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ABSTRACT

Literature about key account management (KAM) presents a positive performance for supply companies that have KAM program for their key accounts. KAM is earliest studied in 1960’s to discuss several business conditions that some companies change the way they sold to a few large accounts that are called key accounts. In recent years, these key accounts often reduce their supplier base to cooperate closely with few selected suppliers. They often request some value added activities from their preferred suppliers. In fact, KAM is developed to satisfy these key accounts. Therefore, how to manage and satisfy these key accounts becomes an important lesson for suppliers.

In the highly competitive and slight profit economic environment, companies in Taiwan Information Technology (IT) industry are facing survival struggle, especially those companies, which produce OEM or ODM products for their key accounts. To enhance advantage and solve management problem, we adopt the dimension of KAM from literature to explore the KAM in Taiwan IT industry. We interview with supplier and its key account to have viewpoints from both sides. This study finds the dimension of KAM in Taiwan IT industry is similar with that in literature. We also find customer power is more emphasized and is important in Taiwan IT industry because of the special business type.
INTRODUCTION

Research Background
In the highly competitive and slight profit economic environment, many supply companies are facing more powerful and more demanding customers that are usually large customers which contribute a lot sales revenue for supply companies. How to continue and enlarge the business with these large customers is always the most important thing to these supply companies. The concept of key account management was formed to manage the business related to these large/key account customers. According to Homburg, Workman, and Jensen (2002), no-KAM companies are behind on all performance dimensions. Therefore, key account management seems to be a useful program to improve performance of supply companies.

In recent years these large customers often reduce their supplier base to cooperate more closely with a limited number of preferred suppliers. They usually demand some special value-added activities from limited preferred suppliers, such as join product development, financing, services, or consulting services. Quality, which was strongly emphasized by the supply companies in the past, is no longer the only thing that will satisfy these large customers. 
In addition, many large customers centralize their procurement and expect a similar selling process from their suppliers. These demand and requirement from large customers forced suppliers to provide more cross-function services and rethink how they manage their most important customers and how they design their internal organization in order to be responsive to these key customers (Homburg et al., 2002). In such context, key account management (KAM) approaches are often used (Workman, Homburg and Jensen 2003). Wotruba and Castleberry (1993) described, “National account marketing is a special strategy used by a selling organization to serve high-potential, multi-location accounts with complex needs requiring individual attention through a carefully-established relationship.” 

From literature review, we find the KAM (Key Account Management) related research have been aiming at manufacturing and service companies (Pegram 1972; Shapiro and Moriarty 1984; Sengupta, Krapfel, and Pusateri 1997a; Montgomery and Yip 2000); manufacturing companies (Stevenson 1981); NAMA members (Colletti and Tubridy 1987; Wotruba et al., 1993; Napolitano 1997; Dishman and Nitse 1998); one telecom company (Pardo, Salle, and Spencer 1995); case studies of IBM, AT&T, and Hewlett-Packard (Yip and Masden 1996); cross-industry in the business to business field (Pardo 1997); cross-industry and cross-nation research (Homburg et al., 2002); and food, chemical, machinery, financial services, and electronics companies (Workman et al., 2003). There is no specific research discussing key account management in these OEM and ODM companies that are widely adopted in Taiwan Information Technology (IT) industry. In OEM and ODM business, products are usually developed as a project. Supply companies strive for projects according to the specification and schedule that key account customers provided. After awarding projects, supply companies have to work closely with people who are key persons of key account customers. During the development of projects/programs, there are many details of product including specification, function, cost, schedule, and issues that usually need closely connection with key accounts to secure products are designed and produced correctly and on schedule to meet the requirement of key account customers. The special business type is different from traditional B2B business type, which concerns more about selling and service activities. Besides, literature of key account management related subject discussed about North American perspective (Boles, Johnston and Gardner 1999); a French overview (Pardo 1999); from The Netherlands (Kempeners and van der Hart 1999); from the United Kingdom (Millman and Wilson 1999); from Germany (Homburg et al., 2002; 2003); from Australia (Spencer 1999); from Finland (Ojasalo 2001); and from South Africa (Abratt and Kelly 2002)…etc., each of them provide part of viewpoints of key account management. According to Pardo (1999), “The question asked in companies today concerns the harmonization between the different levels of key account management: the French level (for example), the European level (or an area including France), and world-wide level. The harmonizing of these different policies is not easy and today constitutes a real problem.” In order to explore the general perspective on KAM, a widely empirical research in different area or country is necessary. In this research, we take Taiwan IT industry companies as research objects to explore the dimension of key account management in Taiwan IT industry.

As stated by Workman et al., (2003), “many industrial firms have reduced their base of suppliers (Sheth and Sharma 1997) and implemented programs such as just in time (JIT), efficient customer response (ECR), value chain management, and joint product development, which require tighter linkages with suppliers.” The understanding of perceptions of key account management from key account’s point of view would be an important exploration to suppliers when they implement key account management program. However, the literature on key account management has been focused on the supplier perspective. There is only few works (McDonald, Millman and Rogers 1996; Pardo 1997) discussing the key account’s point of view. As Homburg et al., (2002) stated, “Another limitation of our article is the use of a single-informant design, which focuses on one side of the seller-buyer dyad. Future studies should also take the key accounts’ perspectives into consideration. This is particularly important for analyzing the outcomes of KAM.” Boles et al., (1999) also indicated, “Selling organization can expect to have the opportunity to: develop better relationships with customers; increase profit margins; receive referral business from customers; and maintain a more stable customer base (Barrett, 1986; Boles et al., 1997; Stevenson, 1981). Buying firms expect national account programs to result in less effort and cost in obtaining the correct goods and priority purchasing when goods are in short supply (Dyer and Ouchi, 1993; Frey and Schlosser, 1993). In addition, quantity discounts and customized, value-added services also may be expected outcomes of being named a national account (MacDonald et al., 1996).” The viewpoints of key account represent the most important perspective to KAM. It should be specifically discuss when suppliers design their KAM programs. However, there is only few articles discuss KAM from buyer’s point of view. Therefore, in this research, we try to find out the expected dimensions of KAM from both supplier and its key account’s point of view.

In addition, Taiwan IT industry companies have been occupying very important positions in global economic by OEM and ODM business type for many decades. Their customers are usually global large customers. These large customers are often key accounts of Taiwan IT companies. The importance of Taiwan IT companies still exists until now, but the difficulty of competitive environment in recent years brings them more pain and challenge to survive in such highly competitive and slight profit industry because they are facing more powerful and more demanding customers and stronger competitors. As stated by Homburg et al., (2002), “it shows that actively managing key accounts leads to significantly better performance than neglecting them does.” We try to solve the management problem by the program of KAM to enhance their own advantages and satisfy these key accounts. As Sharma (1997) stated, “to increase customer satisfaction, experts have suggested that firms develop key account program for their important customers.” Through our research, we hope to provide more complete concept of KAM by empirical study to those companies, which adopt OEM/ODM as their major business type in order to design the useful KAM program and improve their performance in this highly competitive industry.
Research Objectives

According to Homburg et al., (2002), “the existing literature has several shortcomings…conceptual and empirical work on KAM has primarily been based on observations of formalized key account programs in Fortune-500 companies and has hardly been extended to non-formalized KAM approaches…broad-based empirical research on KAM is still scarce.” As stated by Pardo (1997), “except a few works, the literature of KAM has been focused on the supplier perspective.” Although Abratt et al., (2002) have reported a survey of 92 suppliers and 98 key account customers, they were focusing on only the relationship of key account management. Besides, key account management program usually driven by customer demand (Montgomery et al., 2000). We expect a more deep understanding of KAM by in-depth interview with OEM and ODM supplier’s key account. In our research, we hope to explore the dimensions of KAM by viewpoints of supplier and its key account in Taiwan IT industry that have never been studied in KAM literature. 

According to Kempeners et al., (1999), “Accounts can exploit their power position to get discounts and extra services (Peck, 1997; Rottenberger-Murtha, 1992; Shapiro et al., 1984). Conversely, having an account management system can lead to more customer orientation (e.g., Barrett, 1986; Boles et al., 1994; Johnston and Boles, 1997; de Roos et al., 1990; Stevenson, 1981).” When a selling company tends to be too customer orientation, won’t it impact to its own strategies and benefits? That’s another interesting part of KAM we hope to explore from this research.
LITERATURE REVIEW

Definition of KAM
As Napolitano (1997) stated, “the existence of ‘national accounts’ can be traced back to the 60’s, a supported by the creation of the National Account Management Association in 1964 by a select group of sales professionals charged with managing the large, complex accounts within their companies. Historically, accounts that qualified for ‘national account status’ were characterized by their relative complexity. This complexity was determined by several common traits: a centralized, coordinated purchasing organization with multi-location purchasing influences; a complex, diffuse buying process; very large purchases; and a need for special services.” Millman et al. (1999) also stated, “Key account management is first and foremost a process of customer management in business-to-business markets.”

As Kempeners et al. (1999) noted, “Both Cespedes (1991) and Burnett (1994) emphasize that account management is a process. Therefore, we consider account management as the process of building and maintaining relationships over an extended period, which cuts across multiple levels, functions, and operating units in both the selling organization and in carefully selected customers (accounts) that contribute to the company’s objectives now or in the future. When we speak of account management system, we focus not on the process, but on the elements in the system, like the people involved, the position of these people, their mutual relationships, the division of interests, and the systems used to support the process of account management.”

Barrett (1986, p.64) stated, “National account management simply means targeting the largest and most important customers by providing them with special treatment in the areas of marketing, administration, and service.” Yip et al. (1996, p.24) noted, “National account management approaches include having one executive or team take overall responsibility for all aspects of customer’s business.” 

As Barrett (1986) stated “Key account management (KAM) or national account marketing consists in targeting the major customers of the company, by providing them with special treatment in the field of marketing, sales administration and service. This type of strategy generally relies on the support of a ‘key account manager’ called also ‘national account manager,’ managing or not managing a sales team specialized in the account. This type of organization enables to generally improve the quality of business relationships with the customer, improves communication and helps increase both the coordination between the two parties and the quality service, while maintaining the same level of relationships as the size of the account grows.”

Ojasalo (2001) indicated, “According to Diller (1992), KAM is a management concept, including both organizational and selling strategies, to achieve long-lasting customer relationships. McDonald et al. (1997, p. 737) define KAM as ‘an approach adopted by selling companies aimed at building a portfolio of loyal key accounts by offering them, on a continuing basis, a product/service package tailored to their individual needs.’ Key accounts, or major accounts, have been defined in terms of their strategic importance (Diller, 1992). According to McDonald et al. (1997, p. 737), ‘key accounts are customers in a business-to-business market identified by selling companies as of strategic importance.’”

Abratt et al. (2002) stated, “KAM (key account management) is a strategy used by selling organizations to serve high-potential, multi-location accounts with complex needs requiring individual attention through a carefully established relationship.”

Workman et al. (2003) stated, “We define key account management (KAM) as the performance of additional activities and/or designation of special personnel directed at an organization’s most important customers.” 
There are also some different terms using to express KAM, such as key account selling, national account management, national account selling, strategic account management, major account management, and global account management (Homburg et al., 2002). KAM appears to be the most accepted term for large and/or major account management. In addition, KAM is also the most widely used term in Europe (Homburg et al., 2002). 
Purpose of KAM Research
As Weilbaker and Weeks (1997) stated, “There were several business conditions that appeared in the environment in the late 1950’s and 1960’s (Maher 1984; Platzer 1984) that stimulated some companies to change the way they sold to a few very large accounts. Some of the conditions that promoted these changes were a small number of buying companies accounting for a large portion of a supplier’s sales (Bragg 1982; Shapiro and Wyman 1981), increased pressure by the buying companies on the selling firms to improve service (Bragg 1982), wide geographic dispersion of buyers for the same company (Shapiro and Moriarty 1982), pressure on the buying agents to reduce costs and increased pressure from the buying companies for better communications (Shapiro et al., 1981), increased desire to develop partnerships (Shapiro and Posner 1976), and increased sophistication of buyers (Maher 1984)…As more and more pressure was placed on the buyer to reduce costs, increase quality and service and the salesperson to increase sales volume, a few companies such as Union Oil 1965 (Bragg 1982), Dow Chemical in the 1970’s (Stevenson et al., 1979), and Automatic Data Processing in the late 1970’s (Maher 1984) adopted a new way of approaching these key or major accounts.”

Homburg et al. (2002) argued “in a recent study, the increasing emphasis on key account management (KAM) is one of the most fundamental changes in marketing organization. Given the relevance of designing KAM in practice, sound academic research on this topic is still surprisingly limited.” Millman (1996. p.631) notes that “Key account management is under researched and its efficacy, therefore, is only partially understood.” 

Although there is some attention of management approaches research in the past, there are still shortcomings (Homburg et al., 2002). As Homburg et al. (2002) stated, “First, research has been fragmented and has not consolidated specific design aspects of KAM into a coherent framework. Second, conceptual and empirical work on KAM has primarily been based on observations of formalized key account programs in Fortune-500 companies and has hardly been extended to non-formalized KAM approaches. Third, broad-based empirical research on KAM is still scarce, as Kempensers et al. (1999, p.311) noted: ‘Although Stevenson (1980) noted almost 20 years ago that: ‘despite widespread industrial use, there has been little empirical research on national account marketing,’ it seems that this is still true.’ The empirical work that has been done in the past has essentially been descriptive. Finally, given that conceptual work has suggested a variety of design options (Shapiro et al., 1984a), there is little empirical knowledge of which types of approaches to KAM occur in practice and how successful these are.”

As stated by Boles, Pilling and Goodwyn (1994), “There are a number of benefits that can be gained by establishing a national account marketing activity. The primary advantage to identifying these accounts is to help achieve a closer working relationship with major customers (Stevenson, 1981). A second reason for establishing national accounts is to improve internal and external communication regarding major customers. A third goal of national account programs is to achieve more productive follow-up on sales and service to major customers as a result of the increased focus on these customers. Finally, establishing national accounts may produce more productive calls with fewer missed opportunities (Barrett, 1986).” Boles et al. (1994) also provided an overview of national account audit process to check if the national/key account marketing program is successful or not. 
Differences to Relationship Marketing Research and Market Orientation Research

There are two similar researches related to KAM research, one is relationship marketing research, the other is market orientation research (Homburg et al. 2002). As Homburg et al. (2002) stated, “Relationship marketing research focuses more on inter-organizational issues between suppliers and their customers, such as how marketing relationships are built and maintained and what benefits accrue (Morgan and Hunt 1999). These are mostly assessed from the customer’s perspective…Market orientation research, in turn, studies both intra-organizational and inter-organizational cooperation to create superior value for buyers…Another key difference from KAM is that market orientation literature treats the customer base as a whole and does not differentiate between important customers and average customers.”
Configuration of KAM: Supplier’s Point of View

From the literature review, there are four main themes come out for further discussion including activities, actors, resources, and formalization (Homburg et al. 2002).     Activities. Both the KAM literature (e.g., Lambe et al. 1997; Montgomery et al. 2000; Napolitano 1997; Shapiro et al. 1984b) and the relationship marketing literature suggest inventories of activities that suppliers can carry out for their key accounts. As Homburg et al. (2002) defined, “Activity intensity is the extent to which the supplier does more for key accounts than for average accounts…we define activity proactiveness as the extent to which activities are initiated by the supplier.” Actors. As Homburg et al. (2002) stated, “We define the use of teams as the extent to which teams are formed to coordinate activities for key accounts…we define top-management involvement as the extent to which senior management participates in KAM.” Resources. Both the KAM literature and the team-selling literature have pointed out that support is needed for key account activities from different functional groups such as marketing and sales, logistics, manufacturing, information technology, and finance and accounting (Moon et al. 1994; Shapiro et al. 1984b). Homburg et al. (2002) noted, “We define access to non-marketing and non-sales resources as the extent to which a key account manager can obtain needed contributions to KAM from non-marketing and non-sales groups…define access to marketing and sales resources as the extent to which a key account manager can obtain needed contributions to KAM from marketing and sales groups.” Esprit de corps fosters the exchange of customer and market information (Fisher, Maltz, and Jakorski 1997). Homburg et al. (2002) defined the esprit de corps of the selling center as “the extent to which selling center participants feel obliged to common goals and to each other.” Formalization. From literature, KAM approaches that do not have a key account program in place are under-researched. Homburg et al. (2002) noted, “we define the formalization of a KAM approach as the extent to which the treatment of the most important customers is governed by formal rules and standard procedures.” Other than theoretical constructs developed as above, the KAM literature also suggests several descriptive variables to characterize KAM approaches (Homburg et al. 2002). The first descriptive variable refers to the position of the key account coordinators. Homburg et al. (2002) defined, “the key account coordinator as the person who is mainly responsible for coordinating activities related to key accounts.” The second descriptive variable connects directly to this question of part-time versus full-time responsibility. Homburg et al. (2002) defined, “the key account coordinators’ dedication to key accounts as the percentage of their time they spend managing key accounts versus average accounts.” The third descriptive variable is how much time is spent with customers compared with the time devoted to internal coordination. Homburg et al. (2002) defined, “the internal orientation of key account coordinators as the percentage of their time they spend on internal coordination versus external interaction with customers.” The final descriptive variable is how many accounts that key account coordinators are typically looking after (Dishman et al. 1998; Sengupta et al. 1997a; Wotruba et al. 1993). Homburg et al. (2002) defined, “the span of accounts as the number of accounts for which key account coordinators are responsible.” 
Factors Influence Perception of KAM: Key Account’s Point of View
According to Pardo (1997), “Hunter (1987), in some cases the customer may not understand what is expected from him or her. As a consequence, Hunter suggests that the supplier’s task ‘is to teach the customer how to evaluate suppliers.’ As stated by this author, the supplier has to explain what could happen in the future within the relationship: ‘you’ll want to put out some feelers about the negotiable items important to that customer.’” 

Pardo (1997) stated, “The recent work of McDonald et al. (1996) must be point out. Both supplier and customer perspectives have been taken into account. Nevertheless, the objectives of these authors are not focusing on key account perceptions, they just want to stress what might be, for a buying company, the reasons for accepting a key account treatment seen there as a partnership. The results are interesting but differences in customer behavior are not specifically treated.”

From KAM literature, the customer perspective has never been taken into account as a central research issue (Pardo 1997). However, we may find many developments regarding the customer perception of their suppliers in more traditional literature such as customer satisfaction research. These papers focus on the customer’s view of their suppliers, who have developed special structures for managing these customers as key accounts. 

As Pardo (1997) stated, “Seven factors may influence the way a key account customer perceives the key account management set up by the supplier.” Seven factors from Pardo (1997), “The perceived importance by the key account of the supplier’s product or service influences the customers’ perception of the key account program which the supplier created…The degree of knowledge the key account has of the existence and meaning of a key account management program launched by its supplier…The position (or ranking or importance) the key account thinks he or she has within the supplier portfolio…Characteristics of the buying process…Environmental constraints on the key account…Key account strategic choices…Open-mindedness.” 
Key Elements of Successful Key Accounts Strategy

From the statement of Napolitano (1997) “there are four key elements of a successful key accounts strategy: secure top management support and involvement, have a well defined mission and role, choose the right accounts, and select the right national/key account executives.” As stated by Sharma (1997), “We suggest firms first determine the profitability of each customer. The customers should be sorted based on their profitability (most to least profitable)…Research in multi industries suggests that the largest customers may not be the most profitable…Because of the higher costs of key account selling, only the more profitable accounts can justify the higher expenditure.”

Boles et al. (1999) also suggested a national account selection factors by three criteria: customer criteria, supplier internal criteria, and competitive criteria.

Shortcomings of Literature

As Homburg et al. (2002) indicated, “We observe several shortcomings in prior research. First, the previous design issues have mostly been studied in isolation and have not been consolidated into a coherent framework. Shapiro et al.’s (1984a, p. 34) assessment that, ‘the term national account management program is fraught with ambiguity’ is still valid. Second, there is a general lack of quantitative empirical studies on the design issues, particularly on the cross-functional linkages of KAM. The quantitative research that has been undertaken has essentially been descriptive and has not systematically developed and validated measures. Third, much of the empirical work that has been done (and has driven conceptual ideas) is based on observations in large Fortune-500 companies with sophisticated, formalized key account programs. This excludes small and medium-sized companies that actively manage relationships with key accounts but do not formalize the KAM approach. Quantitative empirical research has not taken up Shapiro et al.’s (1984a, p. 5) comment in their early conceptual work that ‘the simplest structural option is no program at all.’ Fourth, given that conceptual work has mentioned a variety of structural options (Shapiro et al. 1984a), there is no broad-based empirical work that allows generalizations about how KAM is done in practice.”

As stated by Pardo (1997), “the balance of power between customers and suppliers is a key element: ‘One further observation that requires special mention at this early stage of operationalisation of the KAM model is the way asymmetry of power between buyers and sellers influences perception of the strength and stability of relationships’ (Millman 1994). So, the bilateral concentration (both on the suppliers side and the customers side) as a factor conditioning the emergence of key account management forms appears to be too limited.” Therefore, further to the literature of KAM, we hope to provide a wider empirical research on KAM in Taiwan IT industry, which widely adopt OEM/ODM as their major business type. In addition, we will also discuss the viewpoints of KAM from both supplier and its key account to learn the dimension of KAM.

According to Kempeners et al., (1999), “Accounts can exploit their power position to get discounts and extra services (Peck, 1997; Rottenberger-Murtha, 1992; Shapiro et al., 1984). Conversely, having an account management system can lead to more customer orientation (e.g., Barrett, 1986; Boles et al., 1994; Johnston and Boles, 1997; de Roos et al., 1990; Stevenson, 1981).” When a selling company tends to be too customer orientation by implement KAM program, won’t it impact to its own strategies and benefits? We hope to explore the answer with viewpoints of both supplier companies and their key account customers.
RESEARCH DESIGN

Research Scope
Base on literature review, from supplier’s point of view, there are four dimensions in KAM program, including activities, actors, resources, and formalization (Homburg et al. 2002). Some descriptive variables, including the position of key account coordinator, dedication to key accounts, internal orientation and span of accounts should be discussed (Homburg et al. 2002). In this research we discuss the dimensions of KAM in Taiwan IT industry from the viewpoints of suppliers and their key account customers. In addition, suppliers must adopt business-to-business by OEM/ODM type as their major operational method. To explore if there are different perspective of dimensions, we use the basis of four dimensions and four descriptive variables from literature.

Research Method

The objectives of this research are to explore the viewpoints of KAM from Taiwan IT companies; to understand the perspective of KAM from their key accounts; and to develop a more suitable KAM program in Taiwan IT Industry. When a selling company tends to be too customer orientation, won’t it impact to its own strategies and benefits? That’s another interesting part of KAM we hope to understand from this research. Moreover, as key account manager is a very important factor of a successful key account management program, we also hope to find out the characteristics of a successful key account manager in Taiwan IT industry. We use exploratory study as our research method. To explore more perspective on KAM from both suppliers and key accounts, in this research, we use in-depth semi-structured interview to collect and analyze firsthand data. 

An in-depth interview is a qualitative research technique that allows person to person discussion. It can lead to increased insight into people's thoughts, feelings, and behaviors on important issues. This type of interview is often unstructured and therefore permits the interviewer to encourage an informant (respondent) to talk at length about the topic of interest. The in-depth interview uses a flexible interview approach. It aims to ask questions to explain the reasons underlying a problem or practice in a target group. We can use the technique to gather ideas, to gather information, and to develop the perspective on KAM program. 

In-Depth Interview Design
We base on literature review and our research scope to develop the in-depth semi-structured (direct) interviews in order to seek their ideas about important issues or aspects of the subject and discover what is important across the subject’s range of knowledge. Before interview, we send out our interview outline with subjects and major questions to those selected respondents so that they may spend time to preview and gather their ideas and thoughts then feedback their thinking and knowledge to our research. Interview process takes about thirty-four minutes for each respondent.

Data Collection and Analysis

In this research, three cases are selected. We focus on Taiwan IT industry companies and their key account customers. These key account customers are global leading companies, including American company and Taiwanese company. Sales revenue from these key accounts should be within top five of all customers. Data are obtained from face-to-face interviews with people involved in the key account management system from both suppliers and key account customers. 

The respondents of suppliers should be limited to people who involve in KAM related program, including account manager, sales, marketing, information technology, manufacturing, research and development, finance, procurement and logistic. The respondents of key account customers should be limited to people who involve in decision making center, including sourcer, procurement, marketing and technologist. Experience of KAM should be at least two years. As Sharma (1997) indicated, “Involvement in the buying process is conceptualized as consisting of vertical involvement (e.g., number of levels involved), horizontal involvement (e.g., number of departments), and resource involvement (e.g., dollar amounts of the order).” In addition, top management involvement is also a variable of KAM program (Homburg et al. 2002), we expect to discover the perspective of KAM program from top management. 

From literature, interpretivism represents that it is not possible to analyze data of human language and behaviors by science and physics because people’s activities are kind of text, an aggregate of symbols (Dilthey 1911; 1977). The best way to analyze text is deeply grasp, in other word, using empathy on the explored object (Dilthey 1911; 1977). Social interactionists also indicate that it must be analyzed by grasp of group behaviors and interactions. Both parties support interpretation as the analysis method. This research is designed to adopt qualitative research technique, and is suitable to adopt interpretation. Therefore we use interpretivism to analyze our first hand data. These steps include data reduction, data display, and verification (Miles and Huberman 1994).
DATA ANALYSIS AND RESULT

Results and Findings
From our research, both supply companies and their key accounts in Taiwan IT industry have knowledge of ‘key account.’ Key account management in Taiwan IT industry has been executed in different levels. Whatever it is formalization or not, their key accounts recognize they are being served by supply companies’ KAM programs. 

Supply companies do more activities to key accounts than average accounts. Their key account customers also knowledge about this point. Most of supply companies report these activities are more supplier initiative. This point is quite accord. However, key accounts have different viewpoints. Two respondents agree these activities are more supplier initiative; one respondent thinks they are customer initiative; one respondent thinks these activities are half from supplier initiative and half from customer initiative. The different opinions from key accounts are possibly because of their different job function or the different levels that they involve in KAM program. It could be one exception. However, the percentage may point out that more key accounts agree that more activities are supplier initiative. In these activities, key accounts emphasize on establishing a great working relationship with the key persons on the client team and keeping all those identified abreast of all current and new development and issues, including price, delivery, quality, quick response, first priority of resource (capacity, material, product, human support), sales, R/D, and technology. Supply companies indicate these activities including price, delivery, quick response, first priority of resource (capacity, service), sales, R/D, information sharing (new technology, new idea, benefit, new product, roadmap), and a dedicated person to support. According to data, the content of activity is similar with key accounts and suppliers. But key accounts more tend to prevent issues while suppliers tend to promote new product or idea to key accounts.

All key accounts agree that top management involvement is very important, and a special team to support them is important, too. Top management involves in making key decisions and strategies and maintaining high-level relationship. Special team members including cross function contact windows to work closely with client team from project beginning to end (project schedule, product R/D, pricing, delivery, feedback request, quality control, factory issues…etc.). Almost all supply companies’ top management involve in KAM program. The activity provides from top management including solve problem, solve internal conflict and maintain relationship with key accounts. This part is similar to key account’s perception. Regarding to special support team, all supply companies have special team to support their key accounts, but some use formal organizational team, some use part time team to support. From our data of the company who did not use formal team, a formal organization of team is necessary as long as business with key account growth in the future. It seems all supply companies agree that a special support team should be a formal team in organization. In addition, the support team should have common goals, but our respondents of supply companies hesitate to reply though most of their answers are yes. Besides, only two respondents from supply company report that team members enjoy in being team members. One supply company mentions leader of the team is important; another supply company indicates the team is driven by sales. From the result, we find that special support team management may be an interest area for further discussion. According to our data, key account customer KC reports a satisfied result of supply company SC’s team. It seems formalization KAM program and more involvement of top management will result a more satisfaction key account. The finding accords with literature.

Obtaining resource (both marketing/sales and non-marketing/non-sales) is easy is harmonic both from key account’s and supply company’s viewpoints. That is quite accord to more resource support to key accounts from our data. One key account respondent mentions he’ll drive them to receive resources. It seems to be kind of customer power. 

All supply companies agree that position of key account manager will affect performance of key account management program. One further indicates that empowerment or not is also important. From key account’s point of view, two persons agree that it will affect; two persons think empowerment or top management support is more important. One key account respondent even mentions key account can drive it. Therefore, from key account’s point of view, empowerment seems to be another important factor to affect performance of KAM program.

Span of key accounts of supply companies from two to five. They also look after some number of average accounts. Much of their time spends for key accounts. They are more dedication of key accounts. From our data, supply companies spend much time in internal coordination. They seem to be more internal orientation. It’s hard to identify if span of key accounts, dedication of key accounts or internal orientation would be variables of KAM program from our data. However, we know from key accounts, they feel ‘okay’ for the support time they received from supply companies. It seems current situation of supply companies is acceptable for key accounts.

Almost all supply companies and key account customers agree that customer power will affect KAM program and KAM program will impact supply companies’ strategies and benefits. This part is also an interesting portion for further discussion. Before that, key account provides his point of view: “yes, if the key account customer is successful, it is reflected upon the success of the KAM program of the company providing the service...I believe the best partner relationship is one in which the company and client company learn from and support each other toward achieving common goals.” Both sides need more deeply thinking of win-win strategy for each other. Supply companies may need more discussion with key accounts to develop their own strategies or benefits and avoid bad impact. 

Finally, key accounts emphasize top management involvement, top management relationship, know priority of future, understand market trend and reflection, be more active to update supply company information are important for KAM program. Two key account respondents further suggest studying Foxconn’s (number one Taiwan IT OEM firm) KAM as a benchmark. This should be another suggestion for future research.

DISCUSSION AND CONCLUSIONS
KAM in Literature Compares with KAM in Taiwan IT Industry
Generally speaking, KAM in Taiwan IT industry is quite similar with KAM in USA, KAM in Europe…etc. from literature review. In this research, KAM in Taiwan IT industry is a series of activities, which actors (including cross function staff and top management) actively or passively use their resources to take action for their key account customers. In literature, KAM is a process (Cespedes 1991; Burnett 1994; Kempeners et al., 1999) of customer management in business-to-business markets (Millman et al., 1999) and a process of developing relationships by a selling team (Yip et al., 1996, p.24), which cross multiple levels, functions, and operating units in both selling and buying organizations (Kempeners et al., 1999). Elements of KAM including people involved, the position of these people, their mutual relationships, the divisions of interests, and the system used to support the process of account management (Kempensers et al., 1999). KAM contents four dimensions including activity, actor, source, and formalization (Homburg et al., 2002). The findings from our research are similar.

We find from this research (in case C) that a formalized KAM program results a more satisfaction key account customer. This is also similar to the finding from Homburg et al. (2002), “no-KAM companies are behind on all performance dimensions represents the most comprehensive empirical demonstration so far that suppliers benefit from managing their key accounts.” 
We also find some activities, such as join product development, financing, consulting service that stated in literature but we do not find from this research. In this research, key accounts specially emphasize on establishing a great working relationship with the key persons on the client team and keeping all those identified abreast of all current and new development and issues. Besides, except price, product, logistic, and service…etc that are mentioned by literature, both key account customers and supply companies specially indicate activities of fast response, and first priority of resource (capacity, material, product, human support). It seems great working relationship with key persons on the client team, time pressure, and resource fulfillment is more important in OEM/ODM type business that is widely adopted in Taiwan IT industry. We do not see this point of view from literature.

This research also indicates top management is the most important element of KAM program. This result accords with Napolitano’s (1997) point pf view, “top management sponsorship and involvement is the most critical indicator of success in key accounts strategy.” This view is also similar to writers on strategy implementation, who argue that the organization is a reflection of its top managers (Hambrick et al., 1984). Empirical supports for the importance of top management has been provided by Jaworski et al. (1993), who find that market orientation is positively related to top management’s emphasis on it.

Per statement of Napolitano (1997), select the right key account coordinator is another key element of a successful key account strategy. KAM publications mention frequently about position of key account manager as a variable to characterize KAM, however, in this research we find that empowerment or support by top management seems to be another variable, which should be discussed together with the position of key account manager.
KAM in Taiwan IT Industry: Different Viewpoints of Key Account Customer and Supply Company

From this research, we find there are some interesting views different from key account customers and supply companies. According to this research, the content of activities are similar from key accounts and suppliers. But key accounts more tend to manage program/projects well and prevent issues while suppliers more tend to promote new product or idea to key accounts.

Key account emphasizes on establishing a great working relationship with the key persons on the client team and to keep all those identified abreast of all current and new developments and issues. It seems key account hopes a widely and cross function contact relationship and development with supply team members. However, supply company views establishing relationship is the responsibility of key account coordinator/manager. This is quite different viewpoint.

Supply companies agree that position of key account manager will affect performance of KAM program. Some key accounts agree with this viewpoint, but more of them emphasize on empowerment and driven by themselves. They believe they can drive supply companies to receive what they demand or request. It seems key accounts believe customer power is the useful weapon they can easily use for a better performance of KAM program.
The Dimensions of KAM in Taiwan IT Industry

Literature states that there are four dimensions of KAM program including activity, actor, resource, and formalization. We adopt the basic content of KAM from literature and find the dimensions of KAM in Taiwan IT industry are similar to dimensions of KAM literature. KAM in Taiwan IT industry also involves activities, actors, resources, and formalization (although a documental procedure or policy has not been widely developed until now). In addition, according to this research, we find ‘customer power’ is an important factor, which impact to KAM in Taiwan IT industry because of its special OEM and ODM business type. As respondent SA1 says, “price reduction usually driven from key account customers…key account’s requests usually affect our KAM…our KAM more like following customers requests.” Respondent SA3 also says, “Some requests come from key accounts, for example, request to improve management of factory, request to meet their policy or rule…etc. For example, key accounts will audit our factory and point out our problems then ask us to improve until we can meet their requests. Those audit including environment safety, production lines, quality assurance process, warehouse, stock…almost everything, almost every function departments.” Respondent SA4 indicates, “Those requests from key accounts usually come from their audit plan. They audit almost every function departments. For example, they also audit labor salary and see if we follow the policy of government, very details. We are more passive…Key accounts’ market share will affect our business. We are living on them. They will affect our policy and strategy. We have to follow up.” As respondent KA1 states, “Actually, we have many requests to supplier…we have matrix, such as delivery, pricing, development, technology, quality…more activities come from our request…I think key account customer can help to drive business internally in supply company because key accounts always have influence on the supplier…if supplier cannot satisfy us, they may lose projects in next stage.” Respondent SB1 also states, “Key accounts deeply affect our business revenue, or profit…key account customers have policy such as quarterly business review. We will be reviewed with their matrix. That’s also what they request us to meet and perform…If our score is lower than other competitors we’ll be requested to improve it. Or we may lose business because we are less competitive than others. So, we usually have to meet key account’s request…we are a supplier of our key accounts we must adjust our policy to follow customers’ policy so we can become a satisfied supplier of key accounts.” According to respondent KB1, “it’s easy to obtain resource from supplier because I will drive them…because we occupy certain percentage of the sales revenue they usually will consider if they’ll enhance or modify KAM to us…some of our demand may affect their strategy or benefit.” Per respondent SC1 indicates, “they have bargain power and will affect our profit. In that case, we may do some adjustment on KAM program. But we’ll also discuss with customers to lower the impact…if key accounts have requests, we may have to adjust our KAM program and it will definitely affect our company strategy or benefit.” Respondent KC1 also indicates, “I’m key account so they have to be more aggressive…of course they will response our request…our demand will affect supplier’s strategy and benefit…I believe KAM is a MUST…how to satisfy your key account is very important.” Therefore, customer power is an important factor in Taiwan IT industry. This type business needs closely working relationship with client team (including procurement, engineer, technologist, and product manager) to develop programs or manage projects. Supply companies design or produce products for key accounts. Instructions or requests from key account customers are usually important to help supply companies complete their work and make correct products to satisfy key accounts.
Customer Power Impact Supplier’s Strategy and Benefit

According to this research, almost all supply companies and key account customers agree that customer power will affect KAM program and KAM program will impact supply companies’ strategies and benefits. One key account further provides his point of view: “yes, if the key account customer is successful, it is reflected upon the success of the KAM program of the company providing the service. I believe the best partner relationship is one in which the company and client company learn from and support each other toward achieving common goals.” As key accounts are the most important customers that supply companies usually spend lots of resource and pay lots of attention to, the customer power of key accounts will affect business growth, strategies, benefits, or future trend of supply companies for a lasting period. Therefore, supply companies should consider deeply about building a partnership or alliance with key accounts to achieve common goals and result a win-win situation for a stronger business base.
Implication

Base on our research, we do hope this research can provide empirical research data and findings to enrich academic KAM literature. And also guide some directions of future research. In addition, we also hope that through this research, supply companies in Taiwan IT industry, especially those companies who adopt OEM and ODM as their major business type, can understand more deeply about their key account customers’ perspective on dimensions of KAM so that they can modify or develop a better KAM program to serve their key account customers. Then achieve a final goal by win-win of both parties.
The Limitation and Future Research

The limitation of this research including limited resource and limited time, that do not allow more widely and deeply exploration for the research scope. In addition, due to strict selecting conditions of our research cases, we are not able to interview with more cases to enrich and provide more evidence to this research. But, respondents of our cases have plenty experience in KAM and they have being executed KAM program for many years. Base on findings of this research we do point out some directions for future research, which may provide more evidence and more deeply discussion for KAM relevant matters.

In this research, all supply companies agree a special support team that should be a formal team in organization. However, we find key account support teams in Taiwan IT industry do not have strong or obvious common goals, which lead team members lack of esprit de corps. In addition, team members are not enjoying in being a team member. From the result, we find that special support team management may be an interest area for further research.

Per statement of Napolitano (1997), select the right key account coordinator is another key element of a successful key account strategy. KAM publications mention frequently about position of key account manager as a variable to characterize KAM, however, in this research we find that empowerment or support by top management seems to another variable which should be discussed together with the position of key account manager in future research. 

Almost all supply companies and key account customers agree that customer power will affect KAM program and KAM program will impact supply companies’ strategies and benefits. However, we seldom find relevant discussion in KAM literature. According to our findings, we believe this part is an interesting portion and need more discussion in future research. 

Two key accounts further suggest studying Foxconn’s KAM as a benchmark because their image of Foxconn’s KAM performance is good. This should be another suggestion from future research.
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