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ABSTRACT

Background:

The increasing emphasis on environmental sustainability has led organizations to integrate
Green Human Resource Management (GHRM) practices into their operational frameworks.
GHRM plays a critical role in promoting ecological responsibility through employee
engagement and organizational policies; however, its practical implementation and employee-
level awareness remain uneven, particularly in developing urban contexts.

Aim:

This study aims to examine the level of employee awareness regarding GHRM practices,
analyse the measures adopted by organizations, and identify the challenges faced in
implementing these practices.

Methods:

The study adopts an analytical research design based on primary data collected from 150
working professionals in Chennai using a structured questionnaire. A purposive sampling
technique was employed. Statistical tools including percentage analysis, Chi-square test, One-
way ANOVA, and correlation analysis were used to analyze the data.

Results:

The findings indicate a moderate level of awareness of GHRM practices among employees.
The Chi-square test revealed no significant association between demographic variables and
awareness levels (p > 0.05). Organizations predominantly adopt cost-effective green measures

TRANS Asian Journal of Marketing & Management Research (TAJMMR)
https://tarj.in


mailto:tnvgayathri@gmail.com
mailto:Chennai.karthikakhila@gmail.com

TAJMMR: Trans Asian Journal of Marketing Management Research
ISSN: 2279-0667 Vol. 15, Issue 8-9, Aug-Sep 2026 SJIF 2021 =7.263
A peer reviewed journal

such as energy-efficient lighting and digital documentation, while advanced practices remain
limited. ANOVA results (p < 0.05) show significant differences in implementation across
sectors. Financial constraints and lack of awareness were identified as major challenges. A
moderate negative correlation (r = —0.46) was observed between awareness and challenges,
indicating that higher awareness reduces implementation barriers.
Conclusion:
The study concludes that GHRM practices are at a developmental stage, characterized by
moderate awareness and partial implementation. Enhancing employee awareness,
strengthening organizational commitment, and addressing financial and operational
constraints are essential for achieving effective and sustainable integration of GHRM
practices.

KEYWORDS: Green Hrm, Sustainability, Employee Awareness, Organizational Practices,
Environmental Management.

INTRODUCTION

Sustainability has gained momentum in this digital era, especially with recognising the need
for saving the resources and the Earth through, awareness and Action plans (NAPCC, 2008)
and communication, with technologies making the world a smaller place. The United Nations
Brundtland Commission (1987) has defined sustainability as “meeting the needs of the present
without compromising the ability of future generations to meet their own needs”. Therefore,
sustainability is practised the world over especially via Sustainable Development Goals
(SDGsS).

According to Pascal et al (2014) Sustainability has become a worldwide concern, with
organisations concentrating more on their environmental impact and related Company image in
the long run. As Wagner (2013) puts it forth, Green HRM are those aspects of sustainable
HRM that concerns with sustainability and Environmental preservation. As per Muisyo and
Qin (2021) Green HRM is primarily bringing in the responsibility of environmental
preservation through sustainability in the organization. Thus, Green HRM practises promote
sustainability in organisations thereby, supporting in the achievement of Sustainable
Development Goals.

With the present generation having more power to choose, and at same time having potential
capabilities, they are trying to associate with organisations with a sustainable and green
culture. Again, due to the digital era, they are exposed to many a opportunities and do not
hesitate in job hopping. Companies too, in order to sustain their business, reputation and
contribution to societal welfare take the opportunity to practise sustainable practises and
thereby attract capable individuals in order to meet the goals of their organisation. The term
Green HRM was coined by Wehrmeyer (1996). Mampra (2013) defines Green HRM as the use
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of HRM policies to encourage the sustainable use of resources within business enterprises and
promote the cause of environmentalism which further boosts up employee morale and
satisfaction. GHRM is directly responsible in creating green workforce that understands,
appreciates, and practices green initiative and maintains its green objectives all throughout the
HRM process of recruiting, hiring, training, compensating, developing, and advancing the
firms human capital (Mathapati, 2013). Green HRM practises include different facets and
functions such as Green recruitment, Green compensation, Green employee relations, Green
performance appraisal, Green training and development etc.,

Though a praiseworthy concept, the extent to which companies apply such practises in their
daily HRM activities is questionable. Sometimes, even if the company is willing, the practical
applicability of such practises turn out to be disadvantageous. Thus, in this research paper we
are trying to find out the extent of awareness the employees possess about the Green HRM
practises, which is just a click away in this digital age. Also, the study tries to show the
measures adopted by organisations to implement various identified practises of Green HRM.
This article also tries to highlight the various present-day challenges the organisation is facing
from an employee’s perspective, as they are the ones who are on the ground, the people who
actually assist and implement the Green HRM practises formulated by the management.

REVIEW OF LITERATURE

Recent scholarship on Green Human Resource Management (GHRM) demonstrates its
growingrelevanceinenhancingenvironmentalsustainabilityandorganizational performance.

Sapna and Gupta (2021) focused on barriers to GHRM adoption through a descriptive
approach. Their findings identified financial constraints, lack of awareness, and resistance to
change as major challenges, emphasizing the need for managerial support and training
interventions.

Ahmad et al. (2023) examined the impact of GHRM practices on environmental performance
using Structural Equation Modeling. The study found that knowledge sharing and employee
commitment significantly mediate this relationship, indicating that behavioral engagement is
central to effective implementation.

Coelho et al. (2024) adopted a mixed-method approach to analyze GHRM practices in the
Portuguese context. The study reported improvements in organizational reputation and
employee satisfaction, while also highlighting constraints such as high costs and limited
technical expertise.

Narwaie and Jogalekhar (2024) used correlation and regression analysis to establish a
positive relationship between GHRM practices and sustainable organizational performance,
particularly in terms of employee engagement and resource efficiency.
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Housheya and Atikbay (2025) explored the role of GHRM in promoting green innovation,
incorporating environmental strategy and artificial intelligence as key factors. The study
concluded that technological integration strengthens the effectiveness of green initiatives.

SYNTHESIS

The reviewed studies collectively affirm that GHRM enhances environmental and
organizational outcomes, yet significant barriers persist, particularly in awareness and
implementation. EXxisting literature largely emphasizes organizational-level analysis, with
limited focus on employee-level perspectives. This gap underscores the relevance of the
present study in examining awareness, measures, and challenges from the viewpoint of
employees.

RESEARCHGAP

Despite the expanding body of literature on Green Human Resource Management (GHRM),
several critical gaps remain insufficiently addressed. Existing studies predominantly focus on
organizational-level outcomes such as environmental performance, green innovation, and
corporate strategy, often employing advanced statistical models. However, limited attention
has been given to employee-level awareness, perception, and practical engagement, which
are essential for the effective implementation of GHRM practices.

Furthermore, prior research largely emphasizes developed or technologically advanced contexts,
with relatively fewer empirical investigations in urban Indian settings, particularly among
diverse working professionals. The issue of practical applicability—how far organizations
successfully translate green policies into day-to-day HR functions—remains under explored.
Additionally, while barriers such as financial constraints and lack of managerial support are
acknowledged, there is inadequate integration of these challenges with employee experiences
and organizational realities.

Another notable gap is the limited use of comprehensive, multi-dimensional analysis
combining awareness, implementation measures, and challenges within a single framework.
Most studies isolate these variables rather than examining their interrelationships.

Therefore, the present study addresses these gaps by providing an integrated analysis of
employee awareness, organizational measures, and implementation challenges of GHRM
practices, specifically within the Chennai context, thereby contributing context-specific and
practice-oriented insights to the existing literature.

OBJECTIVES OF THE STUDY

1. To understand the demographic characteristics of employees of organization that follow
Green HRM practices.

2. To study the level of awareness of employees with respect to Green HRM practices.
3. To study Green HRM measures undertaken in organization.
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4. To analyse the factors that pose a challenge in implementing Green HRM practices in
organization.

METHODOLOGYANDSAMPLINGTECHNIQUE

The methodology is the contextual framework for the research. The study is analytical in nature
and the samples are drawn from the people residing in Chennai. The sampling unit of the study
are working professionals. The sample size of this study is 150. The sampling instrument used in
this study is a structured questionnaire circulated using Google
Forms.Thesamplingtechniqueusedisnon-probabilitysamplingandthedatacollectionwasdoneby
purposive sampling method. The analysis was done using statistical tools such as one way
ANOVA, mean ranking, chi square test. The data collection period of the study is between Jan
2026 and Feb 2026.

LIMITATIONS OF THE STUDY
1. The study was conducted only in Chennai.
2. The research was carried out for a short period of time.

3. The size of the sample selected for the study was small. Therefore, the findings cannot be
generalized.

4. Purposive sampling technique was used and hence it may not be representative of the entire
population.
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OBJECTIVEL Demographic Profile of Respondents
Table 1: Demographic Characteristics of Respondents (n=150)

\Variable Category Frequency Percentage (%0)
Gender Male 92 61.3
Female 54 36.0
Others 4 2.7
Age Below30 48 32.0
30-40 56 37.3
40-50 30 20.0
Above50 16 10.7
Educational Qualification No formal education 2 1.3
Higher Secondary 18 12.0
Diploma 22 14.7
Graduate 64 42.7
Post Graduate 36 24.0
Professional Education 6 4.0
Others 2 13
Employment Sector Public/Government 28 18.7
Private Sector 82 54.7
NGO 16 10.7
Business/Self-employed 20 13.3
Others 4 2.6
Designation Fresher/Intern 20 133
Clerical/Operational 38 253
Managerial Level 46 30.7
Senior Level 30 20.0
Executive Level 12 8.0
Others 4 2.7
Monthly Income(®) Below25,000 34 22.7
25,000-50,000 52 34.7
50,000-75,000 36 24.0
75,000-1,00,000 18 12.0
Above 1,00,000 10 6.6
Location Urban 88 58.7
Semi-Urban 38 25.3
Rural 24 16.0
Number of Organizations One 42 28.0
Two 46 30.7
Three 34 22.7
Above Three 28 18.6
Experience Lessthanlyear 18 12.0
1-5 years 52 34.7
5-10 years 36 240
10-15 years 24 16.0
15-20 years 12 8.0
Above20 years 8 53
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The demographic profile of respondents provides a comprehensive foundation for interpreting
the findings related to Green HRM awareness, measures, and challenges.

The gender distribution indicates a predominance of male respondents (61.3%), suggesting a
relatively male-dominated workforce within the sampled organizations. Female participation
(36.0%) remains substantial but comparatively lower, which may have implications for
perceptual differences in environmental attitudes, as prior studies often associate higher
ecological sensitivity with female employees.

Age-wise classification reveals that the majority of respondents fall within the 3040 years
category (37.3%), followed by individuals below 30 years (32.0%). This indicates that the
sample largely comprises early to mid-career professionals who are likely to possess both
organizational exposure and adaptability toward emerging sustainability practices. The
relatively smaller proportion of respondents above 50 years (10.7%) suggests limited
representation of senior workforce perspectives.

In terms of educational qualification, a significant majority of respondents are graduates
(42.7%) and postgraduates (24.0%), collectively accounting for over two-thirds of the sample.
This indicates a well-educated workforce, which is a critical factor influencing awareness and
acceptance of Green HRM practices. The minimal representation of respondents with lower
educational levels suggests that the findings are more reflective of knowledge-intensive
occupational groups.

The employment sector distribution highlights a strong concentration in the private sector
(54.7%), followed by public sector (18.7%) and entrepreneurial/self-employed individuals
(13.3%). This pattern suggests that the study predominantly reflects organizational practices
within private enterprises, which are often more dynamic in adopting sustainability-driven HR
policies.

Designation-wise analysis indicates that managerial-level employees constitute the largest
group (30.7%), followed by clerical/operational staff (25.3%) and senior-level employees
(20.0%). The presence of respondents across hierarchical levels enhances the reliability of
insights, as it captures both strategic and operational perspectives on Green HRM
implementation.

Income distribution shows that a majority of respondents fall within the %25,000-50,000 range
(34.7%), followed by X50,000—75,000 (24.0%). This reflects a predominantly middle-income
workforce, which may influence attitudes toward sustainability initiatives, particularly those
requiring behavioural or financial adjustments.

Geographically, the sample is primarily urban (58.7%), with smaller representations from semi-
urban (25.3%) and rural areas (16.0%). This urban dominance is significant, as exposure to
sustainability practices and digital infrastructure is typically higher in urban organizational
settings.
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Regarding organizational experience, most respondents have worked in two organizations
(30.7%) or one organization (28.0%), indicating moderate job mobility. This exposure may
contribute to comparative understanding of HR practices across organizations.

Finally, experience distribution shows that the largest segment of respondents possesses 1-5
years of work experience (34.7%), followed by 5-10 years (24.0%). This suggests that the
sample is largely composed of relatively experienced professionals who are likely to be
actively involved in organizational processes, including sustainability initiatives.

OBJECTIVE 2 To study the level of awareness of employees regarding Green HRM
practices

Table3: Awareness of Green HRM

Awareness Level Frequency | Percentage (%)
Extremely Aware 28 18.7

Moderately Aware | 52 34.7

Somewhat Aware 40 26.7

Slightly Aware 20 13.3

Not at all Aware 10 6.6

Total 150 100

Statistical Tool Applied: Chi-Square Test

Hypothesis: Ho: Awareness level is independent of age Vs Hi: Awareness level is associated
with age

Table 4: Chi-Square Result

Statistic Value
Chi-square (y?) | 12.84
df 12
p-value 0.38

Since p >0.05, the null hypothesis is accepted. There is no statistically significant association
between age and awareness levels. Awareness appears uniformly distributed across age groups.
OBJECTIVE 3 To study Green HRM measures undertaken in organizations

Table5: Adoption of Green HRM Measures (Mean Score Analysis)

Measure Mean Score | Interpretation
Use of LED/CFL bulbs 412 High adoption
Cloud documentation 3.98 Moderate—High
Recycling of E-waste 3.45 Moderate
Solar energy usage 2.88 Low

Green transportation policies 3.02 Moderate
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Statistical Tool Applied: One-Way ANOVA
Hypothesis: Ho: No difference in adoption across sectors Vs Hi: Significant difference exists

Table 6: ANOVA Result

Source F Value | p-value
Between Groups | 4.26 0.016

Since p < 0.05, the null hypothesis is rejected. There is a significant difference in the adoption of
Green HRM measures across employment sectors. Private sector organizations demonstrate
relatively higher implementation.

OBJECTIVE 4 To analyse challenges in implementing Green HRM practices
Table7: Challenges Faced (Mean Ranking)

Challenge Mean Score | Rank
Financial constraints 4.21 1
Lack of employee awareness 3.98 2
Difficulty in measuring outcomes | 3.76 3
Lack of organizational support 3.54 4
Technological limitations 3.22 5

Statistical Tool Applied: Correlation Analysis

Table 8: Correlation between Awareness and Challenges
Variables Correlation(r)
Awareness vs Challenges | -0.46

A moderate negative correlation indicates that higher awareness is associated with fewer
perceived challenges. This suggests that employee education can mitigate implementation
barriers.

MAJORFINDINGS

Based on the objective-wise analysis and statistical results presented in the study, the following
major findings are derived:

1. The demographic profile indicates that the majority of respondents are male, urban-based,
well-educated, and employed in the private sector, with most belonging to the 3040 years
age group and possessing 1-5 years of experience, suggesting a workforce that is relatively
young, skilled, and adaptable to sustainability practices.

2. The level of awareness regarding Green HRM practices is found to be moderate, with the
highest proportion of respondents (34.7%) being moderately aware, followed by somewhat
aware (26.7%). Only a small percentage (6.6%) reported no awareness, indicating that basic
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familiarity exists but depth of understanding remains limited.

3. The Chi-square test results(p=0.38) reveal that awareness levels are not significantly
associated with age, suggesting that awareness is relatively uniform across different age
groups and not influenced by demographic variation.

4. Among Green HRM measures, energy-efficient practices such as the use of SLED/CFL bulbs
(mean = 4.12) and digital documentation (mean = 3.98) show higher adoption, whereas
renewable energy practices such as solar usage (mean = 2.88) exhibit lower implementation,
indicating partial adoption of sustainability initiatives.

5. The ANOVA results (p = 0.016) indicate a statistically significant difference in the adoption
of Green HRM practices across employment sectors, with private sector organizations
demonstrating relatively higher levels of implementation compared to other sectors.

6. The most significant challenges identified in implementing Green HRM practices are
financial constraints (mean = 4.21) and lack of employee awareness (mean = 3.98), followed
by difficulties in measuring outcomes and limited organizational support.

7. Correlation analysis reveals a moderate negative relationship (r = —0.46) between awareness
and challenges, indicating that higher levels of employee awareness are associated with
reduced perceived barriers in implementing Green HRM practices.

8. The findings highlight that while organizations have initiated certain green practices, the
implementation remains uneven and largely confined to low-cost, easily adoptable measures,
rather than comprehensive sustainability integration.

9. The study further establishes that employee awareness plays a critical role in the successful
implementation of Green HRM, acting as a key factor in reducing resistance and overcoming
organizational challenges.

The results suggest that Green HRM in the studied context is at a developmental stage,
characterized by moderate awareness, selective adoption of practices, and significant operational
challenges.

DISCUSSION

The findings of the present study provide important insights into the awareness, implementation,
and challenges of Green Human Resource Management (GHRM), and can be meaningfully
interpreted in relation to existing literature.

The study reveals that employee awareness of GHRM practices is moderate, with a substantial
proportion of respondents demonstrating only partial familiarity. This finding is consistent with
Sapna and Gupta (2021), who identified lack of awareness as a critical barrier to effective
implementation. While Ahmad et al. (2023) emphasized the role of employee commitment and
knowledge sharing in enhancing environmental performance, the current results suggest that
such mechanisms may be constrained in contexts where awareness itself is not sufficiently
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developed. Thus, the present study extends prior research by empirically confirming that
awareness remains a foundational prerequisite for successful GHRM execution.

The absence of a significant association between age and awareness (p > 0.05) indicates that
knowledge of GHRM practices is uniformly distributed across demographic groups. This finding
diverges from certain behavioral studies that associate environmental sensitivity with specific
age cohorts. Instead, it supports the argument that organizational exposure and policy
dissemination, rather than demographic characteristics, are more decisive in shaping awareness
levels.

With regard to implementation, the study identifies that organizations predominantly adopt low-
cost and easily implementable green practices, such as energy-efficient lighting and digital
documentation. This observation aligns with Coelho et al. (2024), who reported that
organizations tend to prioritize practices that offer immediate cost benefits and operational
feasibility. However, the limited adoption of advanced initiatives such as renewable energy
systems indicates a gap between policy intent and practical execution. This supports the findings
of Narwaie and Jogalekhar (2024), who argued that while GHRM contributes positively to
sustainability, its depth of implementation varies significantly across organizations.

The statistically significant variation in GHRM adoption across sectors (p < 0.05) further
reinforces the role of organizational context. The higher level of implementation observed in
private sector organizations corresponds with prior research suggesting that competitive
pressures and reputational concerns drive sustainability initiatives more strongly in private
enterprises. This is in line with Ahmad et al. (2023), who emphasized the importance of
organizational support structures in enhancing environmental performance outcomes.

The analysis of challenges indicates that financial constraints and lack of awareness are the most
critical barriers. This finding strongly corroborates Sapna and Gupta (2021), who similarly
identified cost-related issues and employee resistance as major obstacles. Additionally, the
difficulty in measuring outcomes reflects a structural limitation in evaluating the effectiveness of
green initiatives, a concern also highlighted in Coelho et al. (2024). The present study
contributes by ranking these challenges empirically, thereby offering a clearer prioritization of
constraints.

A key contribution of the study lies in the identification of a moderate negative correlation
between awareness and challenges (r = —0.46). This finding provides empirical support to the
theoretical assertions of Ahmad et al. (2023), who emphasized the role of knowledge and
commitment in facilitating environmental performance. It suggests that enhancing employee
awareness can directly reduce perceived barriers, thereby improving the feasibility of GHRM
implementation. This relational insight is often underexplored in prior studies, which tend to
examine awareness and challenges in isolation.

Furthermore, the findings align with Housheya and Atikbay (2025), who highlighted the
importance of organizational climate and enabling mechanisms in promoting green innovation.
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However, the present study indicates that in the absence of adequate awareness and financial
support, such advanced frameworks may not be effectively operationalized, particularly in
developing contexts.

While previous studies have largely focused on strategic and technological dimensions of
GHRM, the present research emphasizes the practical, employee-centric perspective, thereby
addressing an important gap in the literature. It demonstrates that successful implementation of
GHRM is contingent not only on policy formulation but also on awareness creation, resource
allocation, and organizational commitment.

CONCLUSION

The present study examined the awareness, implementation, and challenges of Green Human
Resource Management (GHRM) practices among working professionals, providing an
integrated, employee-centric perspective within an urban organizational context. The findings
indicate that while a moderate level of awareness regarding GHRM exists, it is not sufficiently
comprehensive to ensure effective and consistent implementation. The absence of a significant
association between demographic variables and awareness suggests that organizational
initiatives, rather than individual characteristics, primarily influence the dissemination of green
practices. The analysis further demonstrates that organizations tend to adopt selective and cost-
effective GHRM measures, such as energy-efficient technologies and digital processes, while
more resource-intensive initiatives remain underutilized. Significant variation across
employment sectors highlights the influence of organizational structure and strategic priorities
on sustainability adoption. Moreover, financial constraints and lack of awareness emerge as the
most critical barriers, underscoring the need for both economic investment and capacity-building
interventions. Importantly, the identified negative relationship between awareness and
implementation challenges confirms that enhancing employee knowledge and engagement can
substantially reduce barriers and improve the effectiveness of GHRM practices. The study
concludes that GHRM in the examined context is at a developmental stage, characterized by
partial adoption and structural limitations. Strengthening awareness, aligning organizational
strategies, and addressing financial and operational constraints are essential to achieving
comprehensive and sustainable integration of green HR practices.
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ABSTRACT

The present-day organizations view KAM as strong armament to implement collaborative selling
which in turn amplifies long-term mutually beneficial business associations with strategically
vital buyers. On the other hand, extant writings reveal that, strategy implementation is hard to
realize among the strategic sales force [that is, Key account managers]. The behavior of KAM
managers has got limited light in research explorations. In this paper an attempt has been made
to develop and evaluate an empirical model of collaborative selling approach from KAM
manager’s view point. Qutcomes of the study unveil that — the acceptance of collaborative
selling strategy by the KAM managers is dependent on certain behavioural facets like — buyer-
centric selling, customized selling, group selling and corporate citizenship. The outcomes state,
there exist substantial variations amidst collaborative selling strategy vis-a-vis its
implementation at the KAM manager level. Accordingly, academic and practice-oriented
ramifications are conversed.

KEYWORDS: Collaborative Selling; KAM-Key Account Management; Group Selling, Buyer
Centric Selling, Accommodative Selling, PLS.

1. INTRODUCTION
Prologue:

For more than a decade the collaborative selling strategy is being considered as most suitable
approach in acquiring, retaining and growing the business from strategically important customers
(Morgan & Hunt, 1994)%. This phenomenon was more noticeable in B2B markets, where the
business associations are based on the pedestal of complications, mutual dependence and long-
standing associations (Anderson & Narus, 1991) (Dwyer, Schurr, & Oh, 1987) (Heide & John,
1995). With respect to application of relationship approach to B2B markets — three factors are
identified as critical viz, a) as per the extant writings, relationship approaches has to be
selectively implemented, due to higher costs and risks associated with them, and there may not
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be common strategy form an aging all diverse kinds of business associations (Pillai & Sharma,
2003) (Reinartz & Kumar, 2000) (Sharma & Pillai, 2003) (Sheth & Reshma, 2003).

Therefore, this relationship approach is most suitable (Barett, 1986) form an aging strategically
important customers commonly referred as key accounts. b) In order to implement relationship
tactic, structural changes in marketing organization is warranted — that is, a dedicated team of
executives with expertise and experience of dealing with key accounts (key account management
team), customer centric structure and processes has to be established (Webster, 1997) (Homburg,
Workman J P, & Jensen, 2000). c) The ability to establish long-standing mutually beneficial
business relationship with key accounts is reliant on cross-functional integration of KAM team
and un-interrupted two-way communication between supplier firm and key-customer firm.
(lacobucci & Ostrom, 1996) (Mavondo & Rodrigo, 2001) (Narayandas & Rangan, 2004). The a
fore-mentioned factors are inter-connected, emanating the necessity of fully functioning,
dedicated and cross-functionally integrated KAM team, for retaining and sustaining of business
from key accounts for prolonged period of time. Majority of the times, these KAM managers
possess in adequate skills, aptitudes and attitudes required to ensure long-standing beneficial
business associations with strategic accounts (Sharma V., 2001) (Wilson & Millman, 2003).

The prevailing writings have limited coverage of the above-mentioned aspects, due to reasons
such as: a) majority of the writings focused on studying impact of KAM approach on
organization’s performance, while the KAM manager’s influence on the implementation of
KAM programs and its outcomes has seen very little research explorations (Ulaga &Sharma,
2001) (Walter, 1999) (Wilson & Millman, 2003). Though substantial numbers of works have
covered the relationship selling aspects, but they have not researched the same in a specific
KAM setting. b) However, some writings explored the aspects relating to marketing strategy
implementation at sales department level; there is lack of sufficient exploration covering aspects
of cross-functional integration of the marketing strategy implementation (Vishwanathan &
Oslon, 1992) (Strahle & Spiro, 1986) this warrants further exploration. To conclude we can say,
the research explorations covering the influence of KAM managers behaviours on relationship
selling is under researched.

This paper attempts to fill this vacuum by investigating the link amidst the supplier firm’s
relationshipsellingtacticandadoptionofrelationship-orientedbehavioursbyK AMmanagers.  This
paper is structured as follows: initially, the concepts of relationship selling and key account
management are introduced. Next, concepts related to relationship selling are determined and
defined based on the gleanings of extant writings. Later, the hypotheses are formulated and
tested using structural equation modelling to establish the link amidst the relationship selling
strategy and specific behaviours of KAM managers. Finally, discussion of academic and
practice-oriented ramifications, followed by highlighting the limitations and scope for further
research.
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2. Theoretical Framework:

The emergence of relationship selling—Influence of sales people on the implementation of
relationship selling strategy

Usually supplier firms indulge in relationship selling tactics with the objective of establishing,
sustaining and growing the long-standing reciprocal business associations with large buyers in
B2B markets and deriving non-financial benefits such as, customer credibility and loyalty
(Morgan & Hunt, 1994). The relationship selling tactic affirms the mutual dependency of
supplier firm and key accounts on each other, in terms of critical exchange of vital information,
mutual trust and persistent reciprocal associations, which eventually results in deriving positive
returns on investing time, efforts and resources on relationship selling strategy (Slater & Olson,
2000). Since past decade, the relationship selling has emerged as spear heading transformation in
B2B markets to ensure persistent business from potential large accounts. Research in the sphere
of personal selling has explored the evolution of knowledge, attitudes and skills relating to
relationship selling situations (Weitz & Bradford, 1999). Most dramatic changes are witnessed in
selling practices of contemporary relationship selling era (Wilson D., 2000). Primary objective of
sales management team in present days is to establish, sustain and grow long-standing reciprocal
business associations with strategically important customers (Anderson R., 1996) (Reinartz &
Kumar, 2000) (Reinartz & Kumar, V, 2002). Majority of the existing writings in sales
management literature focus on the impact of compensation e.g. (John & Wietz, 1989) and
control systems (Cravens, In gram, La Forge, & Young, 1993) on sales people’s behaviours. The
scrutiny of the extant writings relating to sales management revealed that, there exist improper
alignment between the selling strategy of the supplier firm and its implementation by the sales
force (Strahle & Spiro, 1986). This non-alignment leads to difficulties in relationship selling, as
the supplier firm’s relationship with high potential buyers is to a great extent influenced by sales
force behavior with key accounts on a continuous basis (Price & Arnould, 1999). From the
extant writings it is evident that, the influence of sales force is pretty high on development,
sustenance and growth of long-standing reciprocal business associations with high potential
buyers in B2 B markets—buyers exhibit greater loyalty towards sales employees rather than
supplier firm (Weitz & Bradford, 1999). In their seminal work (Langerak, 2001) identified that,
supplier firm’s beneficial relationships with high potential buyers is dependent on the attitude
and behavior of the sales force. The precise fit between the supplier firm’s sales strategy and the
sales force behaviour is a prerequisite for successful relationship selling strategy directed
towards retaining and growing high potential buyers. Supplier firms in B2B markets are tackling
this critical issue by establishing a dedicated key account management team (KAM team) with
the aim of securing precise strategy-sales force fit and ensuring long-standing reciprocal business
associations with high potential buyers. Thus over the years KAM is attracting more research
traction from academics and has evolved into a more sophisticated selling function to manage
high potential buyers in B2B markets (Homburg , Workman, & Jensen, 2002) (Workman,
Homburg, & Jensen, 2003). The role of KAM managers in the implementation of sales strategies
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had limited research explorations. The following paragraph enunciates the role of KAM
managers in the effective implementation of relationship selling strategies.

KAM v/s KAM-Key Account Management v/s Key Account Managers
SAM- Key Account Management:

As pare to analysis states — ‘80% of business comes from 20% of customers — the rest 80% of
customers contribute only 20% of businesses. As per the observations of (Hakansson & Snehota,
1995) most of the companies in B2B markets do not view all of their customers as equal. They
bifurcate customers based on the contribution derived from customers towards their sales and
profits. As a corollary, selling organizations in B2B markets devote most of their time, efforts
and resources for managing these high potential buyers (Pardo, 1997). As observed by
(Sengupta, Krapfel, & Pusateri,1997) these high potential buyers are given diverse kinds of
nomenclatures viz, large accounts (Miller, Heimen, & Tuleja, 1991), major accounts (Colletti &
Tubridy, 1987), national accounts (Dishman & Nitse, 1998) (Shapiro & Moriarty, National
Account Management, 1980), key accounts (Pardo, 1997) (Homburg , Workman, & Jensen,
2002) (Workman, Homburg, & Jensen, 2003), strategic accounts (Napolitano, 1997). No matter
what nomenclature is used, KAM can be termed as commonly accepted name for the said sales
strategy aimed at managing high potential buyers (Homburg , Workman, & Jensen, 2002). Since
the early explorations of this special approach aimed at managing high potential buyers e.g.
(Shapiro & Posner, Making the major sales, 1984) (Shapiro & Moriarty, National Account
Management, 1980) — it is perceived that, KAM strategy depends upon developing, sustaining
and growing the long-standing reciprocal business associations with key customers, which
indicates the significance of relationship selling in key account management.

Key Account Managers:

In the words of (Wotruba & Castleberry, Job analysis and hiring practices for national account
marketing, 1993) the KAM managers are the base on which the entire structure of key account

Management program stands. The focus of KAM managers is to ensure long run and consistent
extraction of business from the high potential buyers with an element of mutual value delivery
(value for both selling firm and key account). In order to realize this, a dedicated team of
executive shailing from all the functional departments of the organization work in coordination,
who are collectively referred as key account management team (Barett, 1986). This kind of
teams work on internal and external relationship management tactics. Internal relationship
management includes, making all the members of KAM team hailing from different functional
units of the organization understand the needs and requirements of the key accounts and
collectively strive for fulfilling the promises and ensuring high degree customer satisfaction.
External relationship management includes, having two-way un-interrupted and seamless
communication with key account organizations with continuous access to decision
makers/influencers of the key customer organization, understanding their expressed as well as
unexpressed needs, developing an offering that matches their expressed/unexpressed needs,
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rendering flawless pre-during-after sales services with an aim of delighting key accounts and
protecting them from the competitor’s poaching.

On one side of a coin, the influence of sales force on the implementation of relationship selling
strategy has got good research coverage; on the other side, very little or meagre research
explorations has been carried out to describe the role and impact of KAM managers on the
implementation and outcome of relationship selling strategy. These KAM managers play a vital
role in cross-functional integration of relationship-oriented sales function, which is traditionally
carried out in isolation. As a corollary, not much is known about the key account manager’s
behaviours. As per the writings of (Homburg , Workman, & Jensen, 2002) KAM strategy is
concerned about the designing a relationship oriented structural and cross-functionally integrated
selling organization aimed at sourcing, acquiring, retaining/sustaining and growing the business
derived from the high potential buyers — which considers sales organization as an unit of
analysis. On the other hand, from the literature it can be observed that, individual relationships
play a vital role in managing high potential buyers and surprisingly, it has got very limited
research exploration coverage (Ojasalo, 2001). Majority of the research explorations in the
sphere of KAM have investigated organization level factors (Sengupta, Krapfel, & Pusateri,
1997), corporate level factors (Leuthesser , 1997) influencing KAM programs; very little
research has been carried out to explain the individual level factors like, skills, competencies,
that are to be possessed by KAM managers to manage key accounts effectively and efficiently,
there by derive positive outcomes from the KAM programs (Boles, Barksdale, & Johnson, 1996)
(Napolitano,1997). Moreover, whatever limited research that has been carried out on individual
level factors, neither exclusively describe KAM manager’s behaviours nor describe their role and
contribution in the implementation of relationship selling strategies. By considering this vacuum,
this study can be treated as addition to the existing KAM literature on relationship selling
aspects. In the below paraphrases the variables of the conceptualized model are described.

3.Variables of the conceptualized model:
3.1.Relationship Selling Tactic:

A relationship selling tactic can be termed as dedicated action of the supplier firm intended for
developing, sustaining and growing long-standing reciprocal business associations with the high
potential buyers. If we plot the traditional selling and relationship selling on a bi-polar scale
continuum; traditional selling is short-run oriented, whereas, the relationship selling is on the
extreme right of the bi-polar scale with focus on developing and sustaining long-standing
relationship with key customers (Gronroos, 1994) (Slater & Olson, 2000). On the contrary,
relationship selling tactic is usually involves high cost and risk in its parentheses. Therefore,
supplier organizations in B2 B markets apply this approach only to high potential buyers rather
to all the customers (Day, 2000). Keeping this in view, key account management can be treated
as ideal platform for exploring the influence of individual KAM managers on the implementation
and outcomes relationship selling tactics.
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3.2: Relationship behaviours of KAM managers:

The relationship selling tactic adopted by the supplier firm cascades on firm’s sales force
(Wotruba, 1996). But there is no common understanding of these behaviours, different
researchers have given different description to it. For instance, (Crosby, Evans, & Cowles, 1990)
describe relationship selling behaviour through characteristics like — seamless communication,
information exchange and mutual business intentions. (Biong & Selnes, 1996) have
characterized the relationship selling behaviour with factors like — uninterrupted communication
and disagreement management; in another study (Kennedy, Ferrel, & Le Clair, 2000) have
characterized the relationship selling behavior through sales person’s competence and use of
low-pressure selling tactics. The relationship selling orientation in KAM manager’s behaviours
has two facets — internal relationship management & external relationship management. Internal
relationship management emanates the intention of the supplier organization to establish long-
standing association with key accounts which has its roots in value systems, norms, beliefs along
with relationship-oriented mind-set of supplier organization’s selling unit (Day, 2000). With
respect to external relationship management — KAM manager’s relationship selling behaviours
focus on developing and sustaining long-run reciprocal business associations with key accounts.
Hence, the aspect like ‘customer-centric selling’ is treated as apt construct for understanding the
relationship outlook of supplier organizations selling unit (Homburg, Workman, & Jensen,
2002), we can see the existence of deep rooted esprit de corps in the supplier organization’s
selling unit, and this aspect can be observed by the KAM manager’s adoption of corporate
citizenship behaviours. As per the observations made by (Weitz & Bradford, 1999) (Homburg ,
Workman, & Jensen, 2002) (Workman, Homburg, & Jensen, 2003) the relationship selling
encapsulates both internal and external relationship management aspects, as managing key
accounts requires coordinated processes and structures along with cross-functional integration of
selling efforts along with, establishing seamless access and uninterrupted communication and
exchange of ideas with key customer organizations.

Quadruple facets of KAM manager’s relationship selling behaviour:

There are quadruple (four) categories of relationship selling behaviours viz—customercentric
selling (Saxe &Weitz, 1982), customized selling (Spiro &Weitz, 1990), group selling (Weitz &
Bradford, Personal selling and sales management: A relationship marketing perspective, 1999),
corporate citizenship behaviour (Netmeyer, Boles, McKee, & Mc Murrian, 1997) (Pdsak off &
MacKenzie, 1994).

Customer-centric Selling:

Managing the high potential buyers in B2B markets in the age of relationship selling requires a
paradigm shift from transactional orientation towards relationship orientation (Wotruba, 1996).
As per the observations made by (Wilson D., 2000) transactional orientation looks to convince
and convert the buyers in order to benefit the selling firm. On the other hand, in relationship
orientation, the selling firm adopts a win-win mutually beneficial strategy where the selling tries
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to project itself as valued-partner of the key account organization (Weitz & Bradford, 1999). Off
late the relationship orientation got wide acceptance from organizations operating in industry as
best representation of relationship selling behaviour of the B2B firm to manage their key
accounts and retain them form longer period of time (Saxe & Weitz,1982) (Flaherty, Dahlstrom,
& Skinner, 1999) (Keillor, Parker , & Pettijohn, 2000).

Customized Selling:

Increasing key account’s bargaining powers, rapidly changing customer needs, demand of
unique mix of benefits by key accounts, all of these factors collectively ask for customization of
offering and services rendered to the key accounts (Brennan &Turnbull, 1999). The extant
writings relating to sales management indicate that, sales force should implement customized
selling approach which means, modifying sales behaviours to match the key customer’s
requirements in the course of sales encounters / relationship selling (Weitz, Sujan, & Sujan,
Knowledge, motivation and adaptive behavior: A framework for improving selling effectiveness,
1974). Customized selling is in line with relationship selling tactic, according to the observations
made by (Williams & Weiner, Does the selling orientation—customer orientation scale measure
behavior or predisposition?,1990) it can be stated that, customized selling has the potential to
overweigh the opportunity cost and derive bulk orders or it has potential to use collected
information in hand to ensure substantial sales in future. Sometimes, customized selling asks for
temporary sacrifices to ensure augmented level of key customer satisfaction and continuous sales
in flow from the high potential buyers for long-standing time period.

Corporate Citizenship Behaviours:

Corporate citizenship behaviour is a peculiar behaviour exhibited by the supplier firm’s sales
force; it has potential to positively influence firm’s overall sales performance, but it is neither
evaluated nor rewarded by the company (Pdsak off & MacKenzie, 1994). As per the
observations of (Netmeyer, Boles, McKee, & McMurrian, 1997) there exist four kinds of
corporate citizenship behaviours — candor, courteousness, commitment, philanthropic values.

Candor-it can be termed as intent of the sales person to with stand and endure the unfavourable
sales situations without complaining and giving-up (Mac Kenzie, Podsak off, & Fetter, 1993).
Courteousness — it can be viewed as concern of the sales person towards the selling firm and his
initiative to figure out ways and means for improvement and betterment of the firm’s sales
operations (Netmeyer, Boles, McKee, & Mc Murrian, 1997).

Commitment — it can be understood as unconditional interest of the sales person to work
overtime, adhering to firm’s rules and regulations, abiding with the firm’s objectives and policies
in the course of implementing relationship selling tactic (Mac Kenzie, Podsakoff, & Fetter,
1993).

Philanthropic Values—it talks about the empathetic nature of sales persons assisting others in
executing the relationship selling task and achieving firms predetermined sales objectives.
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Examples of Philanthropic values can be observed in behaviour such as — orienting newly
recruited employees to firm’s structure, policies and operating systems; sharing information and
ideas etc (MacKenzie, Podsakoff, & Fetter, 1993). These philanthropic values create a congenial
and cross-functionally coordinated work atmosphere, which enables the selling firm to deliver
superior service, satisfaction and value to their high potential buyers (Day , 2000)
(Gronroos,1994). In an observation made by (Netmeyer, Boles, McKee, & Mc Murrian, 1997)
sales tasks requiring long sales cycles with substantial influence of key account organization’s
buying centre benefits a lot from these kinds of philanthropic values.

Group Selling:

Group selling is an inseparable part of KAM selling or relationship selling task. The routine
KAM selling task is beyond an individual salesperson’s capacity to execute it completely on
their own and requires an integrated approach; therefore, group selling is used as an
complementary tactictocross-functionallyintegrateallfunctionalunitsofthesellingfirmand fulfil the
needs of high potential buyers. (Weitz & Bradford, Personal selling and sales management: A
relationship marketing perspective, 1999) (Homburg, Workman JP, & Jensen, 2000). As KAM
teams seek to establish longstanding relationship with key accounts, thus KAM managers see
themselves as responsible for team activities rather than their individual activities (Weitz & Brad
ford, Personal selling and sales management: A relationship marketing perspective, 1999). This
variable talks about the ability of KAM manager to identify the executives with potential
expertise and entrust them the responsibility to manage the high potential buyers. This notion is
in line with other researchers like (Sengupta , Krapfel, & Pusateri, An empirical investigation of
key account sales person effectiveness,2000) (Georges & Eggert, 2003).

4. Theorized Model and Research Conjectures:
The connection amidst relationship selling tactic and KAM manager’s behaviours:

In the following section the theoretical background supporting the postulation of research
conjectures relating to ‘perception of selling organization in general and KAM managers in
particular about the implementation of relationship selling tactic in managing high potential
buyers.
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Fig.1: Theorized Model:
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4.1.Relationship Selling v/s KAM Manager’s Customer Centric Selling:

The crucial task of customer-centric KAM managers is determining the needs and requirements
of key customers and rendering required product/service most effectively and efficiently than the
competitors. As per the observations of (Saxe & Weitz, 1982) the customer-centric executives
always tend to forego certain amount of short-term gains in order to ensure the attainment of
persistent long-run business from the key customers. This indicates that, KAM managers indulge
in customer-centric selling when they sense a fair chance of getting substantial sales support in
future. In the writings of (Williams & Weiner, Does the selling orientation—customer orientation
scale measure behavior or predisposition?, 1990) apositive association was found amidst
relationship selling tactic and customer-centric selling. Another researcher (Williams, The
influence of salespersons' customer orientation on buyer—seller relationship development, 1998)
found customer-centric selling is a prerequisite for effective protection of key customers from
competitors poaching and long-run retention of business from them. In another work (Beatty &
Lee, 1996) identified positive correlation between customer-centric selling and long-run
retention of key customers. Considering the afore mentioned discussion, the following conjecture
is postulated:

H1: The implementation of relationship selling tactic by KAM managers is positively connected
with KAM manager’s customer-centric selling.

4.2.Relationship Selling Strategy and Customized Selling:

Establishing seamless contact, uninterrupted communication and continuous exchange of
information with high potential buyers is most complex task facing KAM managers in the course
of implementing relationship selling tactic. This is vital for identifying needs and wants of
targeted key customers and rendering them required products/services most effectively and
efficiently than the competitors (Sengupta, Krapfel, & Pusateri, 2000). It is an acknowledged fact
that, in B2B markets, majority of sales come from very few large buyers, which have the
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potential to contribute significant proportion of supplier organization’s sales. On the other hand,
the bargaining power of these high potential buyers is mounting in exponential terms. Hence,
regular selling approach may not be sufficient to manage these key accounts; It is thus important
to devise customized selling approach to meet the needs and wants of these scarce yet significant
set of customers (Jolson, 1997). In their study (Rich & Smith, 2000) identified that, customized
selling is the basic requirement for ensuring long standing reciprocal business associations with
high potential buyers in B2B markets. Whereas, (Sengupta, Krapfel, & Pusateri, Switching costs
in key account relationships, 1997) identified that, customized selling leads to higher switching
costs for key accounts; hence they tend to continue their business associations with the existing
supplier firm. Considering the afore mentioned discussions, the following research conjecture is
postulated:

H2: The implementation of relationship selling tactic by KAM managers is positively connected
with KAM manager’s customized selling.

4.3.Relationship Selling v/s Corporate Citizenship Behaviours:

As mentioned earlier, the corporate citizenship behavior is in line with the relationship selling
tactic, as the corporate citizenship behaviour fosters the creation of congenial and cross-
functionally integrated work atmosphere which is vital for providing exceptional service,
satisfaction and value to high potential buyers and sustain their relationship for longer period of
time (Bienstock, De Moranville, & Smith, 2003).From the writings of (Pdsakof, MacKenzie,
Paine, & Bachrach, 2000) it is observed that, corporate citizenship behavior had stronger
influence on relationship aspects (like customer satisfaction) as compared to economic outcomes
(sales, profits). The corporate citizenship behaviour is analysed using four factors namely,
candor, courteousness, commitment, philanthropic values. Considering the afore-mentioned
discussion, the following research conjectures is postulated:

H3a: The implementation of relationship selling tactic by KAM managers is positively connected
with KAM manager’s candor.

H3b: The implementation of relationship selling tactic by KAM managers is positively
connected with KAM manager’s courteousness.

H3c: The implementation of relationship selling tactic by KAM managers is positively connected
with KAM manager’s commitment.

H3d: The implementation of relationship selling tactic by KAM managers is positively
connected with KAM manager’s philanthropic values.

4.4.Relationship Selling Tacticv/s Group Selling:

Selling function in B2B markets witnessed a paradigm shift towards creation and delivery of
superior value on a continuous basis to high potential buyers. The value creation happens to be
the pedestal upon which relationship selling tactic is based (Gronroos, 1994). Relationship
selling with an objective of delivering value to key accounts warrants the use of cross-
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functionally integrated teams, as individual sales executive may not possess all the requisite
knowledge, skills, attitudes and expertise to manage high potential buyers (Barett, 1986)
(Homburg, Workman J P, & Jensen, Fundamental changes in marketing organization: The
movement toward a customer-focused organizational structure, 2000) (Workman, Homburg, &
Jensen, 2003). Substantial proportion of KAM manager’s time is spent on identifying team
(executives with requisite knowledge, attitude, skills and expertise), enabling them to
comprehend the KAM task, establishing cross-functional integration and sustaining the said
integration pre-during-postsales phases of serving key customers (Jolson, Broadening the
scopeofrelationshipselling,1997).Thus, relationship selling tactic warrants KAM managers to
devote their time on building and sustaining group performance rather focus on individual
performances (Weitz & Bradford, Personal selling and sales management:. A relationship
marketing perspective, 1999). As per observations made by (Jackson, Widmier, Giacobbe, &
Keith, 1999) group selling is mostly practiced in situations where, key account’s buying centre is
lengthy and too many people are involved in making buying decisions, where key account’s
bargaining power is high and where a particular key account is a major buyer in a particular
industry; considering the afore-mentioned discussion the following conjecture is postulated:

H4: The implementation of relationship selling tactic is positively connected with KAM
manager’s group selling.

5. Investigational Stance:
5.1.Information Assemblage and Sample:

In line with other previous research explorations on KAM, this study also uses non-probability
sampling technique, as it is best feasible mode of sampling a population of unknown size (Abratt
& Kelly, 2002). Information was gathered using cross-sectional survey with combination of
judgmental sampling and snow ball sampling of respondents (KAM managers) working for firms
located in India. After contacting initial respondent, he was requested to provide the contact
details of fellow KAM managers in his network (working for same firm or any other firm; from
same industry or other industry). Through this snow ball technique, overall 220 respondents with
diverse job titles engaged in dealing with high potential customers were contacted; respondents
were intimated over email/phone call about the receiving of questionnaire and were requested to
provide information with the assurance of maintaining the confidentiality of their inputs. As per
the writings of (Armstrong & Overton, 1977) delayed and quick responses were equated to
undermine potential response bias. Respondent KAM managers were requested to provide
information considering a particular key account managed by them. If respondents were
managing multiple key accounts, they were asked to consider one best key account they dealt
with, to provide the information. Based on feasibility, a reminder email/phone call was made to
non-responsive respondents, twice at 30- and 45-days interval from the initial day of sending
questionnaire. With a view of examining the difference in means of two variables namely,
‘number of key accounts managed by individual KAM manager’ and ‘number of KAM
managers working in each firm” ANOVA was performed. Results indicated there was no
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considerable variance in means of the aforesaid two variables. Eventually out of 220 responses,
130 questionnaires found to be complete in ass respects-amounting to response rate of 59%, were
used for analysis. The respondent composition comprised of diverse industries viz — industrial
goods (34%), FMCG & consumer durable goods (28.2%), services (29.1%), pharmaceuticals
(6.8%) and others (1.9%) [Refer Table.1).

Table-1: Details of Sample

Industry Sector

Industrial goods 32%
Consumer durable goods 30.2%
Services sector 29.1%
Pharma 6.7%
Others 1.9%
Total 100%
Time distribution of respondents

Core selling and communicating with customers 58%
Other activities 42%
Total 100%
Environmental aspects (on10-pointscalewhere,1=lowand10=high)

Growth in sales 49
Intensity of rivalry among existing firms 7.7
Importance of sales people 75
Growing significance of e-commerce 2.5
Diverse customer groups 6.3

The sample has fair representation of organizations of all sizes. The average time duration which
respondents have spent in dealing with key accounts was found to be 4 years; average duration of
association with their organization was found to be 7 years and average of overall sales
experience was found to be 10.5 years. The average number of high potential buyers served by
supplier organizations was found to be 37; the average number of high potential buyers managed
by KAM managers was found to be 7.7; majority of the KAM executive’s compensation is based
on fixed salary (76% of total). The organizations selected as sample were found to be operating
in complex and competitive markets where the buyer’s bargaining power is extremely strong and
necessitates highly integrated sales efforts by KAM organization. On the contrary, it is
acknowledged that the face-to-face interaction fetch more returns than electronic commerce. The
intensity of rivalry among existing firms is immense and key accounts are comprised of high
degree heterogeneity, the sales movements was found to be more-or-less stable across the diverse
set of key accounts.
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5.2.: Metrics:

Appropriate items with potential to explain the predetermined constructs were identified based
on the review of extant writings. In order to substantiate the relationship selling tactic (Slater &
Olson, 2000) used a 4-item scale; whereas, (Netmeyer, Boles, McKee, & McMurrian, 1997) in
their inquiry used 12-item scale to substantiate the corporate citizenship behaviour. On the other
hand, (Thomas, Soutar, & Ryan, 2001) used 5- item scale to substantiate customer centric
selling; (Robinson, Marshall, Moncrief, & Lassk, 2002) used a shorter version of adaptive
selling, which was previously developed by (Spiro & Weitz, 1990). With respect to group selling
tactic (Workman, Homburg, & Jensen, 2003) developed 3-item scale; apparently no common
metricis available in sales literature to substantiate the group selling tactic. Keeping this in mind,
a customized questionnaire with 5- items was developed following the guidelines stated by
(Churchill, A paradigm for developing better measures of marketing constructs, 1979). To ensure
content validity, these five-items were presented to five academic experts in marketing discipline
along with three practising managers having exposure and experience in dealing with high
potential buyers in B2B markets. Thereafter, the questionnaire was circulated for pilot testing
with a dozen of practicing managers having experience in managing high potential buyers in
B2B markets. Following the suggestions of the aforesaid experts, the questionnaire was modified
and streamlined before presenting it to respondents [see appendix for questionnaire].

6. Models and Measurement Scales:
Model Metrics:

The afore-defined hypotheses were examined using a non-parametric method called ‘partial least
square PLS latent path model (Wold, 1982). The structural equation modelling unveils the
straight and incidental non-observational associations amidst the constructs. The evaluation
model port rays the epistemic associations amidst the observed variables and constructs; two
constraints viz, smaller sample size and usage of customized measuring scales can be handled
with the use of PLS, as it is possible to measure smaller samples with PLS. This study is based
on smaller sample and has developed a new and customized scale of measurement, this
constraint can be handled better with the use of PLS, as it can give measurements even when
sample size is smaller (Wold,1982) (Fornell & Bookste in, A comparative analysis of two
structural equation models: LISREL and PLS applied to market data). At-statistic estimate and
standard deviation was calculated using the boots trap procedure of PLS graph software version
1.8.; absence of no formal significance tests is one of the disadvantages of non-parametric
methods, this can be nullified by bootstrap procedure of PLS.

Scales:

The psychometric soundness of the measurement scales was ensured by following the standard
procedure slaid down by (Churchill, A paradigm for developing better measures of marketing
constructs, 1979). Initially, principal component analysis was conducted, one item each relating
to relationship selling tactic and customized selling were excluded due to lower factor loadings.
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With respect to customer centric selling scale, 2 items were excluded for having lower factor
loadings. In relation to corporate citizenship behavior measuring scale, due to poor reliability one
item measuring the philanthropic values was excluded. When continued with oblim in factor
analysis, a multidimensional structure comprising of 4 factors relating to this construct was
derived, similar kind of outcomes can be observed in a research published by (Netmeyer, Boles,
McKee, & McMurrian, 1997). The four factors identified were — ‘Candor’, Courteousness’,
‘Commitment’ and‘ Philanthropic values’ respectively. Reliability was tested using Cronbach’
salphascore, where all the constructs recorded a Cronbach’ salphascore more than threshold limit
of 0.7 prescribed by (Nunnaly, 1978).

Table-2: Measurement Model Results

Construct Indicators Loadings Rho Ave
RSS1 0.93

Relationship selling strategy RSS3 0.95 0.90 0.89
RSS$ 0.96
CCS3 0.91

Customer centric selling CCs4 0.93 0.90 0.89
CCS5 0.97
Cs1 0.91

Customized Selling Cs2 0.86 0.91 0.77
CS3 0.85
CS4 0.90

Candor C1 0.85 0.95 0.86
C2 0.89
C3 0.97
CR1 -0.92

Courteousness CR2 -0.80 0.92 0.79
CR3 -0.87
COM1 0.97

Commitment COM2 0.90 0.97 0.88
COM3 0.97

Philanthropic values PV1 -0.65 0.82 0.70
PV2 -0.96
GS1 0.68
GS2 0.66

Group Selling GS3 0.90 0.90 0.62
GS4 0.82
GS5 0.83
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Structural Equation Modelling:

In this study the PLS analysis was carried out in two phases i) evaluation of measurement model
ii) evaluation of structural model (Fornell & Larcker, Evaluating structural equation models with
unobservable variables and measurements errors, 1981). The evaluation details of measurement
model are presented in Table.2. Which replicate the positive outcomes from exploratory factor
analysis, where all the item loadings were higher than (Falk & Miller, 1992). In similar lines,
reliability statistics recorded were also found to be acceptable, as the Rho of Joreskog (Wetts,
Linn, & Joreskog, 1974) was recorded higher than the accepted standard between 0.80 — 0.95 as
stated by (Nunnaly, 1978). The analysis also focused on convergent validity, which was affirmed
by looking into the average variance explained (AVE) score in manifest variables was > 0.59;
this means, in the variables connected with the given construct more variance is explained. One
of the widely accepted criteria indicating the soundness of discriminant validity is correlation of
construct with its indicators that is; VAVE must be higher than the correlation between construct
and any other construct. The details of discriminant validity is presented in Table.3, where we
can observe, the diagonal items have recorded greater values in comparison with off-diagonal
items in respective rows and columns.

Table-3:DiscriminantValidity
1 2 3 4 5 6 7 8
Relationship 0.96
Selling
Strategy
Customized 0.15 0.90
Selling
Candor 0.09 0.15 0.89
Courteousness 0.40 -0.13 -0.09 0.90
Commitment -0.09 0.16 0.17 -0.08 0.91
Philanthropic -0.06 -0.11 -0.14 0.25 -0.27 0.85
values
Customer 0.24 0.33 0.06 -0.12 0.13 -0.34 0.90.
Centric selling
Team selling 0.23 0.13 0.08 -0.13 0.09 -0.03 0.26 0.79

Note: bold numbers on the diagonal show the square root of the AVE; numbers below the
diagonal represent construct correlations.

The standardized B1 parameter the standardized B1 parameter related to total sample along
withstandardizedB2parameterderivedfrombootstrapprocedurearepresentedinTable.4.the amount
of variations amidst both variables is least, which means estimates exhibit good stability.
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Table-4: Parameter Estimation Of The Causal Model Based On The Bootstrap Method
Standard
Conjectures B1 Parameter | B2 Parameter T-Value Significance
Deviation
H1: Relationship Customer Centric v
) = ) 0.21 0.24 0.12 2.02
selling strategy Selling
H2: Relationship Customized Selling &
) = 0.15 0.24 0.07 2:11
Selling strategy
H3a: Relationship Candor
) = 0.09 0.15 0.06 1.40
Selling Strategy
H3b: Relationship Courteousness
) = 0.04 0.13 0.07 0.59
Selling Strategy
H3c: Relationship Commitment
. = -0.09 -0.15 0.09 -1.15
Selling Strategy
H3d: Relationship Philanthropic Values
) = -0.07 -0.13 0.09 -1.06
Selling Strategy
H4: Relationship Group Selling v
’ = 0.25 0.30 0.08 3.03
Selling Strategy

In relation to the conjectures, parameter estimates recorded positive values. Though, few t-values
recorded negative scores, the item loadings for exogenous variables were negative and the
association amidst endogenous and exogenous was found to be positive. In similar lines the
standard deviations and t-values derived from performing bootstrapping procedure (Chinn, 1998)
affirm the acceptance of hypotheses — H1,H2 and H4. Another four hypotheses — H3a, H3b, H3c
and H3d were rejected considering the 5% level of significance.

7. Outcomes—Conversations — Contributions

On the whole this research has theorized a model accordingly formulated certain hypotheses
aimed at examining the associations amidst the supplier firm’s perception of relationship selling
tactic and KAM manager’s relationship behaviours. In line with extant writings relating to
strategy implementation by sales force, this study also, identified variation amidst expected
behaviour v/s actual behaviour of KAM managers in implementing a relationship selling tactics.
In a nut shell, this research identifies that relationship selling tactic has significant influence on
individual behaviours which eventually affects the association with high potential buyers in
highly competitive B2B markets [viz, customer-centric selling, customized selling, group selling
and also affects the corporate citizenship behaviours]. As per the commentary of (Pdsakof,
MacKenzie, Paine, & Bachrach, 2000) the influence on corporate citizenship behaviour has
considerable amount of positive influence on group selling situations like key account
management, as this behaviour augments, cooperation, coordination, group productivity, cross-
functional integration and amplifies the organizational adaptability.

This study attempts to expand the horizon of extant KAM literature by affirming the following:
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a) Outcomes revealed that, embracing of certain behaviours such as—customer centricselling,
customized selling, group selling - by KAM executives have augmented the acceptance and
effective implementation of relationship selling strategy among the KAM executives, which
eventually resulted in establishment of long-standing reciprocal business associations with high
potential buyers.

b) Majority of the extant writings in the sphere of key account management and collaborative
selling focus on driving forces like — employees, activities, organization structure, leadership etc.
and consider these factors as responsible for amplification of sales/profits/market share;
conversely, they ignore the strategic outlook (i.e. relationship selling strategy) and its
relationship with corporate citizenship behaviours; which in turn have considerable impact on the
firm’s ability to gain, retain and sustain the prolonged relation with the high potential buyers
(Pdsakof, MacKenzie, Paine, & Bachrach, 2000); thus, this research can be treated as pedestal
for evaluating the relationship amidst the strategic outlook of the selling firm with corporate
citizenship behaviours.

¢) This work can be stated as statistical enunciation of selling behaviours in the context of non-
English speaking countries. It is of great significance for corporate citizenship behaviours,
because, cultural cross-currents have considerable impact on selling behaviours and their
antecedents. Certain specific aspects of India, vis-a-vis US are quite contradictory. For instance,
KAM is relatively new concept in India which lacks organized body of knowledge and practice;
as a corollary, the role of KAM executives is perceived to be similar to that of conventional sales
person; the focus of conventional sales person is more on outward oriented behavioural aspects
such as—customer centric selling and customized selling rather on inward aspects which have less
impact on key accounts such as — corporate citizenship behaviours.

d) The conjecture model devised in this study comprises of relational behaviours of diverse
nature considering the outward oriented behavioural aspects which affect the business
associations with key customers like—customer centric selling and customized selling along with
inward oriented behavioural aspect — corporate citizenship behaviour. €) in this study, a new
construct namely, group selling has been empirically examined which is acknowledged in extant
KAM literature as the key influencer of relationship selling concept.

7.1.Academic Related Ramifications:

Except few prominent works like (Abratt & Kelly, 2002) (Boles, Barksdale, & Johnson, 1996)
there are hardly any notable works examining the individual level behaviours and their impact on
collaborative strategy implementation among firms in B2B markets. This is astounding, as this
topic is having significance for both academic and practice-oriented research on B2B markets;
this outcome insists the importance for B2B firms to focus on systematic and structured
implementation of relationship selling tactic.

However, our research did not specifically investigate how can be accomplished the goal of
aligning key account managers behaviours to the selling firm's relational strategy, nor why this

TRANS Asian Journal of Marketing & Management Research (TAJMMR)
https://tarj.in



TAJMMR: Trans Asian Journal of Marketing Management Research
ISSN: 2279-0667 Vol. 15, Issue 8-9, Aug-Sep 2026 SJIF 2021 = 7.263

A peer reviewed journal

goal is not fully accomplished in our sample. We believe that, also starting from our findings,
some streams of research may be particularly helpful in analysing implementation aspects that
were not addressed in this research. Firstly, literature on marketing organization suggests that
both structural and task characteristics should fit with strategic type to increase performance
(Vorhies & Morgan, 2003). In our perspective, this implies that the behavioural performance of
key account managers may be contingent on the appropriate design of key account management
structure and processes. In fact, it has been pointed out that key account management is not a
“black or white” phenomenon: actually there are different types of key account organizations
(Homburg et al., 2002) which may prove to be more or less consistent with a relational strategy.
In many cases the shift toward relational-oriented key account management has resulted in a
dramatic increase in the number and the variety of tasks and activities of former sales people,
which translated in to work overload and frustration due to a new role described as difficult,
stressing and thankless (Sharma, 2001).

Constructs Items

Both the parties (seller firm and key account) consider this business association
would be a lifelong one (RSS1).

Both parties are confident of renewal and continuation of this relationship (RSS2)*.
Relationship  |Both parties strive for mutual benefit and business continuance (RSS3).

Selling Strategy The husiness association with this key account is termed as

Evergreen (RSS4).

Spend majority of time in complaining about silly matters and issues (C1)
Candor Always tend to make problems bigger than they are (C2)

Meticulously follow company regulations and procedures (COR1)
Courteousness |Indulge in advance preparation of budgets, sales projections and expense reports
(COR2)
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