts”. Further, McDonald et 

al. (1997) investigate the most important aspects of KAM according to customers of key 

suppliers; the result of which, although being a bit out-of-date, appearing to be most closely 

related to the investigation of the gender aspect of KAM that this study will take on.  

The suggested approach for this study, the difference feminism, could be considered highly 

controversial and anti-feministic by some (Fagerfjäll 2003), but it could also be considered 

opportunistic: obviously there are certain characteristics that are highly valued when it comes 

to modern KA managers (Cheverton 2012), but this issue does not seem to have been 

investigated before. Seeing men and women, or at least male and female attributes, as 

different and supplementing might be the source to fulfill these values and the gap between 

current and ideal KAM.  

Taking on a cross-disciplinary perspective, including various elements of social sciences, 

biology, and management practice, appears necessary; so does the motive to challenge the 

obvious gender skewness at KAM positions. Even if there are many attributes to consider 

beyond the nurturance attribute (Eagly and Johannesen-Schmidt 2001; Schein 1973, 1975), it 

is obviously the main trait rooted in both the conception of female attributes and KAM. This 

connection, together with the fact that people often behave (gender-) stereotype-accordingly 

(Heilman 2001), should thus be sufficient motive for further investigation. 

 

1.3 PURPOSE 

 
The purpose of this study is to investigate female and male attributes in relation to the 

perceived ideal of a KA manager, and by this determine if there is room for a change in the 

currently uneven gender distribution at KAM positions. 

 

1.4 RESEARCH QUESTION 

 
In a relational context, what kinds of key account manager attributes are preferable from the 

customers’ perspective? 
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1.5 DELIMITATIONS 
 

Firstly, this study only investigates one perspective of KAM, i.e. the customers’ perspective. 

Adding others’ perspectives, for example that of CEO’s, would certainly widen the study and 

generate even more valid and applicable results both for management and research, as would 

several other perspectives. However, it was reasoned that the customer perspective would 

yield the most interesting result for managers and that it, moreover, would be too time 

consuming to investigate more than one perspective. Also, the customers are the main focus 

for a KA manager (Cheverton 2012), hence the insight from customer perspectives was 

deemed the most important for this study. 

Further, this study partly takes its start in the investigation of attributes that could be 

categorized as either male or female. It presumes that men and women, and thus male and 

female attributes, are different, and therefore puts its main focus on the idea of difference 

feminism. It was reasoned that the equality feminism perspective would not provide enough 

motives and contributions for this specific study and the research gap identified. Hence, this 

perspective was partly set aside when designing the study. 

Lastly, the study does merely investigate attributes that are considered to be related to KAM. 

Other attributes, like those that are more negative in nature (for example female passiveness 

(Schein 1973, 1975)), were considered, but neglected to make the study more precise and to 

be able to operate within the timeframes given.  
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1.6 OUTLINE OF THESIS 
 

This study is divided into a total of five chapters, which are structured accordingly: 

1. Chapter one, the introduction, discussed the concept of KAM along with the concepts 

of male and female attributes, and introduced the gap between women and KAM, 

suggesting that a change in gender distribution might be possible within the frames of 

difference feminism. 

 

2. Chapter two provides the theoretical framework relevant for the study, introducing 

further the concept of relationship management, KAM, gender roles/stereotypes, and 

the two different feminism types. The chapter concludes in a discussion of all of the 

theories and ends up in a hypothesis in line with the ideas presented previously in the 

introduction. 

 

3. Chapter three is a description of the methodological path and -choices used for the 

study. It contains explanations and justifications for the approaches that have been 

practiced to collect data relevant for the study. This includes, among other things, a 

discussion of the choice of a quantitative approach with a questionnaire as measuring 

instrument, as well as an overview of the quality criteria encompassing and enhancing 

the robustness of the study. 

 

4. Chapter four contains the data analysis of the study, including descriptive statistics 

and tests to present and compare the collected data within the frames of the research 

question of the study. The different results of the measurements of the data processed 

shows for instance the reliability and statistical significance needed to provide the 

ultimate acceptance of the hypothesis.  

 

5. Chapter five analyzes and reflects over the outcomes of the data analysis in relation to 

the theoretical framework, purpose, and research question of the study. Furthermore, 

the chapter states the conclusion drawn from the results of the study, and theoretical 

and managerial implications, by discussing possibilities based on the results from the 

previous chapter. Lastly, limitations of the study and suggestions for future research 

are presented. 
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2. THEORETICAL FRAMEWORK 
 

The theoretical framework of this thesis intends to define the relevant concepts and the 

foundation of the thesis, and thus justify further the purpose of the study. Discussing at first 

the importance and development of relationship management, the chapter subsequently 

presents the idea of KAM in both a traditional and a modern sense. Thereafter, the 

stereotypical attributes of women versus men are described followed by a brief overview of 

the two most common takes on feminism. The chapter concludes in a literature discussion, 

pointing out further the connections and research gaps in the area, and a hypothesis 

statement. 

 
 

2.1 RELATIONSHIP MANAGEMENT  
 

Formerly, companies were in general more focused on the transactional business perspective, 

meaning that their focus lay on products/production and transactions (Grönroos 2007). 

However, due to increased competition and globalization, customer retention and -

relationships have become increasingly important, with the result that the concept of 

relationship management has prospered (Grönroos 1994). To survive in the competitive 

business environment of today, companies need to form strong competitive advantages 

through other means than those based on just a product or the like (Trout 2000). As Porter 

(2008) argues, it is vital for companies today to make sure that they position themselves in 

order to become less sensitive to competition. According to Grönroos (1994), strong 

relationships are the way to go; a view that is shared among the majority group of researchers 

(e.g. Dyer and Singh 1998).  

With a mutually strong relationship, a win-win situation is created for both the company and 

its customers (Cheverton 2012), which might be seen as a means for the company to build 

high entry barriers (as described by Porter 2008) against competitors. Consequently, well-

managed relationships are apparently not only beneficial for the sake of the actual business, 

but also a necessity to keep competitors away, thus making relationship management a highly 

significant business aspect worth considering strategically (Payne and Frow 2006).  
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The practice of relationship management within B2B companies can be carried out in several 

ways, but KAM is one of the most common practices (Cheverton 2012). It is utilized in order 

for a business to create and maintain valuable relationships with both customers and suppliers 

(ibid). 

 

2.1.1 KEY ACCOUNT MANAGEMENT  

 

KAM is a concept well adopted by B2B industries today and both researchers and 

practitioners have recognized it as an important aspect of relationship management 

(Cheverton 2012). KAM can be described as a relationship oriented management approach, 

which focuses on the most important customers within the B2B market (Millman 1996; Pardo 

et al. 1995). Key accounts are defined as customers that are of strategic importance to the 

selling company (McDonald et al. 1997). When having identified these, adaption to and 

cooperation with the customer are needed both on operational and strategic level (McDonald 

et al. 1996, 1997; Millman 1996; Millman and Wilson 1995; Ojasalo 2001; Pardo et al. 1995). 

For this to be effective, commitment (Morgan and Hunt 1994; Richards and Jones 2009) as 

well as trust, cooperation, conflict resolution and information sharing are needed from both 

parties (Richards and Jones 2009). Long-term profit from these kinds of relationships does not 

come without effort (Storbacka et al. 1994).  

 

2.1.1.1 Traditional KAM 

 

KAM in its traditional sense is more about the KA manager being a sales professional while 

modern KAM rather focuses on relationship management (Cheverton 2012). 

There are a lot of differences between classic sales professionals and KA managers 

(McDonald et al. 1997). Classic sales professionals are usually classified as so called hunters, 

possessing qualities such as product knowledge, presentation skills, negotiating skills, 

independence and the motive to close a deal and move on to new objectives, i.e. a quite 

aggressive style (Dhruv and Sharma 1991; Cheverton 2012), which is often very effective in 

the short term (Cheverton 2004) but might not necessarily be the best features for maintaining 

a key account relationship (Cheverton 2012). This type of KA manager often operates alone 
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and it is not uncommon that he/she only has one main contact in the customers’ company 

(Cheverton 2012). 

Blackston (2000) argues that customer satisfaction is not created through aggressive 

salesmanship. At the same time, Grönroos (2007) states that there is in fact a paradigm shift, 

putting relationships and value-creation rather than transactions in focus. Piercy and Lane 

(2003) even mean that the professional salesman’s role is in traditional sales organization has 

become more and more questioned in a B2B context. By all this, one might think that a hunter 

sales professional should not be KA manager at all. Still, there are many companies practicing 

a more hunter-oriented KAM (Cheverton 2012), sometimes because their customers actually 

do not want close relationships with their suppliers (Biong et al. 1997); they might only want 

lower prices and the like (Piercy and Lane 2003).  

 

2.1.1.2 Modern KAM 

 

Unlike traditional KAM, modern KAM is more focused on the building, maintaining, and 

strengthening of relationships (Cheverton 2012; McDonald et al. 1997). As previously stated, 

the requirements for such a KA manager are of strategic nature, but Cheverton (2012) brings 

up several other skills that the modern KA manager must possess: team leadership-, 

coordination-, managing diversity- and coaching skills, to mention a few. 

One of the goals with modern KAM is to create strong relationships between the different 

instances in the two companies (Cheverton 2012; McDonald et al. 1997). This demands a 

highly coordinated organization, and consequently a KA manager that is able to handle it 

(Cheverton 2012; Homburg et al. 2002). This type of KAM is practiced to get closer to the 

other party, and is often needed when relationships are becoming more important and 

complex (ibid). The KA manager could not possibly take care of this on his/her own and must 

therefore often be humble and manage the relationship with the customer in a wider sense, 

using the help from a whole KA team. To use so called rapport (def: “a close and harmonious 

relationship in which people or groups concerned understand each other’s feelings or ideas 

and communicate it well” (Oxford Dictionaries 2013)) to better create a trustful relationship is 

one key to achieve good connections (Cheverton 2012).  

The modern type of KAM is considered to be based on the so called farming, striving to 

nurture relationships that already exist, as opposed to the hunting, striving to hunt for and 
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close new deals (Cheverton 2012). The emerging of this concept has its origin in facts saying 

that customer retention rather than new customers is highly vital (McDonald et al. 1997), and 

cheaper, in today’s competitive business environment where relationship management is 

becoming more and more vital.  

 

2.2 GENDER ROLES 

 

Gender roles are described as consensual beliefs about the attributes of women and men 

(Angelfors and Schömer 2009). They are both descriptive, i.e. how a person behaves, and 

prescriptive, i.e. how a person should behave and thus a result of culture (Burgess and 

Borgida 1999; Rudman and Glick 2001). Gender roles are not phenomena that have 

developed over night but rather something that have been molded into modern civilizations 

through a long period of time throughout the history (Dubeck and Dunn 2006). Brown and 

Lunt (2002) has stated that the woman’s biological role as pregnant, many times has led her 

into a nurturer and caregiver role, while the man developed into the role of provider, in large 

part because he could hunt and move about more freely without the constraints of pregnancy 

or nursing (Brown and Lunt 2002). These biological roles of the past have led to different 

expectations on men and women today, despite new circumstances of living (ibid). These 

expectations on the different genders’ behavior have created what we today call gender roles, 

which are reflected both in private- and work life (Konrad and Gutek 1986). 

As discussed in the introduction of the thesis, gender roles have led men and women into 

different roles and professions, often also creating obstacles for individuals not fulfilling 

gender expectations and controlling young people’s choice of function in work life (Fagerfjäll 

2003; Wilson 2003). The obstacles for women aiming for certain levels or types of 

professions have been especially highlighted (Fagerfjäll 2003), even if Sweden today has one 

of the highest female working force participation in the world as well as high observance and 

aims of gender equality overall (Anell 2009; Eurostat 2011; Joyce 2013). However, the 

Swedish labor market is still quite gender segmented, and the traditional gender roles have 

remained to a significant part in work-life (Fagerfjäll 2003; Wilson 2003), where clear 

examples exist within healthcare and education (dominated by women) versus sales and 

technical functions (dominated by men) (Joyce 2013; LO 2011).  
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2.2.1 GENDER STEREOTYPES  

 
“Gender stereotypes consist of shared beliefs about the characteristics and attributes 

associated with each sex” (Powell and Graves 2003); a gender stereotype is thus the actual 

picture that society ascribes to men versus women (ibid). Although negative in connotation 

for some, gender stereotypes have great influence on people, and according to for example 

Cejka and Eagly (1999) and Miller and Budd (1999), men and women most often behave 

stereotype-consistently. 

There are many indexes measuring personality and gender identity, one well-known example 

being Schein’s Descriptive Index (SDI) (Schein 1973, 1975), which have been used widely 

and in many contexts (e.g. Duehr and Bono 2006; Kasi and Dugger 2000) and contain 

personality traits that are related to gender in different ways. These traits, together with 

supplementing sources, act as the cornerstones of the main question of the questionnaire that 

will be presented further on in the thesis. Below a brief overview of the stereotypical views of 

men and women follows. 

 

2.2.1.1 Male Attributes 

 

The stereotype of a man is an aggressive, tough, and assertive person (Huddy and Terkildsen 

1993) who is more prone to leadership than a woman (Schein 1973, 1975) and more 

“hunting” in his style (Brown and Lunt 2002). Generally the male attributes are called 

instrumental, or agentic characteristics, as opposed to the expressive, or communal female 

characteristics (Bass and Bass 2008; Eagly and Johannesen-Schmidt 2001). According to 

Eagly and Johannesen-Schmidt (2001, p.783) examples of the so called agentic characteristics 

are the ones that are “aggressive, ambitious, dominant, forceful, independent, daring, self-

confident, and competitive”. The term “agentic characteristics” will be used further on in the 

study when describing male attributes. 

Eagly and Johannesen-Schmidt (2001) further argue that men in manager positions are 

considered to be task-oriented, autocratic, and transactional in their behavior and thinking, as 

opposed to women, who are considered to be interpersonally oriented, democratic, and 

transformational. The task-orientation means “organizing activities to perform assigned tasks” 

(Eagly and Johnson 1990, p.236); the autocracy orientation implies “government by an 
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individual with unrestricted authority” (The Free Dictionary 2013); the transactional 

orientation implies relationship building on a more concrete “exchange” level (Eagly and 

Johannesen-Schmidt 2001). 

Other features that are ascribed to men in general are for example “self-controlled”, 

“adventurous”, “strong need for monetary awards”, and “frank” (Schein 1973, 1975) 

 

2.2.1.2 Female Attributes 
 

The stereotype of a woman is a warm, passive, and gentle person (Huddy and Terkildsen 

1993) that loves children (Bem 1974). As opposed to men, women are considered to possess 

communal, interpersonally oriented, democratic, and transformational characteristics (Eagly 

and Johannesen-Schmidt 2001). Communal characteristics are those that are concerned with 

other people’s welfare (ibid). These include for example those of being “affectionate, helpful, 

kind, sympathetic, interpersonally sensitive, nurturant, and gentle” (Eagly and Johannesen-

Schmidt 2001, p.783) and having the ability to build rapport (Tannen 1990). The term 

“communal characteristics” will be used further on in the study when describing female 

attributes. 

There are three types of leadership styles that are associated with women; interpersonally 

oriented leadership, democratic leadership, and transformational leadership (Eagly and 

Johannesen-Schmidt 2001). Women’s interpersonally oriented leadership style implies a 

“concern with maintaining interpersonal relationships by tending to others’ morale and 

welfare” (Eagly and Johannesen 2001, p.786). A democratic leader does not want to draw 

attention to his-/herself; he/she attempts to involve the whole group in the decision-making 

process, and want to earn authority through consent rather than fear (Bass and Bass 2008). 

According to Bass and Bass (2008), a transformational leader builds the leader role by gaining 

trust and confidence from their co-workers through coaching and encouraging. These three 

leader roles that are ascribed to women are about helping and enhancing the co-workers and 

not about being hierarchical. (Bass and Bass 2008; Eagly and Johannesen-Schmidt 2001). 

 

2.3 FEMINISM  

Feminism is defined as the strive towards equality and equal rights for women (Holmberg 

1996), and it is a subject that has been widely discussed in research and literature for a long 
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period of time (e.g. Fagerfjäll 2003; Holmberg 1996; Moses 2012). There are several types of 

feminism that are practiced in modern society, but the two most common ones in Sweden are 

the equality feminism and difference feminism (Fagerfjäll 2003).  

 

2.3.1 EQUALITY FEMINISM 

 

Equality feminism is the most widely accepted type of feminism in Sweden (Fagerfjäll 2003). 

It can be defined as a willingness to eliminate the notion that men and women are different 

(ibid), and it advocates the view of gender roles as socially and culturally constructed 

phenomena, as opposed to the belief in biological differences between the genders (Holmberg 

1996). Stereotypes are perceived as something hurtful, and have been discussed to be 

disguising people’s true qualities (Arrhenius 1999; Fine 2010). However, as previously stated, 

this view of feminism has been criticized due to the fact that it does not in the same way 

acknowledge the qualities of women; it rather focuses on the male ideal (Moi 1988). 

 

2.3.2 DIFFERENCE FEMINISM  

 

Another side of feminism is the belief of difference feminism (Fagerfjäll 2003). Difference 

feminism sees men and women as different as a result from mainly biological reasons (ibid). 

It stresses that the difference between the genders enhances a woman’s ability to become a 

great leader, and that it is not until you face the differences between the genders that you 

really can utilize a woman’s skills (ibid). Hence, this take on feminism values the qualities 

that are ascribed to women thanks to biological reasons. However, this take on feminism has 

been criticized because of the fact that it might create gender roles and stereotypes that could 

hinder people that are different from the biological perception of women or men (Wilson 

2008). 
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2.4 LITERATURE DISCUSSION & HYPOTHESIS 
 

As stated by Grönroos (1994, 2007) there has been a shift from transactional to relationship 

management within the business world. The relationships between companies and their 

customers are highly vital and if managed well, the relationship can yield long-term benefits 

(Dyer and Singh 1998) and competitive advantage (Porter 2008). This new way of seeing 

business has enabled established roles within companies to evolve, the KA manager role 

being one example (Cheverton 2012). 

Literature about modern KAM reveals a similar development as relationship management and 

business overall (Cheverton 2012). As business has become relationship focused (Dyer and 

Singh 1998), so has KAM, which formerly had its focus on sales and transactions (Cheverton 

2012). The role of the KA manager has become more of a “farmer” than the traditional 

“hunter” (ibid) and even if some companies do not desire close and long-term relationships 

for various reasons (Biong et al. 1997), literature indicates that the relationship management 

approach is highly accurate and necessary in today’s competitive markets (Grönroos 2007).  

To practice KAM with a new customer requires effort and strategic planning (Cheverton 

2012) and it is important for the KA manager to be able to adapt to, collaborate, and nurture 

the relationships with the most important customers (Cheverton 2012).  

Nurturance and similar attributes, such as communal characteristics implying democratic 

leadership styles, are characteristics that recur when regarding female attributes in the 

literature (e.g. Eagly and Johannesen-Schmidt 2001). Male attributes on the other hand are 

agentic, i.e. more assertive, autocratic and aggressive (ibid). With this and the practices of 

modern KAM in mind, a connection can be identified between the literature regarding the 

typical female attributes and the literature regarding the modern KA manager who strives to 

be more farming and nurturant as a result of the shift from transactional to relational 

management in business.  

Gender roles and stereotypes have often created categorizations of people, and the consensual 

beliefs about the traits of women and men have been a part of the world for a long time, partly 

because of biological and partly because of social reasons (Holmberg 1996; Konrad and 

Gutek 1986; Wilson 2008). These roles that men and women have filled, and the expectations 

that people have in form of stereotypes, have many times created obstacles, especially for 

women (Fagerfjäll 2003). However, even if gender roles and stereotyping have created 
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hinders, it seems like they can create new opportunities for women in KAM. What literature 

describes as male and female (e.g. Eagly and Johannesen-Schmidt 2001) seems to go hand in 

hand with the conceptions of traditional versus modern KA managers (Cheverton 2012). 

Hence, women, who are likely to possess female attributes (Cejka and Eagly 1999), might 

have the opportunity to be acknowledged thanks to those female qualities that align with the 

view of the modern, farming KA manager in literature. 

It could be concluded that in Sweden, the aims of equality is relatively high, but the gender 

segmentation is quite obvious; women tend to work within healthcare and the like, while men 

tend to work within somewhat “harder” professions (Joyce 2013), which is totally in line with 

the stereotypes of men and women. However, the case of KAM seems to be relatively unique 

in that it actually lacks the people that might be better suited for the profession.  

The practicing of difference feminism seem to be the most justified and immediate method to 

integrate women into the KAM profession, considering the matching of attributes that can be 

done if acknowledging what literature consider to be female attributes. 

To conclude: As has the whole business world (Grönroos 1994, 2007), KAM has developed to 

focus more on mainly relationship nurturance rather than transactions (Cheverton 2012). At 

the same time, the gender roles and stereotypes could be considered to be alive, meaning that 

women are likely to possess female attributes and vice versa (Cejka and Eagly 1999; Eagly 

and Karau 2002; Heilman 2001). These female attributes take their starting-point in 

nurturance (Eagly and Johannesen-Schmidt 2001), as does the KA manager role (Cheverton 

2012), and attributes such as adaptability, democracy, and rapport building are also female 

attributes that seem to be in line with the KAM profession. Therefore, the following 

hypothesis is stated for this study: 

Hypothesis: In the eyes of the customers and in a relational context, female attributes are 

more preferable for a KA manager. 
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3. METHODOLOGY 
 

“Business research is the application of the scientific method in searching for the truth about 

business phenomena” (Zikmund et al. 2010, p.5) 

In this chapter the methodological path is described and justified as guidance on how the 

data collection was executed, with the purpose and research questions of the study in mind. 

Initially, the approach to the study was decided on, resulting in a deductive, quantitative 

approach to the collection of data. The chapter then describes further how data was collected 

in terms of research strategy, research design, and so forth, until the end of the chapter where 

the choice of respondents and validity/reliability is discussed. 

 

 

3.1 RESEARCH APPROACH 

 

3.1.1 DEDUCTIVE VERSUS INDUCTIVE APPROACH 

 

According to Thurén (2007), there are two approaches to draw conclusions from in research: 

the deductive and the inductive approach. The techniques explain the relationship between 

research and theory (Bryman and Bell 2011). The deductive approach is sprung from logic 

knowledge (Thurén 2007), applying existing theories to observations (Halvorsen 1992). These 

theories are often of high use when creating a framework for a study, providing organizational 

possibilities to the analyzing of the data in a later stage (Yin 2009). The inductive approach on 

the other hand, is based on empirical data with the aim to form actual theories by searching 

for patterns in a set of observations (e.g. Bryman and Bell 2011; Schatzman and Strauss 1973; 

Strauss and Corbin 2008), but a more difficult and uncertain method for the inexperienced 

researcher (Yin 2009). 

Bryman and Bell (2011) as well as Saunders et al. (2009) state that a mix of an inductive and 

a deductive approach might be beneficial if a study needs more credibility, since a deductive 

approach in some cases can imply constraints on the study (Saunders et al. 2009). However, 

the deductive method is the most common (Bryman and Bell 2011), and also the approach 

chosen for this study. The reason for this is that the hypothesis stated builds solely on 
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previous research and theories, and does not have the aim to form a new theory; the aim is to 

test the theory-based hypothesis by gathering data and ultimately be able to accept or reject it. 

Also, since the authors of this thesis is inexperienced regarding inductive research methods, 

the deductive approach seemed more appropriate, building on existing research in the area 

while at the same time providing a framework for analysis. 

 

3.1.2 QUANTITATIVE VERSUS QUALITATIVE APPROACH 

A research approach can be either quantitative or qualitative, depending on the nature of the 

problem of the study (Oghazi 2009), emphasizing either quantification or words (Bryman and 

Bell 2011). A quantitative approach is used when the problem statement of the research is 

quite clear (Jacobsen 2002). It is applied when there is a need or wish to make generalizable 

statements and conclusions about a population (Bryman and Bell 2011), which means that this 

type of approach creates a representative sample (Jacobsen 2002). Therefore, the data 

collected need to be translatable in a way that enables statistical and numerical measurement 

afterwards (Saunders et al. 2009). This “hard data” (Bryman and Bell 2011) is quite 

formalized, and considered efficient when investigating a large sample with regards to a few 

variables (Christensen et al. 2001; Jacobsen 2002; Sogunro 2001) as regards for example time 

(Jacobsen 2002). It is easy to control and highly structured due to the fact that the researchers 

often are not involved in the respondents’ answering process (Bryman and Bell 2011), and the 

results are highly precise, comparable, and analyzable (Saunders et al. 2009). The quantitative 

approach is often chosen when using a deductive research technique (Bryman and Bell 2011; 

Saunders et al. 2009), and the analysis of the results of it can often be easily conducted in 

computer softwares (Jacobsen 2002) through use of statistics, diagrams, charts etc. (Saunders 

et al. 2009), partly because the researchers have set the theme for the investigation beforehand 

(Jacobsen 2002). Another advantage that Jacobsen (2002) mentions is that the researchers has 

the possibility of a critical distance to the studied topic and the respondents. The main 

disadvantage is often considered to be the risk of the result being superficial, and that the 

method does not allow for flexibility, and even if the absence of the researchers can be 

beneficial, it can also lead to less ability to the understanding of the questions (Bryman and 

Bell 2011; Jacobsen 2002). However, this method does not require any special skills for 

interviewing and the like (Bryman and Bell 2011). 

Qualitative research methods on the other hand, aim towards a deep, subject view from the 

respondents and is often used to be able to explain more complex issues (Bryman and Bell 
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2011) where the outcome is quite unclear (Jacobsen 2002). Many variables can be 

investigated by initially being quite inductive and open in its gathering of information (ibid). 

It is a less formalized but more flexible technique, since the aim is to measure more 

underlying motives, beliefs and attitudes, i.e. not necessarily the ones that can be stated by the 

researcher him-/herself (Bryman and Bell 2011; Jacobsen 2002). It is also more unstructured, 

to allow for the respondents to really express genuine feelings and for the researchers to probe 

(Bryman and Bell 2011). However, qualitative research require more involvement by the 

researcher, which could lead to observations being biased, and also, the results are often not 

generalizable in the same way as with quantitative results (ibid), since qualitative data is non-

numerical in its nature (Saunders et al. 2009) and the number of respondents most likely is not 

that high (Jacobsen 2002). Moreover, the analysis is more complicated than for quantitative 

research (ibid). While the preparing work for quantitative research could be time-consuming, 

the analysis of the result is almost always more demanding when it comes to a qualitative 

research (ibid). 

A quantitative approach was taken to be able to generalize the results better to the population 

investigated. The quantitative method was the primary approach for the study, mainly since 

the problem statement of the study was quite clear and that it is a rather natural approach 

when conducting a quantitative study. Another reason was the relative lack of interviewing 

skills and the like from the beginning. Also, since the specific attributes studied were decided 

beforehand, it seemed more appropriate to use a more structured, i.e. quantitative, approach. 

Lastly, personal involvement and analysis would be too time-consuming with a qualitative 

approach, thus the choice of a quantitative method. 

 

3.2 RESEARCH DESIGN 

When planning to collect data for a study, there are three main research designs to choose 

among when approaching the subject: the exploratory design, the descriptive design, and the 

causal design, whence the latter two together is named: conclusive research design (Malhotra 

2010). In marketing research, exploratory and descriptive research designs are almost always 

included, depending on the pre-understanding of the researchers of the topic being studied 

(Monroe College 2013). The different designs provide a clearer framework for the handling of 

the study’s problem and the analyzing of data (Bryman and Bell 2011; Yin 2009). 
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Exploratory research design aims to discover insights and ideas (Monroe College 2013). 

According to Robson (2002, p.59), an exploratory study aims to find out “what is happening; 

to seek new insights; to ask questions and to assess phenomena in a new light”. An 

exploratory study could for example be about investigating the relationships between different 

factors (Saunders et al. 2009). Saunders et al. (2009) list three types of exploratory research: a 

search of the literature, interviewing ‘experts’ in the subject, and conducting focus group 

interviews. They further state that this method is very flexible, and therefore very likely to be 

more focused and narrowed as the research goes on due to new insights and directions. 

According to for example Neuman (2003) and Zikmund et al. (2010), this type of study is 

often the foundation for future studies. 

Descriptive research design focuses on the describing of a population in terms of relevant 

variables (Monroe College 2013), or as Robson (2002, p.59) expresses it: “to portray an 

accurate profile of persons, events or situations”. It is a very common method in management 

and business research, and could be an extension or a forerunner to research that is 

exploratory (Saunders et al. 2009). However, researchers should be aware that a too 

descriptive research might not be interesting (ibid). 

Causal research design investigates cause-and-effect, or causal relationships, between certain 

phenomena, often by using experiments (Saunders et al. 2009). Another name for it is 

explanatory research, and according to Jacobsen (2002) it is traditionally more used in natural 

sciences research, but was introduced by positivists into social sciences research, too. In its 

pure form, causality means that a phenomenon always can be shown by manipulating some or 

one factor in a special way (ibid). However, there are strict requirements for causal research, 

for example that cause must occur before effect and that the researcher must be in control of 

all other factors of importance, too (ibid). 

For this study, a descriptive research design with exploratory elements was chosen, since this 

more social sciences oriented study does not directly investigate causality, but a phenomenon 

and a relationship between variables. Another reason for not using the causal research design 

was that it was not possible to control the studied variables sufficiently and that no experiment 

was going to be conducted. The goal was to put the KA manager role in a different light and 

be able to apply the collected data to receive a decent profile of the chosen population, by for 

example searching through relevant literature. The research area was quite narrow form the 

beginning, but also quite unexplored, thus justifying the choice of designs. 
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It was further decided that a cross-sectional descriptive design was to be used for the study. In 

contrast to longitudinal descriptive design, comparing the same sample of respondents several 

times, cross-sectional research collects sample data from a population only once (Malhotra 

2010). This data can be collected from either just one, or two or more samples, of a 

population (ibid). When only collecting data from one sample, a single cross-sectional design 

is used, while the collecting of data from more groups calls for a multiple cross-sectional 

design (ibid).  

For this study, a cross-sectional design seemed most appropriate, mainly due to time 

constraints making it difficult to investigate the samples more than once. Further, a single 

cross-sectional design was chosen because of the fact that only one group within the 

population were to be investigated and analyzed (namely the customers of the companies 

chosen). The path chosen for the research design is clarified in Figure 1. 

 

 

 

 

 

 

 

 

 

Figure 1: A classification of Marketing Research Designs, adapted from Malhotra (2010, p.103) 

 

3.3 DATA SOURCES 

Data can be collected through primary or secondary sources, depending on the nature of the 

study in question (Bryman and Bell 2011). 

Primary data is first-hand information collected by the researcher him-/herself, expressly 

created to give answer to the actual, specific research questions of the study in question (Hair 
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et al. 2007). The benefit with primary data is that the information is up-to-date and tailor-

made for the researchers’ study, but the collection of it is often costly and time consuming 

(Bryman and Bell 2011). 

Secondary data is information that has been gathered for other research purposes other than 

the ones in question (Cooper and Schindler 2011). It can be divided into internal secondary 

data (accessed through for example sales data, customer relationship management systems, 

financial reports and personal data) and external secondary data, which you can get without 

having contact with the company/person, like for example websites (Yin 2009). The benefit 

with secondary data is that it can be properly reused for other purposes than it originally was 

collected for, and that it can help the researcher to get essential background information for 

the study in a cheap and time-efficient way (Bryman and Bell 2011; Malhotra 2010). 

However, the researcher has to be careful when choosing secondary data as a method, and 

make sure that the information is relevant and provided through reliable sources (Bryman and 

Bell 2011). 

To provide the study with depth in the study’s particular research area, primary data sources 

were chosen. Since the specific issue of the study is unexplored to this day, new and accurate 

data focused on customers’ gender preferences in KAM were desirable and could only partly 

be found in previous research. Therefore only primary sources were used, even if secondary 

sources might have been more defendable concerning the time and resource constraints of the 

study. 

 

3.4. RESEARCH STRATEGY 

The general plan of a study, including the sources and objectives by which data is to be 

collected, is formed in the research strategy (Saunders et al. 2009). According to Yin (2009), 

it consists of five generally accepted approaches, which are discussed below and shown in 

Table 1. What the research strategy also consists of is the possible constraints that can be 

faced by the researchers, such as poor data accessibility, or time and money limitations 

(Saunders et al. 2009). 

Survey is a method suitable for cross-sectional designs. It gathers information in a 

contemporary and structured way, in form of structured interviews or questionnaires with 

predefined questions to an often quite large sample of a population (Bryman and Bell 2011). 
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By doing a survey, the researchers get a wide and often population-representative 

understanding about the research area (ibid). 

Experiments are used so that a researcher can control and manipulate behaviors with the goal 

of verifying, falsifying or establishing the validity of a hypothesis (Yin 2009). They are a 

common approach in natural sciences and investigate qualitative issues with the goal to 

understand why and how phenomena occur (ibid). 

Archival analysis is a form of observation method where the researcher examines 

accumulated documents or archives (Yin 2009), often to trace an organization’s values or the 

like by searching through frequently used words (Bryman and Bell 2011). The practical 

method for it is called content analysis, and it is considered to be a quite objective method 

since it is based on already approved data (ibid). However, a major drawback of this method 

is that the quality of the analysis is dependent on the quality of the documents studied (ibid).  

History is the collection and analysis of information about the past, and thus based on 

secondary data just like in archival analysis (Yin 2009). It might be valuable when searching 

for trends, but is not very common in business research where research in most cases need to 

be up-to-date (Bryman and Bell 2011). 

Case study is when a researcher intensively analyzes a specific individual unit (Bryman and 

Bell 2011). It can be a single or a multiple case study, studying either one or several separate 

units such as individuals or organizations, and it is a widely used method within the business 

research field (ibid). 

 

Table 1. Research Strategy, adapted from Yin (2009, p.8) 
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Due to the quantitative nature of the study, and the aim to receive highly accurate, 

generalizable, and timely results, the survey strategy was chosen. Case study was an 

alternative, but since case studies focus on more underlying variables and is more qualitative, 

it was not appropriate for investigating the more opinion-based measures that were used in 

this study. History and archival analysis were ruled out because of the aim to receive results 

that were highly up-to-date and collected for this study’s specific purpose. Experiments were 

considered too expensive and qualitative in its nature, whence surveys on the other hand gave 

the possibility to use a highly controlled approach to the data. This was necessary due to the 

relatively specific research question of this study. 

 

3.5 DATA COLLECTION METHOD 

As for quantitative research approaches with primary data collection methods, there are 

according to several researchers (e.g. Burns and Bush 2003; Hair et al. 2010; Saunders et al. 

2009) three process categories that could be considered the most important: surveys, 

experiments, and observations. 

Surveys can be conducted through structured interviews or questionnaires (Bryman and Bell 

2011), and they are the most commonly used methods in social sciences when aiming for 

primary data representing a large population (Babbie 2007). Consequently, surveys are the 

most common approaches to data collection when it comes to descriptive, cross-sectional 

research (Kent 2007), and they can further be divided into census or sample surveys 

(discussed further on in this chapter) depending on the sample size (Zikmund et al. 2010). The 

drawbacks of any kind of surveys are for example the risk of questions appearing poorly 

worded, potential respondent misunderstandings, and possible coding errors when quantifying 

data (Bryman and Bell 2011). However, surveys are usually time- and cost efficient, and good 

at measuring for example attitudes or opinions, and the results are meant to be generalizable 

in a wider sense (ibid). 

Experiments aim to verify, falsify or establish validity of a hypothesis (Yin 2009), as stated 

earlier, and does most often investigate causal relationships (Bryman and Bell 2011). They 

can be conducted in several ways, but do often include a comparison of groups that are either 

manipulated in some way or not, in relation to a dependent variable (ibid). This method 

requires a lot of control and could be quite “sterile”, but often ends up having strong internal 

validity thanks to considerable “robustness and trustworthiness of causal findings” (Bryman 



  

25 
 

and Bell 2011, p.45). However, the nature of experiments and the difficulties to control 

important variables makes them rare in business research (Bryman and Bell 2011), and not 

really appropriate for descriptive, cross-sectional research (Oghazi 2009). 

Observations have the goal to study people’s actual behaviors, i.e. not only what they say they 

do (Oghazi 2009). The method is often performed by having the researcher participate in an 

organization or the like, while observing certain behaviors and listening to conversations and 

communicating with others in the “setting” (Bryman and Bell 2011). It is indeed a very 

interesting method, but it could be very protracted (Yin 2009), and is most of the time not 

applicable to quantitative research since the environment, settings, and happenings are volatile 

and could be very varied, and thus not that generalizable (Bryman and Bell 2011). 

Because of the quantitative nature and the time constraints of this study, the survey method 

seemed most appropriate to use. Experiments would be highly interesting to do, but the 

difficulties in controlling variables and the relatively unnatural settings ruled this method out. 

Observations mainly concern behavior, and since this study aims to investigate opinions and 

beliefs, this method was also ruled out. The main advantage of choosing to do a survey was 

that they do measure opinions and attitudes and so forth, and that a large sample could be 

investigated and generate a generalizable result. 

As stated earlier, there are two types of surveys: questionnaires and structured interviews 

(Bryman and Bell 2011). 

Questionnaires are, together with structured interviews, the two primary instruments used 

when collecting data (Bryman and Bell 2011). A questionnaire is a composition of questions 

that a respondent answers to and it can be conducted for example physically or electronically 

(ibid). The questionnaire can be administered so that the respondents can write their own 

answers, or that the respondents fill in their answer by choosing an alternative or a value on a 

scale. The most common scale is a 1 to 5 Likert scale and this is called closed questions 

(ibid). 

Advantages with this type of data collection method includes that it is cheap; the person who 

administrate the questionnaires do not have to travel to get the answers when they are sent by 

email (Bryman and Bell 2011). Also, the questionnaire can be sent to many people at the 

same time and the respondents can choose when they want to complete it (ibid). The 

questionnaire is fixed from the beginning and the questions are carefully chosen so that they 
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match the information that the researchers wish to gather, so that all the respondents answer 

the same questions (ibid).  

Disadvantages with questionnaires are that probe questions cannot be asked to the 

respondents and that the ‘non response bias’ can be high if the questionnaire is sent to many 

people without contacting them in advance (Bryman and Bell 2011). Another disadvantage 

can be that the researcher cannot see who have answered what, if the questionnaire is sent by 

post or email (ibid). 

A structured interview is the most common interview type in social survey research (Bryman 

and Bell 2011). It is a schedule of standardized questions that are meant to be asked by the 

interviewer in the same way and order to all respondents (ibid). It is common to use closed 

questions or provide the respondent with a set of alternatives on how to answer (ibid). The 

disadvantages of structured interviews are mainly the ones that come with the interviewer 

being present during the responding, for example: the way he/she puts the questions or the 

potential “social desirability bias” (def: when the respondent answer as he/she thinks is 

socially acceptable, not necessarily what he/she really thinks (Nederhof 1985)). The lack of 

freedom of answer is also a drawback of this method (Conway and Peneno 1999), as is the 

fact that it is more time-consuming than questionnaires. However, the presence of the 

interviewer gives the respondent the possibility to get clarifications on fuzzy questions, and 

the researchers will thanks to the standardization get answers relevant for their study (Bryman 

and Bell 2011). 

To be able to reach as many respondents as possible and not take up too much time from 

them, a questionnaire instrument was chosen. It was deemed appropriate also for the sake of 

faster data analysis possibilities, and to avoid social desirability bias as much as possible. 

 

3.6 SURVEY DESIGN/DATA COLLECTION INSTRUMENT 

3.6.1 OPERATIONALIZATION & MEASUREMENT OF VARIABLES 

 

Taking its start in theoretical insight, operationalization is basically the transformation of 

fuzzy concepts into measurable units (Nolan and Heinzen 2012; Zikmund et al. 2010), in 

order for the researcher to be able to quantify empirical data (Bryman and Bell 2011) from, in 

this case, questionnaires. It is a means to clearly show the interpretation of the theory of the 
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study and the reasoning behind the ultimate operational distinctions (Ekengren and Hinnfors 

2006). The actual outcome of the operationalization is therefore the questions for the 

questionnaire (ibid), or in this case, the items for the main question. 

The first practical step in quantitative operationalization is to define key variables and explain 

them with help from previous research (Bryman and Bell 2011). After that, the context 

relevant for the study should be defined in form of an operational definition (ibid). Important 

criteria for these definitions are adequacy of meaning, precision of meaning and linkability 

(between concepts), because it should be possible for another researcher to receive the same 

results by using the same definition (Krishnaswami and Satyaprasad 2010). Lastly, the actual 

measurable concepts should be decided on, as a concrete foundation for the questions to be 

formed in the questionnaire. As stated by Krishnaswami and Satyaprasad (2010), however, 

operationalization might be hard because of several reasons. For example: the concepts might 

have several connotations or possess varied meanings in different contexts. 

To collect data for this study, a questionnaire was created containing of 13 questions. Out of 

these, one of them was the main question that was directly related to the hypothesis and 

research question of the study, and the remainders were control or merely descriptive 

questions. 

The main question was based on material from the Theoretical Framework and further 

literature investigation of attributes that could be considered either female or male, but not 

both. With the concept of modern KAM in mind, the attributes most relevant for this area 

were picked out by visiting a great amount of literature. The majority of the attributes were in 

different ways based on Schein’s Descriptive Index (Schein 1973, 1975), consisting of 92 

items that are based on male and female attributes. The index has been used to an extent share 

in similar studies over the years (e.g. Berkery et al. 2012; Brenner et al. 1989; Kasi and 

Dugger 2000; Gupta et al. 2009; Paris and Decker 2012), mostly in management studies, and 

could therefore be considered accurate even to this day. 

In Schein’s studies, a 1 to 5 Likert scale was used, hence the 1 to 5 Likert scale was used in 

this study, too. As for the words, most of them were translated directly from English to 

Swedish, but some of them were used and translated in a way that was synonymous or 

supposed to remove negative associations of the attribute, and completed by words from other 

researchers’ studies to enhance the study. 
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The key variables and operational definitions were defined, and an operationalization of the 

main question items could be seen in Table 2 and 3, followed by an overview and 

justifications of the remaining questions of the study. 

 

TABLE 2. OPERATIONALIZATION – MALE ATTRIBUTES 
 

 

 

 

  

Gender roles:  

Male Attributes 

Agentic characteristics 

associated with men and 

male attributes. Based on 

assertiveness 

A measure that reflects the 

stereotypical male attributes 

in a relational context 

Concept 

Conceptual definition 

Operational definition 

Measure 

Enthusiastic 

Schein 1973, 1975 

Adventurous 

Risk-taking 

Competitive 

Leadership propensity 

 

Individualistic Stubborn 

Ambitious 

Objective 

Analytical 

Consistent 

Tough 

Independent 

Curious 

Authoritarian 

Self-confident 

Offensive 

Assertive 

(Eagly and Johannesen-Schmidt 2001) 

2002001) 

Straightforward  

Initiator 

Wilson 2003 
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TABLE 3. OPERATIONALIZATION – FEMALE ATTRIBUTES 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The questions that supplemented the main question included partly descriptive questions 

about gender, job title, industry, turnover etcetera, experienced share of men/women in the 

KA profession and partly a couple of control questions (see Appendix 12). 

The aim with the control questions was to investigate the respondents’ opinions in relation to 

literature about KAM and thus investigate these in a sense that could help explaining the 

ultimate results of the study. One of the questions aimed to see if the respondents and their 

companies had a transactional or relational foundation in the contact with the KA manager, a 

question that was based on theories about traditional versus modern KAM. Another asked the 

Communal characteristics 

associated with women and 

female attributes. Concerned 

with the welfare of others. 

A measure that reflects the 

stereotypical female 

attributes in a relational 

context 

Conceptual definition 

Operational definition 

Measure 

Tender-minded 

Schein 1973, 1975 

Sympathetic 

Communicative 

Orderly 

Adaptable 

Co-operational 

 

Encouraging 

Understanding 

Submissive 

Coordination and 

info sharing skills 

Helpful 

Personal 

Genuinely 

engaged in the 

relationship 
Creative 

Attentive 

Open 

Perceptive 

Structured 

Thorough 

(Eagly and Johannesen-Schmidt 2001) 

Eagly and Johannesen-Schmidt 

2001 

Duehr and Bono 2006 
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respondents about who they thought would do a better job as a KA manager, a man or a 

woman, but also included more neutral alternatives. The aim with this question was to get an 

idea if the respondents’ already had a preference for men or women as KA managers, or if 

they wanted to be neutral or perceived the KAM profession to be lacking certain 

requirements. The purpose of the last control question was to see to which extent the 

respondents’ view of male versus female attributes was in accordance with literature. This 

question did also include a neutral alternative, and consisted of items that were completely 

based on the same attributes as in the main question. 

See Appendix 12 for the complete set of questions. 

 

 3.6.2 ADMINISTRATION OF QUESTIONNAIRE 

 
There are several ways to administer questionnaires, examples being by the Internet, by 

phone, or by post (Bryman and Bell 2011; Creswell 2009; Malhotra 2010). Holding different 

advantages and disadvantages, the methods are appropriate in different contexts (Malhotra 

2010) and were therefore considered before the designing of the questionnaire. For example, 

phone questionnaires allows for the respondent to ask if there is any doubts about a question 

and the control of respondents is high (Bourque and Fielder 2003). However, it takes a lot of 

time from the interviewers and might lead to interviewer effects or social desirability bias 

(ibid). Post questionnaires on the other hand are more insecure as regards the response rate; it 

might turn out to be very low due to the fact that the respondents have to re-post their 

completed questionnaire to the researchers, and it might also take a long time (Bryman 1989; 

Zikmund et al. 2010). Internet questionnaires holds several benefits mainly when it comes to 

time and cost efficiency (Yun and Trumbo 2000); analysis can be done with help from the 

data program used, and a huge amount of potential respondents can be reached. It is also a 

very environment friendly and cheap option (Bachmann and Elfrink 1996; Schaefer and 

Dillman 1998). However, there is little control of who answers the questionnaire, and the risk 

of non-response bias (def: “When actual respondents differ from those who refuse to 

participate” (Malhotra 2010, p.225) is high (Malhotra 2010). Also, it is not really a good 

option when specific persons are to be targeted (ibid). 

Because of the quite narrow and specified respondent target group that was to be reached in 

this study, it was decided that a combination of a phone and an Internet questionnaire was the 

most appropriate choice of method. The actual questionnaire was designed and sent out by the 

http://onlinelibrary.wiley.com/doi/10.1111/j.1083-6101.2000.tb00112.x/full#b3
http://onlinelibrary.wiley.com/doi/10.1111/j.1083-6101.2000.tb00112.x/full#b43
http://onlinelibrary.wiley.com/doi/10.1111/j.1083-6101.2000.tb00112.x/full#b43
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help of an Internet survey tool, but it was preceded by a phone call to assure the questionnaire 

reached the right persons (i.e. people within the purchasing function) and to make a proper 

presentation to improve the response rate. 

 

3.6.3 QUESTIONNAIRE DESIGN 
 

In form of a model consisting of ten steps, Malhotra et al. (2010) suggest guidelines on how to 

design a questionnaire (see Figure 2). This chapter is completely based on these guidelines. 

 

Figure 2 – Questionnaire Design Process, adapted from Malhotra 2010, p.336 

 

The first step (“Specify the information needed”) according to Malhotra (2010), was partly 

discussed in the Research Design chapter, but does partly point at the fact that the target 

population of the study needs careful consideration. Questions suitable for Senior citizens 

might not be suitable and understandable for college students. Hence, the supposed 

characteristics of this study’s respondents were taken into consideration, resulting in a 

questionnaire aiming at collecting data that the customers would be likely to have knowledge 

about. 
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The second step (“Specify the type of interviewing method”) stated by Malhotra (2010) was 

discussed in the “Administration of Questionnaire”, where a phone-/internet questionnaire 

was decided upon. 

According to Malhotra (2010), the third step (“Determine the content of individual 

questions”) infers that every question in a questionnaire should be carefully considered so that 

every single question contributes to the study in some way. If not, they should be removed. 

However, some questions could be asked to establish rapport or involvement, or just to 

identify the descriptive data of the respondent. This was the case for this study; apart from the 

main questions, it was considered appropriate to find out about the respondents’ gender, age, 

job title etcetera. The content of the other questions was tested through a pretest, further 

described in “Pretesting”. 

The fourth step (“Design the questions to overcome the respondent’s inability and 

unwillingness to answer”) is, in accordance with the guidelines of Malhotra (2010), applied to 

make sure the respondents have the best possible possibilities and willingness to answer the 

questions. If the respondents of the study are likely to be uninformed about the topic, it can, 

for example, be adequate to “filter” them with questions about their pre-understanding of the 

subject in question. Also, the researcher should not assume that the respondents can remember 

certain facts or be able to articulate them without being provided with alternatives. 

Respondents might also be unwilling to answer certain types of questions if the questions are 

sensitive or take a lot of time, or the like. Also, they might be reluctant to answer if they 

consider the questions to be inappropriate within the given context. These obstacles could be 

overcome for example by manipulating the context or explaining why the question is 

important. Also, sensitive questions should be put in the end of the questionnaire. 

For this study, it was ensured from the beginning that the respondents were familiar with the 

concept of KAM, i.e. the most relevant concept for the study. Therefore, no “filter questions” 

were needed. However, some questions contained the option “Other”, to allow for the 

respondents to state their own alternative answers if the ones stated did not cover the subject 

area fully. Further, the study contained questions with alternatives, one example being the 

“Turnover” question: instead of asking the respondents to state their company’s exact 

turnover, they were asked to choose between pre-decided turnover intervals instead. 

Moreover, descriptive questions were put in the beginning of the questionnaire, and the more 

attitudinal and sensitive ones were put in the end. The questionnaire was also introduced with 
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the help from personal phone calls and an introduction text in the actual questionnaire, 

explaining the importance of all of the questions. To make sure the respondents answered the 

questionnaire without being biased by consideration within the frames of social responsibility 

bias or the like, the only information provided before starting the questionnaire was that it 

investigated different aspects of KAM in a customer perspective. For those questions that 

seemed less relatable to KAM and business, the questions were to different extents adapted to 

the KAM context. 

The fifth step (“Decide on the question structure”) of Malhotra’s (2010) guidelines includes 

the decision of making the questions unstructured or structured. Unstructured questions are 

“open-ended questions that respondents answer in their own words” (Malhotra 2010, p.343). 

Advantages of unstructured questions are, for example, that they allow for free thought and 

thus deeper insight for the researchers. Disadvantages are mainly that interviewer bias can be 

high and that coding of answers is difficult and time-consuming. Structured questions, on the 

other hand, provide the respondent with different alternatives in various ways, for example in 

form of scales or multiple choice questions. The main advantages of these are that the answers 

are easy to administer and that the interviewer bias is low, but disadvantages include the fact 

that there is little freedom of answer. 

For this study it was decided that the majority of the questions should be structured, as a result 

of the perceived respondent willingness and availability to answer. Open-ended questions 

were only used where it would have been difficult to state alternatives because of the relative 

lack of familiarity with the conditions for the respondents in relation to their KA managers. 

What Malhotra (2010) describes as the sixth step (“Determine the question wording”) has to 

do with the adaption of words to fit the respondents and to avoid for misunderstandings and 

bias. What the researcher needs to do is to “(1) define the issue, (2) use ordinary words, (3) 

use unambiguous words, (4) avoid leading questions, (5) avoid implicit alternatives, (6) avoid 

implicit assumptions, (7) avoid generalizations and estimates, and (8) use positive and 

negative statements” (Malhotra 2010, p.346) 

For this study this was done by carefully considering different words so that they gave clear 

indications on what opinions and data the questionnaire aimed to collect. Thoroughly written 

instructions were given so that the info needed from the question were explicit, and except 

from in two questions the respondents did not have to estimate any answers. As for the items 

of the main question, some of the words used were somewhat manipulated to better fit into the 
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context. For example, items that, in other studies, were described with a whole sentence or 

had a negative connotation, were “translated” into measures that would be more applicable to 

the study and thus easier to understand for the respondents. 

Step seven (“Arrange the questions in proper order”) in the guidelines of Malhotra (2010) 

points especially to the fact that basic questions should appear in the beginning of the 

questionnaire, while sensitive questions should appear in the end of it. Also, it is important to 

have in mind that initially asked questions can have a bias impact on the answers to 

subsequently asked questions. Therefore, great caution was exercised when deciding upon the 

order of appearance of the questions. For example, the question that was asked about 

preferable KA manager characteristics (see Appendix 12) appeared before the question about 

what characteristics were considered male, female or neutral, so that the responses would not 

suffer from social desirability bias (def: when the respondents answer what he/she thinks is 

socially acceptable (Malhotra 2010)) of any kind. 

The eighth step (“Identify the form and layout”) is according to Malhotra (2010) that of 

arranging spacing, format, and positioning for the questions. This could for example be done 

by dividing the questionnaire into several parts, and can have noteworthy effect on results. In 

this study, an Internet questionnaire tool was used, and thus a decent layout was already 

suggested (see Appendix 13). As for the questions, these were divided so that questions of 

different nature and scope appeared on different pages. Once clicking “Next” to come to the 

next page, answers could not be modified in previously answered questions. 

The ninth step (“Reproduce the questionnaire”) includes, according to Malhotra (2010) 

making the questionnaire appealing, professional, and clear, in order to emphasize the 

importance and relevance of the questionnaire and the responses from the respondents. This 

could, among other things, be done by using different colors to different subjects, printing the 

questionnaire on high-quality paper, or choosing types that are easily read. Once again, this 

step was facilitated and influenced by the layouts and templates that could be chosen within 

the Internet questionnaire tool, but a choice was made not to use too “unserious” designs. 

The last step (“Eliminate bugs by pretesting”) that Malhotra (2010) suggests, is presented in 

the next chapter. 
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3.6.4 PRETESTING 

 

Before actually sending out a questionnaire, a small scale pretest is desirable, especially when 

conducting a self-completion questionnaire because of the absence of the researcher (Bryman 

and Bell 2011). A common way to do this is to let an expert in the area or one or more 

potential respondents (from the population, but not from the sample) review the design and 

content of the questionnaire (ibid). The purpose of pretesting is to get some kind of indication 

of possible weaknesses regarding the questions asked, enabling the researchers to change 

questions that are too hard, too personal, redundant, or maybe easy to misinterpret (Bryman 

and Bell 2011; Chambliss and Schutt 2010). By not pretesting, researchers run a risk for 

receiving misleading and irrelevant results (Bryman and Bell 2011). For this study it was 

therefore decided that two of the Linnaeus University’s professors and one from the 

University of Leeds should review the questionnaire. The questionnaire was also sent out to a 

purchasing manager of Electrolux Laundry systems, since he was a potential respondent for 

the study. The feedback on the design was then taken into consideration, and the 

questionnaire was thereafter modified to reduce the risk of having to redo it, i.e. spending too 

much valuable time on the issue. The need for a pretest was due to the fact that the 

instruments used in the questionnaire were combined from different sources and thus not 

directly applicable without pretesting. 

 

3.7 SAMPLING & POPULATION 

A population can be defined as a group of people within a certain area (Holme and Solvang 

1997). One example of a population could be the all the citizens within Sweden, or the whole 

world if decided upon (ibid). Basically, a population implies all the people you would like to 

gather information on for your specific study in hand (ibid). The sampling is defined as a part 

of the population selected for the study in hand, and it is either a part or a subset of the 

population (Bryman and Bell 2011). When conducting a sampling there is a choice between a 

census and a sampling survey, census being a survey conducted on every unit of the 

population while sampling survey is one carried out on a sample of the population (Bryman 

and Bell 2011; Chambliss and Schutt 2010; Zikmund et al. 2010). 

There are two directions to take in order to conduct a sampling; probability sampling and non-

probability sampling (Holme and Solvang 1997). Probability sampling implies that the 

sampling of the population is randomly based and that no forces interfere (Lekvall et al. 
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2001). This could, for instance, be done by using a computer system that randomly selects a 

sample from the population (ibid). By doing so, results will in the best way possible mirror 

the outcome of the whole population (ibid). 

The other choice of conducting sampling is via non-probability sampling, which basically 

means that the sample is chosen from convenience (Lekvall et al. 2001). This kind of 

sampling does not take in consideration statistical facts to the same extent that probability 

sampling does (Social Research Methods 2013). Non-probability sampling can be used if time 

and resources are an issue (Lekvall et al. 2001). It should be taken into consideration that this 

type of sampling has its limitations due to the fact that it might not reflect the whole 

population but rather just give an indication of what the actual result could be (ibid). 

Comfort sampling is a type of non-probability sampling (Lekvall et al. 2001). This type of 

sampling does not account for statistical numbers in order to choose the sample, the most 

important mean is rather convenience and the sample is often chosen by geographical 

closeness or by choosing people that are easy to access (ibid). It is also a rather economical 

and practical choice (ibid). 

This study will base its sampling in the theory of comfort sampling. This is mainly due to the 

limited amount of time for it but it is also due to its financial benefits. The respondents of this 

study were approached because they, in accordance with the facts about KAM, were thought 

to be key accounts, and thus be in contact with KA managers. 

 

3.7.1 SAMPLING FRAME 

Before deciding on a sampling frame it is important to define the whole population, which is 

to be investigated (Ruane 2005). A sampling frame is a mere list of elements that when 

brought together build the population for the research (ibid). 

To put a number on the whole population of this study of what is considered to be key 

accounts was found to be rather difficult. Due to a limited amount of time and a lack of 

records to access it was deemed rather impossible to establish exactly how many key accounts 

there were are the current moment in Sweden. However, this should not have any effect on 

the results of the study since the main objective merely was to find as many key accounts as 

possible in order to get a decent result. 
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3.7.2 SAMPLING SELECTION 

 

Having a large sample size is generally always better than a smaller one in order to minimize 

the sampling error, although only to a certain degree (Bryman and Bell 2011; Zikmund et al. 

2010). Random sampling is usually the most reliable method to use when conducting a survey 

since it ensures a non bias approach to the population and is the most appropriate way in order 

to select the sample (Bryman 1989; Nolan and Heinzen 2012; Saunders et al. 2009). In order 

to be able to conduct a random sampling the whole population needs to be addressed (Bryman 

1989). This requires a record of the whole population, i.e. some sort of list where the whole 

population is stated (Bryman 1989; Frankfort-Nachmias and Nachmias 1996; Saunders et al. 

2009). 

Since it was not possible to acquire a list of all the key accounts in Sweden, which would have 

accounted for the population of this study, probability sampling was not an option and the 

decision to use non-probability sampling was decided upon. This is a cheap and easy way to 

conduct a survey although it has it flaws since the sampling is based on choice and 

availability of the authors (Bryman and Bell 2011; Frankfort-Nachmias and Nachmias 1996). 

The reason for this method being less reliable than probability sampling is mainly due to the 

fact that human judgment plays a factor, as does also the non-response factor, difficulties 

avoiding being bias, and potential limitation while generalizing (Bryman and Bell 2011; 

Zikmund et al. 2010). 

Due to the presupposed availability of the respondents targeted, the goal was to collect data 

from at least 30 respondents, in accordance with rules of thumb used in for example Gravetter 

and Wallnau (2009) and Hogg and Tanis (2010). 

 

3.8 DATA ANALYSIS METHOD 

3.8.1 DATA CODING & DATA ENTRY 

 
For the collected data to be statistically measurable, it needs to be coded with numbers 

(Christensen et al. 2001). In this study this was done through the numbering of the measured 

items with a 1 to 5 Likert scale, where the degree of agreement ascended from 1: not 

important, to 5: very important. By this, mean, mode and median can be calculated, as will be 

further described below. The coding also includes naming of the different investigated 
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variables and their categorization. This was the first thing that was done with the data, and the 

two variable factors were named “Fem” and “Mas”, representing the items that were either 

feminine or masculine. Thereafter, all the data was plotted into the software. Where the 

respondents had missed to answer a question (X st), the mode for the question was, in 

accordance with guidelines from Nolan and Heinzen (2012), filled in. 

 

3.8.2 DESCRIPTIVE STATISTICS 

 

The descriptive data chosen for this survey included among other things gender, age and time 

spent working with the key account manager who is involved with the respondent customer. 

These data enable the analysis to be summarized and arranged in a numeral fashion in order to 

make it easier to analyze and draw conclusions (Saunders et al. 2009; Zikmund et al. 2010). 

How the data is presented various a bit on what is about to be presented and it can be 

visualized in forms of diagrams, charts, graphs, tables and other means (Bryman and Bell 

2011). 

There are two ways in which descriptive data can be utilized, the first being through 

established central tendencies and the other one being through dispersion (Saunders et al 

2009). Central tendencies are measured by using Mean, Median and Mode (ibid). After 

sorting the data in ascending order, the median shows the middle point of the data. The 

benefits of using this as a method to locate the central tendencies is beneficial since it 

eliminates the extreme values on both ends (Nolan and Heinzen 2012). The mode shows the 

value that is displayed most frequently occurring data, the mean shows the average number of 

all the values (Nolan and Heinzen 2012; Saunders et al. 2009). 

 

3.8.3 ONE SAMPLE T-TEST 

 
One-sample t-tests are hypothesis testers (Nolan and Heinzen 2012), measuring the dispersion 

of mean values from the mid-point of a scale (Zikmund et al. 2010), in this case the value 3. 

The purpose is to identify for significant differences between the means and between the 

means and the mid-point of the scale (ibid). The test shows if differences in mean values are 

statistically significant at the confidence level chosen. For this study, the chosen confidence 

interval was 95% with a requirement of a significance level, or p-value, below 0,05. 
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Because of the nature of this study, mean values of the different measures were both 

compared in relation to the mid-point of 3, but mainly in relation to one another to investigate 

for preferences in any of the gender attributes. Since there are no such studies as this, the 

comparison was relative and unique, especially since previous studies by Schein (1973, 1975), 

Wilson (2003) and others have stated that general managerial attributes are more commonly 

ascribed to men. 

 

3.9 QUALITY CRITERIA 

 
The quality of the conduction of a high-quality study is becoming more and more important 

(Bryman et al. 2008). The term for this is rigor, and it is said that a study without this is not 

valuable enough for management or whoever reads the study (Ghauri and Grønhaug 2005). 

Proper rigor, however, provides a higher level of security and representability of the data 

collected and therefore a clearer connection to the theoretical framework and purpose of the 

study (ibid). The quality criteria consist of content validity; construct validity, external 

validity, and reliability, which are discussed in turn below (ibid). 

 

3.9.1 VALIDITY 

According to for example Thurén (2007), validity in its pure form is an indicator of having 

investigated what was intended to investigate. Bryman and Bell (2011) states the example of a 

typical validity issue in real life: if formal examinations really measure the academic ability 

properly. Validity can be measured in the light of several different aspects; the most common 

ones for quantitative research are content validity, construct validity, and criterion validity 

(Zikmund et al. 2010). Content validity and construct validity are discussed in turn below. 

The assessment of criterion validity, conducted through the correlation determination between 

the outcome of measures and well-used other measures of the same construct (De Vaus 2002), 

was not possible due to time constraints. 

 

  



  

40 
 

3.9.1.1 Content Validity 

 

Content validity, or face validity, simply means that the measures chosen for the investigation 

(i.e. in this case the questions on the questionnaire) “apparently reflects the content of the 

concept in question” (Bryman and Bell 2011, p. 160). Researchers might ask a potential 

respondent or an expert (just like with pre-testing) to give their view of if the questions asked 

are connected to the purpose of the study (ibid). 

The face validity of this study was assessed in the pretesting described earlier in the chapter. 

After consolidating with professors and a purchasing manager about the face validity of the 

questionnaire, it was stated that the measures chosen measured what they were intended to. 

Hence, the face validity of the measurements could be checked on the quality criteria list. 

 

3.9.1.2 Construct Validity 

 

Construct validity is concerning “what the construct or scale is in fact measuring” (Hair et al. 

2007, p. 246). Conway and Peneno (1999, p. 486) further explain that construct validity 

“...refers to the characteristic(s) measured, and is generally established by examining patterns 

of correlations among measures”. It consists of two aspects: convergent and discriminant 

validity (Campbell and Fiske 1959; De Vaus 2002). In a questionnaire, these two are achieved 

if the correlations between the different measure items (convergent) and between the 

construct measures and other measurement constructs in the model (discriminant) are not too 

high (ibid). If they are too high, it means that they are too much alike even if they might be 

supposed to measure different things (Conway and Peneno 1999). 

One way to assure construct validity is through the use of factor analysis (Jackson 2000). It is 

defined as “a variety of statistical techniques whose common objective is to represent a set of 

variables in terms of a smaller number of hypothetical variables” (Kim & Mueller, 1978a, p. 

9). This means that variable groups of data that in some way appear to be correlated can be 

identified and analyzed within different dimensional frameworks (Malhotra 2010). However, 

factor analysis does often only provide a simplified model of the truth, which can be much 

less complex than the actual research problem (Kim and Mueller 1978b). 

Factor analysis is further divided into principal components analysis and exploratory factor 
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analysis (Brown 2009). The main difference between the two is that the former is used when 

no theory is applied, and the latter one is used when there are applied theories about the 

relationships between variables studied (ibid). The latter type, exploratory factor analysis, was 

therefore used in this study to look for and sort out relevant items for the study. 

3.9.2 RELIABILITY 

 
Reliability is simply an indicator of if the measurements of the study are done correctly 

(Thurén 2007). Bryman and Bell (2011, p.158) define it as: “the consistency of a measure of a 

concept”, and that the issue is specifically important in quantitative research. According to 

Sachdeva (2009), a reliable study is repeatable and gives the same results over and over again 

given the same measures, and it has no or little errors and biases (Yin 2009). Another criterion 

for reliability is that it should possess stability (Bryman and Bell 2011). 

One way to assess reliability is to calculate the Cronbach’s alpha for the different items and 

constructs (Bryman and Bell 2011). It is a coefficient that shows a measure of the internal 

reliability, and it ranges from 0 (perfect internal reliability) to 1 (no internal reliability) 

(Zikmund et al. 2010). The general acceptability level of the Cronbach’s alpha is 0,6, but a 

higher value such as 0,8 and above is of course preferable and indicates a very high reliability 

(ibid). This was the method used to measure reliability in this study. 

Other ways to measure the reliability of the measurements of a study is for example to send 

out the questionnaire or the like again, and then compare the consistency of the answers 

(Bryman and Bell 2011). However, due to time constraints it was not possible to do this for 

this study. 

  



  

42 
 

4. DATA ANALYSIS 
 

This chapter presents the data collected through the questionnaire. It presents descriptive 

data regarding the respondents as well as the results from tests measuring the robustness and 

quality of the study in different ways. 

 

4.1 DESCRIPTIVE STATISTICS 

For this study, a total of 177 respondents were approached. Out of these, 72 persons started 

the questionnaire, and 66 respondents completed it fully. Six persons chose not to participate, 

15 persons could not say if they would have time to complete the questionnaire, and the 

remainders were not reachable or available at the time of the contact attempt. The response 

rate consequently amounted to 37%. In Table 4, the descriptive statistics are presented. 

 

 

Table 4. Descriptive statistics 
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As can be seen in Table 4, the majority of the respondents were men between 31 and 60 of 

age, where most of them were between 41 and 50 of age. The table shows that almost 90 % of 

the respondents were working for a company with an annual turnover of more than 420 

Million SEK. It also shows that the majority of the respondents had been in contact with a KA 

manager for between 1 to 20 years, where most of them had had this contact for 1 to 5 years. 

Furthermore, most of the respondents were purchasing managers working for a company 

within the manufacturing industry (see Appendix 1 and 2 for complete answers).  

There were also the control questions: for the first one, 80 % of the respondents stated that 

they aimed for long-term goals with openness in focus, rather than more short-term goals, 

indicating accordance with literature on the relationship management of today (see Appendix 

4). As for the question about the respondents’ thoughts about the performance of KA 

managers, most of the respondents, 42 %, stated that they did not think men and women 

behave differently. Further, 41 % stated that there are no specific requirements on a KA 

manager, while 11% stated that a woman would perform better than a man and the remaining 

6% stated that a man would perform better than a woman (see Appendix 5). The last control 

question, the one that compared the respondents’ proneness to ascribe attributes to gender, is 

presented further in Chapter 4.5. 

 

4.2 RELIABILITY & VALIDITY 

 
 

 

 

 

 

 

In order to test the reliability of the investigated items, the Cronbach’s alpha coefficient was 

calculated for both the male and the female variable. The Cronbach’s alpha for the male 

variable measured to 0.862 (see Table 5) and the female variable measured to 0.793 (see 

Table 6). Both measurements are above the accepted value of 0.6; the male variable was 

above 0.8 and the female variable very close to it, which indicates a very good reliability.  

Table 5. Reliability – Male attributes Table 6. Reliability – Female attributes 
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High face validity was assured through the pretesting earlier in the research process, while 

high construct validity was assured through the factor analysis earlier mentioned (see 

Appendix 8). For those items that were picked out because of their higher relevance for the 

study, the main data was used for further analysis in form of a t-test.  

 

4.3 T-TEST 

 
After conducting a factor analysis (see Appendix 6) of the main question items, the ones 

presented in Table 7 and 8 remained. The t-test measured the statistical significance of the 

main question items (see Table 9).  

 

 

 
Table 9. One Sample T-test 

Table 7. Descriptive Statistics – male attributes 

Table 8. Descriptive Statistics – female attributes 
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The t-test (see Table 9) showed that the mean for male KA manager attributes was 2.5 out of 

5 while the mean for female KA manager attributes was 4.2 out of 5. Not only do the 

measures differ significantly from the mid-point of the scale on both sides, they are also far 

apart from each other, indicating a clear difference concerning the perception of male versus 

female attributes for KA managers. The statistical significance was assured on a 95 % 

confidence level. 

The hypothesis, that women would be better KA managers than men, was thereby supported, 

according to the analysis of the 12 most relevant items of the study. 

 

4.4 THE DISCARDED ITEMS 

 
Although many of the items of the study were discarded through the factor analysis, there are 

several studies that have used a great share of, for example, the SDI items (Schein 1973, 

1975) and been able to prove both validity and reliability in different contexts (e.g. Kasi and 

Dugger 2000). When looking at the items that remained after the factor analysis, one could 

expect them to be only from the SDI or mainly from other researchers’ items indexes. 

However, there were many of the items that were discarded after the factor analysis that were 

included in the SDI, and theoretically ought to have enjoyed a pretty secure relevancy for the 

study since this is an index that is very widely used and accepted in the context of gender 

based management. Therefore it was deemed appropriate for the study to highlight the 

discarded items since they, in different forms (synonyms etc.), have proved scientific 

significance in similar studies. The complete set of the all the original question items is to be 

found in Appendix 4, and the most notable items that were not included after the factor 

analysis were the following: “Communicative”, “Co-operational”, “Coordination skills”, 

“Engaged”, and “Perceptive”, where one (Perceptive) out of which are to be found in the SDI. 

All of these items scored high in the results of the questionnaire; the mode for all of the six 

items is five (i.e. the highest scale value) and all of them are ranked as female attributes 

according to literature. As regards the male attributes, only one had a mode of five, namely 

“Objective”. However, the percentage of the respondents that had valued this item to five was 

only 42,4 %, compared to the female attributes that in general had a much higher mode 

percentages. 
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Although discarded after the factor analysis, the result of these items could be considered 

strengthening of the hypothesis of the study. 

 

4.5 PERCEPTIONS OF MEN & WOMEN COMPARED TO THE LITERATURE 

 

On the control question where the respondents were asked to give their opinion on which 

attributes are female or male, it could be concluded that the given responses conformed highly 

to literature’s conceptions of men and women. Among the male attributes, 80% of these were 

perceived by the respondents according to literature. The exceptions were the “Curious”, 

“Enthusiastic”, “Stubborn”, and “Ambitious” items, which they thought of as more female 

attributes. Among the female attributes, 95% of these were perceived by the respondents 

according to literature. The only exception was the “Coordination” item, which 50% of the 

respondents thought was female and 50% thought was male.  

However, there were many respondents that chose not to give an answer to some or all of the 

items of this specific question. The non-response mean for both the male and the female 

attributes was 25 out of 66, indicating a percentage average of 38% that did not want to 

ascribe some or any of these attributes to gender. The reason for this might however to some 

extent have been that the nature of the question differed from the nature of the previous 

questions, and therefore was somewhat unexpected for the respondents. 

The answers for this control question have some important implications on the result of the 

study, mainly: the “Curious” and “Stubborn” items. Since they were not perceived by the 

respondents according to literature, it might not be relevant to include them among the items 

that remained after the factor analysis. If these items were deleted, the mean of the male 

attributes would have been even lower compared to the female attributes, since they were 

relatively highly important compared to the other male attributes. 

Except from this, it seems relevant to take into account the high number of respondents that 

chose not to answer many or all of the items of the question. Even though their motives not to 

answer might be of an unknown nature, it is worth mentioning that many of the respondents 

were neutral in this question.  

 



  

47 
 

5. CONCLUSIONS & IMPLICATIONS 
 

This chapter discusses the outcome of the study in relation to the purpose, research question 

hypothesis and theoretical framework of it. Managerial and theoretical implications are 

suggested, as well as limitations and suggestion for future research. 

 

5.1 DISCUSSION 

With modern KAM practice, as a result from the ever so topical relationship management as 

framework, it could be confirmed that the respondents of this study shared the same view of 

KAM as the literature (e.g. Cheverton 2012; McDonald et al. 1997). According to literature 

within the frames of this study, KAM in its modern sense is the managing of strong and long-

term relationships, -growth, and openness between the buyer and the supplier company 

(McDonald et al. 1997). The vast majority of the respondents of the study stated that this kind 

of relationship, in contrast to traditional KAM, is the most preferable, and consequently 

justified a large part of the foundation for this study. 

Interpreting the data received for this study in the light of traditional gender roles, and the 

presumption that both men and women most often behave stereotype-accordingly (Cejka and 

Eagly 1999; Conway et al. 1996; Eagly and Karau 2002; Heilman 2001; Miller and Budd 

1999), allows for a simple conclusion: that women would be better KA managers than men. 

Also, as for the hypothesis stated, and the framework of this study, it should be no issue 

declaring that the hypothesis was supported. The attributes that were considered most 

important for a KA manager were predominantly female according to the theoretical 

framework used for the study. The percentage of respondents agreeing with literature on 

KAM and the percentage of respondents agreeing with literature about gender stereotypes 

provide sufficient motives for the study to be relevant. However, although being considered 

sufficient, the percentage of respondents that were neutral when it came to ascribing attributes 

to gender seems to be slightly too high to be ignored (see Appendix 12, question 12). 

The aim of question 12 was to compare the respondents’ view of male and female attributes, 

as well as their proneness to ascribe attributes to gender, with research that had made a similar 

categorization. The majority of the respondents showed a tendency to be aligned with 
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literature on the subject, indicating that a difference feminism approach could be considered 

valid. However, there were the 38 % of the respondents that were not prone to ascribe 

attributes to either of the genders, indicating a more equality feministic stance. Moreover, 

question 11 (see Appendix 12) indicated that many of the respondents considered men and 

women to behave in the same way, and those who were willing to ascribe KA manager 

performance to gender were few, even if the majority of them thought that a woman would do 

a better job than a man. With the attitudes shown against actually ascribing KA manager 

performance to gender, and the unwillingness shown even against ascribing attributes to 

gender, it could be inferred that a difference feminism approach might not be a perfect choice 

among the population studied and the investigated subject. However, several explanations 

might be relevant for the outcome of these questions, especially question 12. One reason 

could be that the questionnaire did not prepare the respondents well enough before answering 

the question, as described in step four in Chapter 3.6.3, and that they therefore were unwilling 

to answer. Another reason might be that the ultimate motive, to investigate if there is room for 

more women in KAM, was not enough known among the respondents, otherwise they might 

have answered differently. Take for example the pre-tester of the study, Jan Svensson; after 

he had been informed fully about the motives, he declared that “It is a shame that there are so 

few female key account managers”. 

It could also be discussed if an explanation of the results could be that the concept and reality 

of gender roles is actually fading. Visiting other perspectives of the extent literature and 

research about gender roles, feminism, and society at large (e.g. Scharff 2011) show 

tendencies of this, and authors such as Hofstede et al. (2010) do point out that gender roles 

often become more and more blurred in feministic, far-developed cultures, like Sweden. One 

implication of this might be that men in the KAM profession in Sweden are female or very 

neutral. If that would be the actual case, it might not be relevant in the same way to look at the 

gender distribution at KAM positions. At least, the integration of women into the KAM 

profession would require a whole other approach. However, it might also be that the gender 

roles still are alive, but in forms that differ from those identified by Schein (1973, 1975), Bem 

(1974) and others for many years ago. Even if their indexes are widely used even to this day 

(e.g. Berkery et al. 2012; Gupta et al. 2009; Paris and Decker 2012), there might be some 

attributes in need of a revision. Looking only at this study, being “ambitious” is an example of 

an attribute that the respondents did not ascribe to men, as does for example Schein (1973, 

1975). 
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Regardless of the inferences that can be drawn from the results, this study still provides a lot 

of interesting facts. Even if many of the measured items were discarded after the factor 

analysis, both these and the ones remaining after the factor analysis revealed convincing 

statistics; the attributes that was deemed the most important for a KA manager were 

predominantly what was picked out as female attributes, and the mean values for these 

compared to the male attributes chosen for the study were overall significantly higher (see 

Table 7 and 8). As could be inferred after the factor analysis, the respondents perceived an 

ideal KA manager as someone who is orderly, understanding, structured, attentive, and 

thorough. Neither of the means of the male items remaining after the factor analysis were 

higher than these female attributes; they were actually significantly lower. The t-test showed 

that the mean for male KA manager attributes amounted to 2.5 out of 5 while the mean for 

female KA manager attributes amounted to 4.2 out of 5. Apparently, the more agentic 

characteristics were not as desirable for a KA manager, which is in line with Blackston 

(2000). Looking at some of the discarded items of the study, the results become even more 

convincing; out of the items discarded after the factor analysis, the communicative, co-

operational, engaged, and perceptive attributes all had a mode of five. These are only female 

attributes, and the only male attribute that reached the same mode was the attribute 

“objective”. It seems like, regardless of the level of connection between all of the items and 

the starting-point in the attribute “nurturing”, female attributes in a relational job context 

enjoy higher status in the eyes of the customers and their view of an ideal KA manager. For 

example, attributes like “orderly” might not be directly connected to relationship building 

and-maintaining, and the theoretical concept of KAM, but the appreciation of attributes like 

this could be seen to have made the motive for the study even stronger. Since the respondents 

meant that they prefer, and look for, relationships in a “modern KAM sense”, their preference 

for these kinds of attributes might be of high relevance for modern KAM and further research 

within the area. 

 

5.1.1 CONCLUSION 

 
There is a room for a change in the gender distribution at KAM positions, as long as the 

gender stereotypes studied remain relatively accurate and alive, as they to a significant extent 

proved to be in this study. If so, it seems like those attributes that, to this day, are perceived as 
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female in a relational context, are more preferable for KAM. Thus the amount of women in 

the KAM profession have a motive to increase as it still looks in Sweden today. 

 

5.2 IMPLICATIONS  

5.2.1 THEORETICAL IMPLICATIONS 

 
Taking its start in the statement by Homburg et al. (2002) that there is little research on KAM 

in different contexts, this study takes on a cross-disciplinary perspective to fill a gap in the 

research area, namely the gap between gender- and KAM research. 

It turned out that the result of this study can be viewed in a versatile way, due to the fact that 

it not only reveals that preferable attributes for a KA manager are of female nature, but also 

that the population investigated was neutral to a significant extent when it came to ascribing 

attributes to gender. The contribution to the research field thus became twofold, but the main 

result of this thesis was in line with what was hypothesized from the beginning. However, the 

study in whole entails quite interesting implications theoretically. For example, it adds to 

research for example by Bem (1974), investigating perspectives of female, as well as male 

and neutral nature, but in a KAM context. 

The result shows that in KAM (where the mission to these days mainly builds on relationships 

and long-term gains), task-oriented and agentic personal attributes are not that vital in the eyes 

of the customers. This implies that the connection made between literature about KAM and 

literature about female and male attributes was accurate even in reality. Even if the 

respondents did not want to ascribe personal attributes to gender, they indeed did pick out a 

certain type of preferable attributes that happened to be of female nature, creating an 

interesting unconformity.  

 

5.2.2 MANAGERIAL IMPLICATIONS  
 

Apparently, there are different conceptions regarding the ascription of attributes to gender or 

mere personality. However, the implications for management are still present. Regardless of 

opinion, this study reveals several personal attributes that are likely to achieve more success 

in the KA manager profession than others. If managers want to interpret them the difference 
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feministic way, they may, and if they simply want to look for these characteristics in both 

men and women, they may. 

As for many other professions, it is common that the gender distribution runs true to the 

perspective of the profession as well as the stereotypical gender that is overrepresented (Cejka 

and Eagly 1999). A typical example is healthcare, as was mentioned earlier (Joyce 2013). It is 

a profession that is considered to be about taking care of others, and the percentage of caring 

women follows (ibid). However, as for the KA manager profession the opposite is exerted; 

the profession in itself is considered to be about relationship nurturing, but in spite of this 

there is a vast overrepresentation of men. This gap might be closed by managers embracing 

the results of this study, either the indirect way, by looking for certain characteristics, or by 

actually sorting the labor market by gender.  

The latter way could be considered bold and even discriminating against men and male 

attributes (Guzmán 2013), but the intent is to balance the unevenness in gender distribution. 

Involving, in this case, women (that are more likely to possess female attributes) thanks to 

stereotypical attributes, might be efficient for management. If female attributes are wanted by 

the customers, it should lie in a manager’s interest to satisfy these customers. The way they 

choose to do this must rely on the philosophies of their company. 

 

5.3 LIMITATIONS  
 

The main limitation of this study related to the timeframes of it. Firstly, even though the 

results from the questionnaire indicated clear answers for the stated research question, the 

amount of respondents was relatively low since the data collection period was limited in time. 

Also, a decision was made to target specific persons, at specific positions, at specific 

companies. Due to the pre-understood nature of the availability of these persons, it was 

considered necessary to approach them personally, and this took a lot of extra time. However, 

the target group would otherwise probably not have been reached to the same extent at all. 

Secondly, this study only investigated one perspective of the ideal attributes of a KA manager, 

namely the customers’. It would indeed have enhanced the robustness and quality of the study 

if several perspectives could be accounted for, but this would have taken too much time. 

Another limitation of the study is that it was not prepared to face respondents’ reluctance to 

describe attributes as either male or female to the extent that it had to. Even if this from the 
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beginning was only a control question, the result of it was too significant to be ignored. If 

more extensive research about feminism and people’s attitudes and realities regarding male 

and female attributes had been made, the questionnaire would have been more enhanced and 

adapted to this purpose.  

 

5.4 SUGGESTIONS FOR FUTURE RESEARCH 
 

This thesis investigated a definite set of attributes in the perspective of customers to 

companies with key accounts. The vast majority of the respondents worked as purchasing 

managers for large manufacturing companies, having a turnover of more than 420 million 

SEK. 

One of the drawbacks of this study was that it only investigated the customer perspective of 

the KA manager subject. Bringing about more perspectives would give a much wider picture 

of the requirements of a KA manager. For example, future research could investigate the 

perspectives of the KA manager’s CEO or the perspectives of the KA manager him-/herself. 

These perspectives were discussed in the initial phase of this thesis, but would have taken up 

too much time if taken into consideration. It was also discussed whether or not the 

questionnaire should include a question about the perception of the respondents’ KA 

managers today; but it was deemed too time consuming. 

All of these perspectives would enhance the result of this thesis to a great extent. The 

achieved results clearly shows a preference for attributes that are considered female, but the 

CEOs for the supplier companies are likely to bring about another view on the subject, since 

the motives of the CEO and his/her customers of course might differ. Investigating the CEO’s 

perspective might also yield interesting information on how he/she thinks relationship 

management should be handled, and how this in that case differs from literature. 

Further research might consider other attributes, for example those that could be considered 

less relevant for the specific case of KAM but still have an impact on a person’s behavior. 

These could be more negative or unrelated in nature, but should have impact on a person’s 

KA manager performance, too. 
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APPENDICES 
 

 

APPENDIX 1 – RESPONDENTS’ WORK TITLE 

 

Position  

Purchasing manager     24 

Purchaser      16 

Sourcing manager     4 

Corporate purchasing manager    2 

Category purchasing manager    2 

Strategic buyer     2 

Product manager     2 

Supply chain manager     1 

Account manager/Consultant    1 

Purchasing and market manager    1 

Global sourcing manager     1 

Business developer     1 

Transport manager     1 

Regional purchasing manager    1 

Strategic sourcing director     1 

CPO      1 

Purchasing specialist     1 

Area buyer      1 

Purchasing control director    1 

Senior purchasing manager    1 

Project manager for aftermarket purchasing   1 

Continental buyer     1 

CEO      1 

Project manager for purchasing    1 
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Business unit director     1 

Global commodity manager aftermarket purchasing   1 

 

APPENDIX 2 – RESPONDENTS’ FIELD OF WORK 
 

Industry 

Manufacturing     20 

Construction      8 

Production      3  

Construction and hardware     3 

Vehicles      3 

Wholesaling      3 

IT      3 

Technology      2 

Mining      2 

Forest      2 

Production automotive     2 

Foodstuff      2 

Production of advanced production equipment for the electronics industry 1 

Construction equipment and agricultural machinery   1 

Foodstuff and agriculture     1 

Logistics      1 

Confectionaries     1 

Retailing      1 

IT and data components     1 

Paper      1 

Tires      1 

Outdoor equipment and -clothing    1 

Petrochemicals     1 

Electric power and industrial solutions    1 

Energy      1 

Technology transfer     1 

Hygiene      1 
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Pharmaceutical logistics     1 

Heavy industry     1 

IT consulting, education, and retailing    1 

APPENDIX 3 – RESPONDENTS’ AUTHORITY IN DECISION MAKING 

 

 

 

 

APPENDIX 4 – RESPONDENTS’ RELATIONSHIP GOALS 

 

 

 

 

APPENDIX 5 – RESPONDENTS’ CHOICE OF KA MANAGER 
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APPENDIX 6 – RESPONDENTS’ VIEW OF KA MANAGER ATTRIBUTES 

 
Attribute 1 2 3 4 5 

 

Male 

     

Independent 0% 1,5% 15,2% 57,6% 25,8% 

Objective 0% 3% 13,6% 40,9% 42,4% 

Ambitious 0% 0% 16,7% 50% 33,3% 

Offensive 6,1% 25,8% 45,5% 19,7% 3% 

Self-confident 3% 15,2% 47% 28,8% 6,1% 

Leadership 1,5% 18,2% 36,4% 24,2% 19,7% 

Individualistic 12,1% 43,9% 33,3% 9,1% 1,5% 

Consistent 0% 1,5% 24,2% 40,9% 33,3% 

Stubborn 13,8% 33,8% 36,9% 9,2% 6,2% 

Competitive 10,8% 38,5% 29,2% 16,9% 4,6% 

Curious 3% 18,2% 24,2% 47% 7,6% 

Adventurous 33,3% 45,5% 16,7% 3% 1,5% 

Authoritarian 26,6% 34,4% 26,6% 9,4% 3,1% 

Risk-taking 19,7% 39,4% 33,3% 6,1% 1,5% 

Assertive 4,5% 15,2% 60,6% 19,7% 0% 

Initiator 0% 0% 12,3% 60% 27,7% 

Straightforward 0% 4,5% 36,4% 42,4% 16,7% 

Enthusiastic 0% 4,5% 22,7% 60,6% 12,1% 

Tough 21,2% 37,9% 33,3% 6,1% 1,5% 

Analytical 1,5% 4,6% 33,8% 50,8% 9,2% 

 

Female 

     

Sympathetic 0% 7,6% 39,4% 31,8% 21,2% 

Communicative 0% 0% 0% 27,7% 72,3% 

Orderly 0% 1,5% 12,1% 45,5% 40,9% 

Adaptable 0% 0% 7,6% 54,5% 37,9% 

Co-operational 0% 0% 1,5% 27,7% 70,8% 

Tender-minded 0% 10,6% 36,4% 45,5% 7,6% 

Encouraging 4,7% 18,8% 53,1% 15,6% 7,8% 

Understanding 1,5% 4,6% 20% 53,8% 20% 

Submissive 3,1% 4,6% 30,8% 47,7% 13,8% 

Coordination 0% 0% 4,5% 19,7% 75,8% 

Helpful 0% 1,5% 22,7% 45,5% 30,3% 

Creative 0% 1,5% 31,8% 51,5% 15,2% 

Personal 7,7% 23,1% 38,5% 27,7% 3,1% 

Engaged 3% 7,6% 16,7% 31,8% 40,9% 

Attentive 0% 3,1% 9,2% 52,3% 35,4% 
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Open 1,5% 1,5% 15,2% 65,2% 16,7% 

Perceptive 0% 0% 0% 47,7% 52,3% 

Structured 0% 1,6% 1,6% 37,5% 59,4% 

Thorough 0% 0% 6,1% 51,5% 42,4% 

APPENDIX 7 – RESPONDENTS’ ASCRIBED ATTRIBUTE TO GENDER 

 
Attribute Male Female No. of respondents 

 

Male (literature) 

   

Independent 80% 20% 40 

Objective 52% 48% 42 

Ambitious 24% 76% 42 

Offensive 76% 24% 46 

Self-confident 89% 11% 45 

Leadership 87% 13% 45 

Individualistic 76% 24% 41 

Consistent 54% 46% 39 

Stubborn 44% 56% 43 

Competitive 84% 16% 43 

Curious 37% 63% 38 

Adventurous 80% 20% 40 

Authoritarian 86% 14% 42 

Risk-taking 90% 10% 41 

Assertive 83% 17% 41 

Initiator 59% 41% 36 

Straightforward 71% 29% 42 

Enthusiastic 26% 74% 38 

Tough 79% 21% 43 

Analytical 60% 40% 40 

 

 

 

Female (literature) 

 

 

Non-response mean: 

Tot. in accordance with literature: 

 

24,65 respondents 

80% 

Open 18% 82% 40 

Perceptive 20% 80% 41 

Structured 36% 64% 42 

Sympathetic 10% 90% 41 

Communication 20% 80% 40 

Orderly 5% 95% 44 

Adaptable 21% 79% 39 

Co-operational 13% 87% 39 

Encouraging 24% 76% 37 

Understanding 8% 92% 40 

Submissive 7% 93% 43 

Coordination 50% 50% 42 

Helpful 5% 95% 43 

Creative 30% 70% 37 

Personal 17% 83% 42 

Engaged 20% 80% 40 

Thorough 10% 90% 42 
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Attentive 23% 77% 40 

Tender-minded 10% 90% 39 

 

 

 

 

 

Non-response mean: 

Tot. in accordance with literature: 

 

25,4 respondents 

95% 

 

 

 

APPENDIX 8 – FACTOR ANALYSIS BEFORE DISCARDED ITEMS 

 Component 

1 2 3 4 5 6 7 8 9 10 

M1_Independent       ,703    

M2_Objective    ,833       

M4_Offensive    ,543       

M5_Self-confident   ,440    ,647    

M6_Leadership propensity        ,714   

M7_Individualistic       ,422 ,499   

M8_Consistent    ,720       

M9_Stubborn ,588         ,506 

M10_Competitive ,798          

M11_Curious ,557          

M12_Adventurous ,785          

M13_Authoritarian ,679          

M14_Risk-taking ,812          

M15_Assertive ,545       ,480   

M16_Initiator ,529 ,420         

M17_Straight-forward ,499   ,428       

M18_Tough ,660          

M19_Analytical ,523     ,543     

F1_Sympathetic   ,784        

F2_Communicative         ,708  

F3_Orderly  ,741         

F4_Adaptable  ,459     ,424    

F5_Co-operational     ,689      

F6_Kind   ,810        

F7_Encouraging   ,767        

F8_Understanding     ,488      

F9_Submissive      ,644     

F10_Coordination & Info-sharing skills within org.         ,827  

F11_Helpful     ,739      
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F12_Creative     ,567      

F13_Personal    -,483       

F14_Genuinly engaged in relationship    -,454  ,435  ,473   

F15_Thorough  ,872         

F16_Attentive  ,740         

F17_Enthusiastic  ,507      ,519   

F18_Open      ,660     

F20_Structured  ,733         

 

 

APPENDIX 9 – FACTOR ANALYSIS AFTER DISCARDED ITEMS 

 
 

 Component 

1 2 

M9_Stubborn ,717  

M10_Competitive ,837  

M11_Curious ,610  

M12_Adventurous ,748  

M13_Authoritarian ,726  

M14_Risk-taking ,780  

M18_Tough ,756  

F3_Orderly  ,769 

F8_Understanding  ,549 

F15_Thorough  ,844 

F16_Attentive  ,800 

F20_Structured  ,764 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization.
a
 

a. Rotation converged in 3 iterations. 
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APPENDIX 10A – MALE ITEMS-TOTAL STATISTICS 

 
 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

M9_Stubborn 14,8333 18,787 ,616 ,845 

M10_Competitive 14,7879 17,924 ,734 ,828 

M11_Curious 14,0606 19,935 ,519 ,858 

M12_Adventurous 15,5000 19,669 ,638 ,843 

M13_Authoritarian 15,1667 18,664 ,623 ,844 

M14_Risk-taking 15,1364 19,227 ,667 ,838 

M18_Tough 15,1515 19,361 ,636 ,842 

 

APPENDIX 10B – FEMALE ITEMS-TOTAL STATISTICS 

 
 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

F3_Orderly 16,9848 4,446 ,602 ,744 

F8_Understanding 17,3788 4,700 ,392 ,825 

F15_Thorough 16,8788 4,631 ,716 ,717 

F16_Attentive 17,0455 4,413 ,618 ,739 

F20_Structured 16,6818 4,805 ,618 ,744 
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APPENDIX 11 – RESPONDENTS’ HISTORY WITH KA MANAGERS 

 
Q13. How many of the key account managers you work / have worked with where women 

and men?  

 

 Total, if outliers are included; 79% men and 21% women. 

 Total, if outliers are deleted; 81% men and 19% women. 
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APPENDIX 12 - TRANSLATED QUESTIONNAIRE 

 
Thank you for helping us with our survey, your response means a lot. 

 

You will now have to answer thirteen questions within the framework of our thesis on aspects 

of key account managers. We ask you to reflect on your answers well and be careful to 

respond fully, clearly and to all questions. On those questions where you enter the answer 

"Other", we would also like you to comment on your answer. This for the results to be as 

accurate as possible. 

Please note that all questions in different ways are important for the study, although they may 

seem different from what you expect. 

To clarify what we mean by a Key Account Manager, this is the person that within the 

supplier organization are responsible for the relationship of yours. This is thus the kind of 

relationship we want you to bear in mind when conducting the survey. 

Also remember that this survey is completely anonymous, meaning that no matter what your 

answers to the questions are, these are only known to you. 

Click "Next" to start the survey. 

Good luck! 

/ Josefine, Kim and Evelina 

(Contact for questions on the survey: Josefine - 0737044422) 

 

Q1. Gender? 

 Male 

 Female 

 

Q2. Age? 

 

 

Q3. Your post, work title, occupation? 

 

 

Q4. What are the numbers of employees at your current company? (If you are employed at a 

multinational cooperation we ask you to state the employees within the Swedish branch, not 

necessarily operating in the Swedish market.) 

 

Q5. What is the turnover of your current company? (If you are employed at a multinational 

cooperation we ask you to state the turnover within the Swedish branch, however, not 

necessarily in the Swedish market.) 
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Q6. In which industry does your business operate? (e.g. Logistics, Production, It, Telecom) 

 

Q7. How long have you within your profession been in contact with Key Account Managers? 

(If possible, state within which industry you have worked with these Key Account Managers.) 

 

Q8. What is the level of your authority when it comes to making important decisions on your 

company’s behalf in regards to the suppliers’ you are working towards? 

 I have the authority to make, and do indeed make a lot of decisions myself. 

 When a decision is on the table I have to work it through the instances within the 

organization before finalizing. 

 I mediate decisions made higher up in the organization. 

 Other. 

 

Q9. What type of relationship foundation/aim do you have with your suppliers’ Key Account 

Manager (or Key Account Team, if existent) do you prefer considering the nature of your 

industry? 

 Long-term growth, strong relationship, openness, cooperation. 

 Immediate results, professional relationship, routine based reporting. 

 

Q10. Grade the attributes displayed below according to how important you think they are for 

a Key Account Manager. (Grade the attributes from 1-5, 1 being not important at all, 5 being 

very important.) 

Attribute  Not important  Very Important 

-Independent  1 2 3 4 5 

-Objective  1 2 3 4 5 

-Offensive  1 2 3 4 5 

-Self-confident 1 2 3 4 5 

-Leadership propensity 1 2 3 4 5 

-Individualistic 1 2 3 4 5 

-Consistent  1 2 3 4 5 

-Stubborn  1 2 3 4 5 

-Competitive  1 2 3 4 5 

-Curious  1 2 3 4 5 

-Adventurous 1 2 3 4 5 

-Authoritarian 1  2 3 4 5 

-Risk-taking  1 2 3 4 5 

-Assertive  1 2 3 4 5 

-Initiator  1 2 3 4 5 
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-Straight-forward 1 2 3 4 5 

-Tough  1 2 3 4 5 

-Analytical  1 2 3 4 5 

-Sympathetic  1 2 3 4 5 

-Communicative 1 2 3 4 5 

-Orderly  1 2 3 4 5 

-Adaptable  1 2 3 4 5 

-Co-operational 1 2 3 4 5 

-Kind  1 2 3 4 5 

-Encouraging 1 2 3 4 5 

-Understanding 1 2 3 4 5 

-Submissive  1 2 3 4 5 

-Coordination & 1 2 3 4 5 

 Info-sharing skills  

within org.  

-Helpful  1 2 3 4 5 

-Creative  1 2 3 4 5 

-Personal  1 2 3 4 5 

-Genuinely engaged 1 2 3 4 5 

 in relationship 

-Thorough  1 2 3 4 5 

-Attentive  1 2 3 4 5 

-Enthusiastic  1 2 3 4 5 

-Open  1 2 3 4 5 

-Structured  1 2 3 4 5 

 

Q11.  With the conditions and requirements in your industry/ your company and what you 

want out of your relationship with your Key Account Manager (and its team) – Who of a man 

or woman do you feel fit the role of this position to the fullest? 

 I feel that a man to a slightly higher degree would be able to best meet the conditions 

that exist on a key account manager within my industry / my company. 

 

 I feel that a woman to a slightly higher degree would be able to best meet the 

conditions that exist on a key account manager within my industry / my company. 

 

 In my industry/business there are no specific requirements for key account manager. 

 

 I feel that women and men at work behave in the same way. 

 

Q12.  If you had to indicate whether the following attributes in a relational work aspect 

(though not necessarily just for someone who is specifically a key account manager), rather is 
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more towards the female direction, or rather more to the male one, what would you state then? 

Base your answer on your own experience. (If you experience any of the items are not at all 

applicable to either male or female, please simply skip that particular property and move on to 

the next item instead.) 

Attributes  Male Female 

 

-Independent   

-Objective   

-Offensive   

-Self-confident   

-Leadership propensity  

-Individualistic   

-Consistent   

-Stubborn   

-Competitive   

-Curious   

-Adventurous   

-Authoritarian     

-Risk-taking   

-Assertive   

-Initiator   

-Straight-forward 

-Tough   

-Analytical   

-Sympathetic   

-Communicative    

-Orderly   

-Adaptable   

-Co-operational  

-Kind   

-Encouraging   

-Understanding  

-Submissive  

-Coordination &  

 Info-sharing skills  

within org.  

-Helpful   

-Creative   

-Personal   

-Genuinely engaged  

 in relationship 

-Thorough   

-Attentive   
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-Enthusiastic   

-Open   

-Structured  

 

 

Q13. How many of the key account managers you work / have worked with where women 

and men? (For example, enter: 2 out of 4 are women, the rest are men) Comment also in what 

industries it was and how long you have had contact with the key account manager/s you are 

referring to? 
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APPENDIX 13 – COMPLETE QUESTIONNAIRE IN SWEDISH (PRINT SCREEN) 
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Linnaeus University – a firm focus on quality and competence 

 

On 1 January 2010 Växjö University and the University of Kalmar merged to form Linnaeus 

University. This new university is the product of a will to improve the quality, enhance the 

appeal and boost the development potential of teaching and research, at the same time as it 

plays a prominent role in working closely together with local society. Linnaeus University 

offers an attractive knowledge environment characterized by high quality and  

a competitive portfolio of skills. 

Linnaeus University is a modern, international university with the emphasis on the desire for 

knowledge, creative thinking and practical innovations. For us, the focus is on proximity to 

our students, but also on the world around us and the future ahead. 

 

Linnæus University 

SE-391 82 Kalmar/SE-351 95 Växjö 

Telephone +46 772-28 80 00 


