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An action plan to enhance long-term connections with important customers of a
custom-made steel fabricator is presented in this thesis. Capacity planning,
customer retention, and forecasting have been difficult for the company due to its
reliance on short-term, project-based contracts. Addressing these challenges
supports steady growth and trust-based collaboration.

A four-stage, design-oriented research method was used: current state analysis,
literature review, proposal development, and validation. Data was collected
through interviews, stakeholder discussions, and document analysis. Seven
fundamental themes—trust, credibility, customer experience, strategic account
management, innovation, data-driven engagement, and collaboration—formed
the basis of the framework.

The result was a three-phase development strategy. Phase 1 focused on
appointing key account managers, implementing a centralized CRM system, and
improving project kickoffs. Phase 2 stressed co-engineering, tailored
communication, and organized feedback. Digital tools, KPIs, and long-term
contracts were stressed in Phase three.

Internal validation validated the relevance of the strategy and directed changes.
The outcome is a useful road map to assist long-term wealth generation by
means of strategic alliances.
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1 Introduction

In steel fabrication, especially for custom-made fabricators receiving orders from
clients for their projects, it is challenging to forecast upcoming projects or receive
early information from clients. This uncertainty leads to fluctuations in work
volume, making it difficult to plan and allocate manpower, equipment, and
facilities. That is why fabricators always aim to build long-term relationships with

clients to secure a stable workflow and ensure business stability.

1.1 Business Context

In this thesis, The Case Company, the largest fabricator in Vietham and a leading
structural steel manufacturer in Southeast Asia, is discussed. This company is a
significant player in the global steel fabrication industry, boasting a robust
workforce of around 4,000 employees and exports extending to over 50 countries
worldwide. The company's production capacity is substantial, ranging from
250,000 to 350,000 tons of steel per year. This production capacity allows the
company to undertake a wide range of projects, including heavy industrial,

commercial, and infrastructure projects.

1.2 Business Challenge, Objective, and Outcome

The Case company faces challenges due to inconsistent order volumes resulting
from weak long-term relationships with key clients. This instability negatively
impacts planning and resource management, required frequent adjustments in
production and workforce. Strengthening key client relationships is crucial for
securing stable, recurring orders and enhancing operational efficiency.

The objective of this study is to propose an action plan for building long-term
relationships with key clients.

The outcome of this study is an action plan for building long-term relationships

with key clients.



1.3 Scope and Outline of Thesis Report

The scope of this thesis will focus on the strategies for establishing and
maintaining long-term relationships with key clients to achieve consistent order
volumes at the company.

The scope will not focus on financial analysis, marketing strategies, or technical

production processes (except for the client’s requirement).

2 Project Plan

Within the first chapter, the background of the study is outlined, with a particular
focus on the primary business challenges and objectives that served as the basis
for the research concentration. In the second chapter, the full research
framework is laid out, beginning with an explanation of the methodology that was
selected and the rationale behind the decision to use that methodology. The
structure of the study, as well as its stages, is later outlined with the assistance
of a visual graphic. In this chapter, the technique and reasons behind the data
gathering are explained in detail, and the value of the data collection in furthering

the study objectives is emphasized.

2.1 Research Approach

Research methods are often categorized into qualitative, quantitative, or mixed
approaches, depending on the nature and objectives of the study. Quantitative
research typically focuses on numerical data and statistical analysis to measure
variables objectively, making it suitable for large-scale data collection and
analysis. On the other hand, qualitative research delves into understanding
human behavior, experiences, and underlying reasons through methods such as
interviews, observations, workshops, and practical situations, providing deeper

insights into complex phenomena. (Creswell & Creswell, 2018)



This research makes use of a mixed-methods strategy, which is comprised of
both qualitative and quantitative methods of investigation. The study is able to
acquire a more comprehensive understanding of the research problem because
of the incorporation of the benefits that both types of data offer. The integration
of these methods ensures a balanced and robust analysis, addressing both the
practical and theoretical dimensions of the study.

A design-based research method was used to collect both qualitative and
gquantitative data for this study. This is because the goal is to find a useful solution
to a problem that exists in the real world. The offered solution is based on
established practices and theoretical ideas that have already been written about.
The reason for choosing design research was explained in this section. The next

section will go into more depth about the method.

2.2 Research Design

The aim of this thesis is to develop a structured action plan to strengthen long-
term relationships with key clients of a custom-made steel fabricator. The
research follows a four-stage design-based research process, as shown in Figure
2.1.

OBJECTIVE

To develop long-term relationships with key clients of the case company

STAGE > DATA > OUTCOME >
LITERATURE REVIEW
GATE 3 ‘H Ideas on improving long-term relationship
) with key clients

| [ ‘ DATA1 L
GATE 4 CURRENT STATE ANALYSIS Company data Summary of current client relationship
l l Current company data, reports, interviews | Stakeholder interviews J management, Strengths and Weaknesses
E B - - & < . -

fe——y

I BUILDING PROPOSAL | DATA 2
l\ GATE 5

|

[ - —

|| Building proposal for long-term relationships Stakeholder workshops
with key clients | Stakeholder interviews

VALIDATION ' | Final Proposal for building long-term

DATA 3

I tideas to the initial | based
mprovement ideas to the initial proposal base: Siakehcldor feedbadk

on the feedback received from stakeholders

relationships with key clients




Figure 2.1 The Research Design

Each stage builds on the results of the previous one, gradually increasing the

depth of understanding and refining the proposed solution.

Figure 2.1 shows the four-phase layout that was used in this study, including
Literature Review, Current State Analysis, Building Initial Proposal, and
Validation. Each phase helped the researchers learn more about the topic of the
study and built on the insights gained in the one before it, making a steady flow
of knowledge that makes sense. The process ends with the final phase, which

delivers the study's desired result.

The purpose of this research study is to establish enduring relationships with the
company's most significant clients, The study will focus on identifying key factors
that contribute to client retention, improving communication strategies, and
enhancing the overall client experience to ensure sustained business growth and
project continuity. The starting stage is a literature study, aiming at collecting
ideas, methods, and benchmarks from the literature as guidelines to contribute
to the interviews with informants. As presented in Figure 2.1, the outcome of the
literature review is the conceptual framework combined with the findings from the

literature, which is the conceptual framework.

The starting stage is a literature study, aiming to collect ideas, methods, and
industrial benchmarks from the literature as guidelines to contribute to the
interviews with informants. As presented in Figure 2.1, the outcome of the

literature review is the conceptual framework.

The second stage focuses on analyzing the current state of client relationship
management within the case company. Data 1 is collected through internal
documents, reports, and stakeholder interviews. This analysis identifies the
existing strengths and weaknesses in current practices and highlights

development needs.



In the third stage, an initial proposal is developed in accordance with the insights
obtained from the conceptual framework and the current state analysis. The
proposal outlines strategic actions to improve key client relationships. Additional
stakeholder interviews and workshops forming the set of Data 2 are conducted

to further refine the proposal collaboratively, as stated in Figure 2.1.

Validating the proposal is the final stage in the planning process. To evaluate the
practicability, clarity, and congruence of the suggested activities with the
objectives of the organization, feedback is sought from the many stakeholders
within the organization. Taking into account the feedback received, which is Data
3, the concept is transformed into a workable road map that is specifically

adapted to the circumstances of the organization.

With the help of this step-by-step study strategy, the case company will be able
to systematically improve its relationship with key clients. This is because the

conclusion will be both theoretically grounded and practically useful.

2.3 Data Plan

The last chapter went into detail about the research design and how data from
different sources is gathered at three different stages of this thesis study. By using
these three data sets, the thesis research has a strong base on which more
reliable research can be built. Table 2.1 shows in more detail how the data was

collected at each stage.



DATA 1
Current company
data, reports,

The description of
company data,
reports, interviews

interviews

DATA 2 Approaches 1
Stakeholder Approaches 2
workshops Approaches 3
Stakeholder

interviews

DATA 3 Improvement ideas

Stakeholder meeting  to Initial proposing
ideas for improving
long-term
relationships with key

clients

Table 2.1 Data plan

Company data
Stakeholder
interviews

Stakeholder
workshops
Stakeholder
interviews

Stakeholder meetings

December-
January 2024

-Business Development
Director

-Sales Managers
-Project Managers
-Production Managers
-Clients

-Business Development February 2025
Director

-Sales Managers

-Project Managers

-Production Managers

-Clients

-Business Development
Director

-Sales Managers
-Project Managers
-Production Managers
-Clients

March-April 2025

Summary of current
client relationships
Conceptual
framework

Initial proposing
ideas for improving
long-term
relationships with key
clients

Final Proposal for
building long-term
relationships with key
clients.

Table 2.1 shows that data were collected through company documentation,
internet-based interviews, and co-creation meetings, corresponding to the three

data sets outlined in the research design.

The first set of data, called Data 1, was collected during the process of analyzing
the current state. It has internal reports, organizational papers, and interview
responses from employees who work directly with important clients. The
information gave a true picture of how client relationships are handled at the

moment, including problems, strengths, and areas that need improvement.

Data 2 is the second set of data that was gathered during the making of the
proposal process. This was done through a number of interviews with
stakeholders and a workshop where people worked together to come up with
solutions. The goal was to confirm the earlier phase's results and get ideas for
how to come up with strategic actions that would improve long-term client

involvement.



During the confirmation stage, the third set of data (Data 3) was put together.
Internal stakeholders who looked over the initial plan were asked for their
thoughts. These comments were very helpful in making the plan better and more

in line with what the company actually needs and can do.

Regarding the stakeholders, the Business Development Director represents the
administrative and strategic department and is an expert on current
organizational operations regarding this topic. The Sales Managers and Project
Managers represent expertise in client care implementation and client
satisfaction evaluation. The Production Managers selected for the interviews
represent the stakeholders providing another point of view in the project
execution and collaboration with clients and the shop floor. The Client who is
providing directly feedback about the current and expectation from their side to

the case company services and performance.

Using data from a variety of sources at different stages makes the research
process complete and more open to everyone. It also backs up the design-based
approach by combining theoretical ideas with real-world knowledge from

important people who work in client relationship management.

3 lIdeas on Building Long-term Relationships with Key
Clients from Literature

This chapter discusses what the literature review found about how to build long-
term relationships with important B2B clients. The goal is to find both practical
and theoretical ways that can help the Case Company keep more customers and
have more consistent order streams. The ideas from the literature review are put
together into a conceptual framework. This framework is used to look at the
current practices and come up with a plan on how to make them better. This
methodology helps with both gathering data and coming up with useful

suggestions for improving relationship management. The first part of this section



gives a quick summary of the issue and how it relates to the Case Company's
business goals.

3.1 Definition of Long-Term Relationships and Key Clients

To begin, it is important to define the concepts of long-term client relationships
and key clients within the context of project-based industries such as custom-
made steel fabrication. While the business development literature offers various
definitions and perspectives on these topics, this study focuses on interpretations
most relevant to maintaining stable partnerships and recurring project
opportunities in a B2B manufacturing environment. Long-term relationships in the
context of client management refer to sustained and mutually beneficial
connections between businesses and their clients, built on trust, reliability, and
consistent value delivery. According to Maister et al. (2000), trust and credibility
are fundamental in fostering long-term relationships, where the business must
demonstrate competence and integrity over time to ensure clients' confidence.
Mehta et al. (2016) emphasize the importance of client-centric alignment, where
a deep focus on the client's goals strengthens the foundation for enduring
partnerships. Additionally, the concept of delivering exceptional customer
experiences, as highlighted by Hague and Hague (2018), is critical in retaining
clients long-term, as it fosters loyalty and repeat business.

On the other hand, key clients contribute significantly to a company’s success
through their size, influence, or the strategic value of their partnerships. As
Cheverton (2015) explains, strategic account management (SAM) involves
managing key clients with a structured approach to deepen engagement and
create long-term value. Payne and Frow (2013) further underscore the
importance of data-driven relationship management, leveraging CRM systems to
better understand and nurture these key relationships. In a competitive
landscape, Kim and Mauborgne (2005) advocate for innovation and
differentiation as essential tools to maintain relevance and stand out in the eyes

of key clients, while Konrath (2006) stresses collaborative partnerships, where



businesses and clients engage in joint planning and co-development to ensure
long-lasting relationships. These concepts collectively highlight the complexity
and importance of nurturing long-term relationships with key clients, as they are

integral to sustained business success.

However, there is no explicit truth about the right approach to building long-term
relationships. Hence, in this study, the approach to defining the process or step-
by-step method for developing relationships with key clients is tailored specifically
to the case company as a custom-made steel fabricator. This framework also
guides the interviews with invited informants to efficiently collect and analyze data
in the next step of the Current Status Analysis (CSA), as described in subsection
2.2. This section is created based on seven books to reach the objective of this
thesis: Propose approaches for building long-term relationships with key clients.
As previously stated, building long-term relationships contains a vast range of
content, and there is no single, explicit approach to developing them. The ideas
are practically interdependent in many ways. Still, for clarity, in this study, they
are discussed using the following themes: 1) Foundation Building, 2) Execution
Strategies, and 3) Differentiation & Growth. The logic behind the ideal process
is that progress occurs step by step, developing at specific levels of the
relationship.
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DIFFERENTIATION
& GROWTH

EXECUTION STRATEGIES

FOUNDATION
BUILDING

LEVEL OF LONG-TERM RELATIONSHIPS

>
TIME HORIZON

Figure 3.1 The Level of Long-term Relationships and Time Horizon

Many researchers have explored the concept of building long-term relationships,
with several definitions and perspectives existing in the literature (e.g., Maister et
al., 2000; Mehta et al., 2016; Cheverton, 2015). It is generally agreed that
fostering long-term relationships is a gradual process that occurs at distinct levels

and requires time and consistent effort.

The next subsection will discuss in detail the following approaches, which are
grouped under the three mentioned levels of relationship previously introduced in
Figure 3.1: 1) Foundation Building (Trust and Credibility, Client-Centric
Alignment, Exceptional Customer Experience); 2) Execution Strategies

(Strategic Account Management (SAM), Data-Driven Relationship Management);
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and 3) Differentiation & Growth (Innovation and Differentiation, Collaborative
Partnerships).

3.2 Foundation Building of Long-term Relationships

A strong foundation is key to developing long-term relationships with key clients.
This stage centre’s on mutual trust, aligned interests, and consistent client
experience core values recognized in the literature as crucial for client retention.
The next sections explore three key components: trust and credibility, client-

centric alignment, and exceptional customer experience.

3.2.1 Trust and Credibility

Maister et al. (2000) explore how trust and credibility are crucial to forming long-
term, successful relationships, particularly in B2B business. The authors argue
that trust is at the core of all meaningful business relationships and is built
gradually through consistent, reliable actions. Trust must be gained over time by
demonstrating dependability and competence; it cannot be assumed
immediately. They clarify that there are two stages in which trust develops: initial
trust, which is founded on early encounters and first impressions, and ongoing
trust, which is developed via reliable and consistent behavior. For example, a
client may initially trust a service provider based on their reputation, but over time,
continued successful outcomes and reliable service are what solidify that trust.

Reliability is key to building trust. Consistently fulfilling commitments and
maintaining reliability is essential for ensuring customers trust the service
provider to meet their needs and uphold promises. Even highly skilled
professionals may lose client confidence if they fail to demonstrate dependability.
On the other hand, competence refers to the provider's ability to effectively
address client requirements while showcasing expertise and capability. Maister
et al. (2000) state that a company can establish a strong and reliable foundation
of trust with its customers by combining competency and dependability.

Businesses must always uphold high standards since even minor shortcomings
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in competence or dependability can erode this trust. Along with trust, the authors
stresses the importance of credibility in fostering strong relationships. Credibility
is the perception that a service provider is knowledgeable, trustworthy, and
capable of delivering results. Maister et al. (2000) argued that credibility helps
reinforce trust because clients are more likely to continue working with
professionals they perceive as credible. However, credibility is not solely about
internal factors. It can also be affected by the outlook of others concerning the
business. For example, providers who possess a good reputation or positive
reviews will have increased credibility even if they have not worked with that client
before.

However, the authors indicate that business representatives should not presume
that a remarkable encounter can serve as the foundation for establishing a lasting
connection. Instead, a reliable effort should be made to improve the clients’
overall experience over time. Clients also need to be consistently updated and

engaged, which is why effective communication and responsiveness are critical.

According to Maister et al. (2000), a misstep in reliability or competence can
easily erode trust; therefore, a high standard must always be maintained. The
book teaches among other things that managing a client is more than just a good
service provider. Service providers are expected to actively sustain trust and deal
with issues immediately they appear. This means regular checking in with clients
to make sure their needs are being met and being open to feedback. The authors
suggest that this proactive approach helps to avoid misunderstandings that could

negatively impact the relationship.

3.2.2 Client-Centric Alignment

Client-centric alignment means adjusting how a business works to better match
the specific goals and expectations of its clients. According to Mehta et al. (2016),
when a company truly understands what its clients want to achieve and shows
genuine interest in helping them succeed, it builds stronger and more lasting
relationships.
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This kind of alignment requires more than just delivering a product or service. It
involves listening carefully, adapting to client needs, and being flexible with
internal processes when necessary. Mehta et al. also point out that companies
tend to perform better in client satisfaction and loyalty when they reflect client

goals in their own performance metrics.

In B2B industries like custom-made steel fabrication, client-centric thinking can
be applied by including key clients early in the planning phase. Doing this helps
reduce misunderstandings and improves cooperation throughout the project
execution. Instead of reacting to feedback after something goes wrong,
companies that adopt this mindset aim to prevent issues by staying closely

aligned with the client from the beginning.

3.2.3 Exceptional Customer Experience

According to Hague and Hague (2018), long-term client relationships depend
not just on what a company delivers, but also on how the client feels throughout
the experience. In their view, satisfaction alone is not enough. What matters

more is making the client feel genuinely respected and cared for.

They explain that most clients remember how they were treated, not just the
technical outcome. Small things, such as how quickly someone replies to a
message, how clearly issues are explained, or whether the company follows
through on its promises, all influence the client's overall impression. Even simple
interactions can determine whether a client wants to continue the relationship or

not.

In industries like custom steel fabrication, where timelines are often tight,
consistent service is especially important. Clients appreciate reliability across
every stage of a project. When they see that a company performs well over time,

not just once, they are more likely to remain loyal.
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The authors also underline the importance of collecting feedback. When
companies listen carefully and act on what clients share, they show commitment

to improvement. This reinforces trust and strengthens the long-term relationship.

3.2.4 Execution Strategies for Building Long-term Relationships

Once a strong foundation has been established, companies must apply practical
strategies to maintain and grow long-term client relationships. This section
introduces two key approaches from the literature: Strategic Account
Management (SAM) and Data-Driven Relationship Management. These
methods help businesses strengthen cooperation with key clients, ensure better
service delivery, and create long-term value for both sides.

Strategic Account Management (SAM) emphasizes treating important customers
as long-term partners instead of transactional purchasers. This approach
emphasizes open communication and proactive problem-solving, thereby
building trust, allocating committed account teams, and matching internal
operations to client-specific objectives. In custom-made steel fabrication, SAM
helps businesses to develop thorough understanding of each client's industry,
project lifecycle, and technical requirements, hence enabling better specialized

service and less miscommunication throughout execution.

Conversely, Data-Driven Relationship Management stresses the application of
consumer data and analytics to improve engagement and forecast needs.
Companies can create informed judgments that increase responsiveness,
maximize resource planning, and find trends in client happiness or dissatisfaction
by methodically collecting behavioral data, project performance indicators, and
client input. For the case company in particular, this is very important as project-
based work makes it challenging to create consistent, repeatable processes
without centralized knowledge. Both strategies contribute to long-term
relationship building by:
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e Creating internal alignment between departments involved in client

delivery.

e Supporting better planning and risk management for complex, custom-

made projects.

e Enabling the company to evolve from reactive service delivery to
proactive partnership development.

e Building trust and loyalty through transparency, customization, and

responsiveness.

SAM and data-driven processes together provide the foundation of execution
excellence, therefore guaranteeing the case firm not only efficiently completes

present projects but also sets itself as a strategic partner for future possibilities.

3.2.5 Strategic Account Management (SAM)

Cheverton (2015) describes Strategic Account Management as a focused way of
working with the company’s most important clients. These are the ones that either
bring in a large share of revenue or have long-term strategic importance. Building
and maintaining a strong relationship with them is a top priority.

In SAM, the goal is not just to sell but to help the client succeed over time. This
means understanding what the client’s business is really about and adapting
services to match their goals. Cheverton points out that when this is done well, a
supplier can become something more than just a vendor. The relationship

becomes one where the client sees value in the ongoing collaboration.

One key part of SAM is planning. Companies need to choose the right clients to
focus on, assign account managers who stay close to those clients, and review

the relationship regularly. Cheverton also highlights the benefit of involving the
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client in planning. When both sides share their goals and expectations early, it

becomes easier to stay aligned and maintain cooperation in the long term.

For a business like custom-made steel fabrication, this approach is practical.
When the company understands the client’s needs from the beginning, it reduces
the risk of mistakes and delays. A strong working relationship also makes it more

likely that the client will return for future projects.

3.2.6 Data-Driven Relationship Management

Payne and Frow (2013) argue that reliable customer data is one of the most
useful tools in building strong client relationships. With proper data, companies
can understand client needs more clearly and react in ways that are more helpful

and timely.

The authors suggest that it is not just about collecting data, but about using it in
ways that bring value. For example, looking at past behavior can give clues about
what a client might expect in future projects. Over time, this helps companies

make better choices and serve their clients more effectively.

In custom-made steel fabrication, tracking project information, feedback, and
communication history can make a real difference. It helps avoid repeated issues,
improves how projects are planned, and allows the team to focus on clients who

are most likely to return or grow the relationship.

CRM tools can support this effort by keeping all client information in one place.
When everyone involved has access to the same details, it is easier to stay
consistent and avoid confusion. This also builds trust, because clients see that

the company knows them and can respond with care.
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3.3 Differentiation & Growth for Building Long-term Relationships

As relationships with clients develop, companies need more than just solid
execution. To keep growing together, they must find ways to stay relevant and
useful. This part of the study focuses on two ideas from the literature that support
long-term growth: being different through innovation, and working closely with

clients through collaboration.
3.3.1 Innovation and Differentiation

Kim and Mauborgne (2005) suggest that to build lasting client relationships,
businesses must find ways to stand out. Instead of only competing on price or
features, companies can focus on creating new value that clients did not expect

but will appreciate.

This approach, often described as a "blue ocean strategy,” encourages
businesses to move away from crowded markets and offer something unique. In
doing so, they shift from trying to beat the competition to making it less relevant.
When clients see that a company is forward-thinking and brings fresh ideas, they

are more likely to stay loyal.

For a custom steel fabricator, this could mean offering smarter design support,
faster project adjustments, or digital tools that make communication easier. Even
small innovations that reduce effort or risk for the client can make a strong

impression.

According to the authors, differentiation is not about being different for its own
sake. It works best when it helps solve a real client problem or creates a clear
benefit. Companies that focus on value innovation often build deeper trust,

because clients feel the provider understands their evolving needs.
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3.3.2 Collaborative Partnerships

Konrath (2006) explains that strong business relationships are not built on one-
sided effort. Instead, they grow when both the client and the provider are actively
involved. A collaborative partnership means sharing ideas, working together on

solutions, and keeping communication open throughout the project.

In large or long-term projects, clients often want more than just someone who
delivers what was asked. They look for a partner who understands the bigger
picture and can contribute beyond the basic scope of work. Konrath notes that
suppliers who engage in joint planning or problem-solving often gain more trust
and responsibility over time.

For companies in steel fabrication, this kind of relationship can help avoid delays
and unexpected costs. When both sides work closely from the start, expectations
are clearer and decisions can be made faster. It also creates space for new ideas
that benefit both parties.

Collaboration builds commitment. According to Konrath, clients are more likely to
keep working with companies that make them feel heard and involved. A shared
approach to goals and challenges not only improves performance but also helps
the relationship grow stronger with each project.

The previous sections reviewed several ideas from the literature about how to
build long-term relationships with key clients. These included building a strong
foundation, applying the right strategies in the execution period, and supporting
growth over time. Together, these ideas form a useful reference for looking at
how the case company currently manages its client relationships. The next
chapter turns to that analysis, using the framework to examine current practices

and highlight areas that could be improved.
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4 Analysis of Current Client Relationships
Management of The Case Company

This chapter examines how client relationships are currently managed at the case
company. The goal is to understand what is working well and where
improvements are needed. The analysis is based on internal documentation and
interviews with key stakeholders. These findings form the basis for identifying
strengths, weaknesses, and potential areas for development in the next stages

of this study.

This chapter is based on internal documents and interviews with people directly
involved in managing client relationships at the case company. Because the
researcher is based in Finland and the company operates in Vietnam, all
interviews were held online. The questions were developed by the researcher
after reviewing the key ideas presented in Chapter 3. This helped keep the
discussions focused on relevant topics while still giving space for open
responses. Participants included the Business Development Director, Sales and
Project Managers, Production Managers, and one representative from a main
client. The researcher also took part as an internal informant, drawing on personal
experience as a Project Manager. These combined perspectives helped form a

clear view of how client relationships are currently handled in the company.
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CONCEPTUAL FRAMEWORK

Example of Table of Interview Questions

DIFFERENTIATION
How do you ensure your

Business " {
offerings evolve alongside

Development
B B lient objectives?
Director

ktrategic alignment|
practices.

. nderstand
How do you customize tical ali t
. . N . actical alignmen
Fnaur_lldda-tmn Client-Centric solutions for individual clients e ]
uilding

. o meet their unique needs?
Alignment evel,

Account Are account managers
Managers: Projecticustomizing solutions
Managers effectively and anticipating
lient needs?

Is there evidence of poor dentif
adaptability to client-specific i

CELGERT
demands?

dentify strenghts

Client-Centric Alignment
(Mehta et al., 2016)
*Establishing a deep focus on
client goals strengthens
relationships

- TIME HORIZON :

Figure 4: Conceptual framework and interview question table developed by the author.

To support the interviews, the researcher created a set of questions based on the
conceptual framework described in Chapter 3. This framework outlines three
stages of developing long-term client relationships: Foundation Building,
Execution Strategies, and Differentiation & Growth. Each question was linked to
one of these levels, and the focus areas were inspired by ideas from the literature,
including client-centric alignment (Mehta et al., 2016). As shown in Figure 4, the
table connects each question with a stakeholder group and a clear purpose. For
example, the Business Development Director shared views on broader strategy,
while project and account managers discussed how they respond to specific
client needs. The questions were designed to reveal both strengths and areas
that might need improvement. This approach helped guide the interviews in a

way that stayed true to the themes explored in the earlier chapters.
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4.1 Overview of Data Round 1

The first stage of data collection focused on gathering insights from people both
inside the company and from one key client. Most of the information came
through online interviews, supported by a few internal materials shared by the
company. Since the researcher is based in Finland and the company operates in
Vietham, all interviews were held remotely. Depending on who was being

interviewed, the conversations were done in either Vietnamese or English.

Six individuals took part in this round. They came from different roles, including
business development, project and production management, and customer-side
involvement. This variety gave a broad view of how client relationships are
currently handled across the organization.

Before each interview, participants were given a short overview of the study and
a list of themes to expect. The questions, listed in Appendix 1, were based on
the conceptual framework presented earlier in the thesis. Each session began
with a short introduction and stayed flexible enough to allow follow-up questions

where needed.

During the interviews, the researcher took real-time notes. One person later
added further thoughts via email. Altogether, the sessions added up to about
seven hours and resulted in over 15 pages of notes. While not every question
was covered by every participant, all the key areas of the study were addressed

across the group.

In addition to the interviews, a few internal documents were reviewed. These
included things like company brochures and presentation slides. They helped
explain how the company presents its services and works with clients, and also

supported the interpretation of the interview data.

To support the current state analysis, interviews were conducted with six

stakeholders involved in client relationship management at the case company.
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The participants represented different functions across business development,

sales, project execution, and production, as well as one key client. The interviews

were held online, in either English or Vietnamese, depending on the participant's

preference. A summary of the interviewees and session details is presented in

Table 4.1.
Informant Role Date Language Durnatlo Method | Focus Areas
Trust &
Credibility
Informant Business Online | (Maister),
1 Development | 01.03.2025 | Vietnamese | 60 min (Google | Strategic Vision
Director Meet) (Cheverton),
Growth
(Konrath)
Client-Centric
Online Alignment
Informant | Sales 25.02.2025 | Vietnamese | 50 min (Google (Mehta),
2 Manager Segmented
Meet)
Sales,
Communication
Flexibility,
Informant | Proiect Online | Collaboration
3 MJ 26.02.2025 | Vietnamese | 60 min (Google | (Konrath),
anager )
Meet) Execution
(Payne & Frow)
Internal
Informant | Production Online | Communication,
25.02.2025 | Vietnamese | 45 min (Google | Execution Gaps,
4 Manager
Meet) Data Use
(Payne & Frow)
Customer
Informant Key Client Online (E:geg:r;::e
5 Representativ | 25.02.2025 | English 30 min (Google Ha gue)
e Meet) gue),
Expectations,
Loyalty
Observational
Researcher / input on all
Informant . . . . Internal | levels,
Project Continuous | English Ongoing S
6 notes confirming
Manager )
internal
alignment
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Table 4.1: Overview of Interviewees and Interview Sessions

A summary of each interview session, including date, role, and key themes

discussed, is provided in Appendix 2.

4.2 Key Findings from Interviews - Foundation Building

At the foundation level, the company shows both strengths and areas where
improvements could be made. One of the strengths mentioned by several team
members was how quickly problems are addressed. When unexpected issues
arise during a project, teams step in without delay. This quick reaction has helped
build trust with clients over time, especially during technically demanding

projects.

Another strong point is the visible role of senior leadership in client work. The
CEO, for example, often joins meetings or visits project sites. According to one
Project Manager, clients feel more secure when senior leaders are involved. This
reflects the kind of dependability and personal engagement that Maister et al.

(2000) highlight as important for building long-term trust.

Team collaboration with clients also stood out. Sales and project staff gave
examples of involving clients early in the design phase and staying in touch
throughout delivery. These interactions help ensure the company’s work stays
aligned with client needs. While this approach fits with Mehta et al.’s (2016) idea

of client-centric alignment, it is not yet applied consistently across all teams.

One issue that came up during several interviews was the lack of a structured
way to manage long-term client relationships. Even though many personal
relationships are strong, there isn’t a shared plan or system to support these
efforts. One person explained it by saying, “We’re good at keeping clients happy
today, but there’s no real plan for tomorrow.” This kind of comment shows that
without a clear strategy, it may be harder to maintain strong partnerships as the

business grows.
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4.3 Key Findings from Interviews - Execution Strategies
Technology and Tools

With production systems updated regularly was one of the aspects most
frequently mentioned in these interviews, quite a few interviewees suggested.
These updates were described as enhancing the reliability and accelerating
processing speed for all of which benefited the company in maintaining
consistently high standards through diverse projects.

Sales Structure by Segment

The sales organization itself also came in for praise from interviewees. “It's good,”
expressed one, while another explained that by categorizing teams in terms of
project categories — like industrial, energy or commercial — staff would come to
benefit from this split. They would have better-targeted strategies and acquire a
deeper grasp of what their various client groups need technically as well as

commercially.
Adapting During Projects

Interviewees often cited an aspect of project flexibility. When plans had to be
changed midway through a project, the teams responded quickly and kept the
client informed. This ability to adapt was seen as one of the critical factors
keeping to schedule without delay.

Communication Challenges

Despite having numerous advantages, there were also concerns raised by
several interviewees about co-ordination between different departments. There
were holes in the communication network, especially between sales and
execution stages. At times that could make for botched handovers; on occasion
it even led clients’ requirements not being met or delayed the delivery process.
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4.4 Key Findings from Interviews - Differentiation and Growth

This part of the analysis focuses on how the company creates long-term value
through innovation, leadership behavior, and client-focused strategy. The
findings reveal clear strengths in mindset and engagement and a significant gap

in structured planning for key accounts.
Commitment to Innovation

Several interviewees noted that the company fosters an environment where new
thinking is encouraged and experimenting with different approaches is supported.
Staff regularly look for ways to refine production processes or minimize waste.
Even informal efforts contributed to a learning-oriented environment focused on
ongoing improvement. Many believed this mindset made the company more

adaptable and better able to meet varied client expectations.
Proactive CEO Engagement

The CEOQ’s visible involvement in client work was mentioned consistently as a
positive influence. Several informants explained that the CEO takes part in project
meetings and client communications personally. This kind of senior-level
attention was seen as reinforcing client trust and showing long-term commitment.
One participant observed that this direct approach “makes clients feel prioritized,”

which strengthens the relationship over time.
Lack of Strategic Plan for Key Client Relationships

Although the company is recognized for its adaptability and responsiveness,
many interviewees pointed out that relationship-building relies heavily on
individuals. There is no shared plan or framework for guiding long-term
engagement with key clients. As a result, the approach can vary by team, and

successful practices are not always applied consistently. This was identified as a
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potential weakness that could limit the company’s ability to grow and maintain its

most important partnership.

CURRENT STATE ANALYSIS

DIFFERENTIATION
& GROWTH

EXECUTION
STRATEGIES

FOUNDATION

©

Commitment to Innovation

The case company consistently invests in advanced technology,
setting itself apart in steel fabrication.

Proactive CEO Engagement
The CEO’s direct involvement in client visits strengthens long-term
partnerships.

The company may be too reactive, lacking structured long-term
expansion strategies

—

The absence of a structured relationship-building strategy may
lead to missed opportunities for deeper engagement.

Ystrong Technical Investment
Cutting-edge equipment, software, and facilities enhance efficiency
and product quality
Dedicated Sales Teams
Different sales teams focus on various client segments, ensuring
specialized engagement strategies (Oil&Gas, Powerplant,
Commercial Buildings,...)
Adaptability to Design Changes During Fabrication:
Project teams support clients even when fabrication is ongoing
during design changes, helping to minimize disruption and cost.

While not a major issue, some project timelines slip, affecting
client expectations

Miscommunication between production facilities and sales
teams sometimes leads to inefficiencies

The company does not fully leverage CRM or analytics to predict
client needs and optimize workflow

Problem-Solving Culture

The whole company actively seeks better solutions and works
closely with clients to resolve issues efficiently.

Leadership Involvement

The CEO personally visits project sites and client headquarters,
strengthening trust and long-term relationships

Collaboration with Clients

Teams work closely with clients to ensure smooth execution and
alignment with client objectives

The company prioritizes existing clients, leading to missed
opportunities for expansion

Figure 4.4: Summary of Relationship Management Strengths and Development Areas Based

Figure 4.4 summarizes the key findings from the first round of data collection,

organized according to the three levels of the conceptual framework: Foundation

Building, Execution Strategies, and Differentiation & Growth. The figure

categorizes both strengths (left) and development needs (right) identified through

interviews and internal documentation. Strengths such as problem-solving

culture, CEO involvement, and technical investment demonstrate how the

company builds and maintains client relationships. In contrast, the figure also

highlights areas requiring attention, including gaps in coordination, limited use of

data-driven planning, and the lack of a structured strategy for managing long-

term client partnerships. This visual provides a clear and balanced overview of

the company’s current relationship management practices.
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In the previous chapter, the analysis highlighted both the company’s strengths
and areas for growth in coordinating long-term client relationships. On one side,
the company demonstrates technical strength, adaptability, and strong
engagement from leadership. On one hand, it doesn’t have formal tools and
structured approaches to facilitate sustainable client development. This chapter
serves as the basis for the next, which presents a development proposal aimed
to fill the identified gaps. This allows the proposal to present a phased approach
to enhancing relationship management in a manner that is more systematic and

scalable.

5 Developing Approaches

In this chapter, we have set out a clear framework to improve how the
organization manages its most significant client relationships. The proposed
action plan targets these components, leveraging strengths in areas such as
marquee clients, technical responsiveness, and direct engagement from
leadership while filling the gap that was the lack of formal structures. It is intended
to be implemented as a set of key steps that can in time become a part of any
organization, starting with short-term adjustments to begin the journey, followed
by changes in direction and innovation that are now widely recognized. The end
goal is having a relationship management model that is adaptive and scalable
based on the operational reality of the company and its long-term growth

strategy.

5.1 Overview of This Data Stage

To fit the specific needs and direction of the case company, a second series of
data collection called data 2 was carried out in the course of laying the foundation.
It aimed to foster methods of approach that met real operational problems from a
high starting point successively step by logical steps. This phase concentrated
on verifying results from the current state analysis and team generating practical
ideas in-house. A key part of this stage featured a co-creation session with
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informants from the first phase of interviews. Their continued participation gave
process depth and continuity.

The informants represented key functions for managing client relations, including
Business Development, Sales, Project Management and Production. They drew
on not just the lessons of day-to-day practice but also a shared experience with
past efforts to reach out and engage clients. The co-creation session revisited
findings from Gate 4 and then as in the third stage these results were openly
discussed. At this meeting participants reconfirmed that the most important
features of the company were its technical capability, flexible project execution
and active leadership involvement. They also emphasized these characteristics

as core strengths for constructing strong client relationships.

At the same time, the discussion threw up common worries on the absence of
formal structures. It was noted that roles related to relationship management
needed clearer definitions and still lacking were systems supporting strategic
client development. As part of the workshop, the group collectively shaped the
direction the proposal should take. Their ideas were clustered into three main
development phases: laying the foundation; strengthening strategic focus;
building for continuous improvement. This is a proposal in which practical points
based on personal experience add to and assist with senses of reality of the war.
The subsequent sections present these phases in detail, creating a structured

plan that is not only action-able but also in line with company long-term goals.

5.2 Phase 1 - Laying the Foundation

This first phase focuses on getting the basics right inside the company. It
addresses the practical challenges raised during interviews and co-creation
sessions—things like unclear responsibilities and scattered client information—
and puts in place small but meaningful changes that make coordination smoother

and relationships more consistent.

Clarifying Roles Across Departments
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One recurring issue was that people weren’t always sure who was in charge of
the client relationship at different stages of a project. This often led to confusion,
especially when projects moved from sales to production. To improve this, the
company should set clearer roles for each department. When everyone knows

their part, collaboration becomes easier and client communication more reliable.

Creating Simple Client Overviews

Another helpful step is to organize what’s already known about key clients into a
shared internal file. At present, this info does indeed exist; it is scattered and often
resides in a form as yet undefined. By gathering crucial details--say, past projects,
key people, and what's pressing now--into one place, everyone follows the same.

It doesn't even have to be much more than low-level internal guide.

Internal Kick-Off Discussions

Before starting new projects with important clients, it makes sense to gather
everyone involved—salespeople, project managers, production leads, and
leadership—for a short discussion. These meetings are about more than just
project goals; they're a chance to talk about what matters to the client, how
communication should flow, and what challenges might come up. This kind of

alignment at the start can make a big difference in delivery.

Why This Phase Is Important

Getting these foundational pieces in place helps reduce misunderstandings and
builds consistency in how the company works with its most important clients.
These are low-effort, high-impact actions that make it easier to move forward with
more strategic improvements later. They also build a culture of shared
responsibility—something that benefits both the company and its clients over

time.
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5.3 Phase 2 — Strategic Strengthening

Now that the important foundation has been laid, the company can advance to
the next stage, fortifying critical processes, and adding formalized structures that
drive consistency in service delivery for its clients. A large part of current client
engagement relies on individual initiative. This is about establishing joint
process, collaborative view, all functions feel they are contributing to lasting

relationships with important clients.
Introducing Client Relationship Principles

Here is where you start to introduce some of the Client Relationship Principles.
At this stage, the business needs to go from informal habits to solid principles.
One can internalize external relationship standards that specify how key accounts
will be managed. They do not have to be overly complex, but they should include
tips on how frequently one should check in with clients, where and to whom
inquiries about services or products should be directed, and what success metrics
might look like. Having a standard practice means that everyone on the team has
somewhere to refer back to and the experience for the client is more consistent

between teams together with all the positives that consistency provides.
Structuring Feedback in Teams

Another area to improve is how feedback is collected and used. Currently, most
client feedback is handled informally or on a case-by-case basis. A structured
feedback loop, such as short project reviews or quarterly check-ins, can help
address this issue. Following this approach, the company begins to function more
as a cohesive unit. This allows insights from clients to be shared and addressed

from a company-wide perspective.

Developing Interdepartmental Coordination Practices
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Effective client care practices hinge not just on direct service, but also on robust
internal coordination. While sales teams can be strong advocates for their clients,
working in close partnership with project teams can require a concerted effort in
larger organizations. To that end, the company should think about implementing
coordination measures. This can encompass regular meetings between
departments, internal client review sessions, shared data updates and recurring
discussions between people working across functions. When this collaboration

becomes a regularity, it busts silos and makes the workflow smoother.
The Importance of This Phase

Phase | began the transformation of the company from reactionary solutions to
identifying the key gaps. Phase Il takes this momentum a step further by bringing
the structure into relationship management. At this stage, the company starts to
transition from a reactive system to a proactive one. These efforts lead not only
to greater client retention, but also to scaleable growth. This investment today in
coordination practices and shared routines—such as planning protocols and
regular discussions across departments—will enable the company to manage its

expanding client base with ampleness in the future.

5.4 Phase 3 - Growth and Long-Term Development

The third phase of the proposal focuses on the long-term growth and more
strategic tools and processes for managing key client relationships. Once the
groundwork has been laid and the practice has been integrated within the
organization, focus can then move towards establishing regimented practices

that align with scale, strategy and improvement through time.
The Paper Trail: Relationship Development Plans

This phase starts with pushing teams to take a more strategic view of key client
relationships. In contrast to simply addressing projects in the short term,

relationship development plans can be established and sustained. These plans
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may establish medium- and long-term objectives for each account, key client
priorities, and opportunities for co-development or collaboration. By internally
defining these goals, the company creates alignment in expectations around

shared objectives and breaks away from one-off project delivery.

Involvement of Leadership In Regular Strategic Check-ins

It works on the bases of Senior Level Connections — with a select number of
key clients. For what it is, step 3: scheduling regular strategic conversations
between the client and the company’s executives. They discuss everything from
projects and partnerships to individual value beyond the immediate business
goals. They serve as a signal to the company’s long-term commitment and

create opportunities to adjust services as client needs change.

Monitoring Relationship Performance Over Time

Relationship development is important to track in order to support improvement.
This may comprise both quantitative and qualitative metrics — like client
satisfaction trends, volume of repeat engagements, comments from strategic
discussions, or issues solved. A low-touch reporting structure enables teams to
track progress without adding extra layers of complexity. This information can
also be leveraged over time to discover common patterns and best practices

across multiple accounts.

Why This Phase Matters

This phase completes the transition from delivering the project to maintaining
the long-term relationship. It brings a strategic element to being client facing
and provides the agency with tools to grow alongside its clients. With foresight,
senior-level engagement, and performance tracking, the company can better
focus on bolstering loyalty, repeat business, and expansion opportunities, with

its most valuable customers.
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The phased action plan outlined in the previous sections is summarized in Figure

5.4. Each phase includes a series of targeted actions designed to strengthen

client relationships over time. The table also highlights the expected outcomes,

relevant conceptual frameworks drawn from the literature, and the suggested

implementation timeline. This structured roadmap translates insights from both

interviews and the current state analysis into an actionable strategy.

BUILDING PROPOSAL

Objective: To propose approaches for building long-term relationships with key clients.

STRATEGIC PLAN FOR BUILDING LONG-TERM RELATIONSHIP WITH KEY CLIENTS

Step 1: Assign Key Account Managers
(KAMs)

Step 2: Implement CRM & Al-Driven Data
Tracking

Phase 1: Foundation
Setup

Step 3: CEO-Client Strategic Meetings

Step 4: Develop Client-Specific

Engagement Plans

G EH PRS2 A Step 5: Introduce Co-Engineering
Differentiate Solutions

Step 6: Secure First Long-Term Contracts

Phase 3: Scale &

Optimize

Faster issue resolution

30% faster response time

Builds trust and long-term
commitment

Improves client satisfaction and
client satisfaction

Reduces project delays, improves
alignment

50% of key clients committed to
structured long-term plans

Trust & Credibility (Maister et al.,
2000)

Strategic Account Management
(Cheverton, 2015)

Data-Driven Relationship
Management (Payne & Frow, 2013)

0-6 Months

Client-Centric Alignment (Mehta et
al., 2016)

Innovation & Differentiation (Kim &
Mauborgne, 2005)

Collaborative Partnerships
(Konrath, 2006)

6-12
Months

Figure 5.4: Strategic Plan for Building Long-Term Relationships with Key Clients

5.5 Implementation Strategy and Dedicated Team Structure

A team structure is suggested for a successful execution of the development

plan. The figure below summarizes this with an implementation logic that begins

with team formation and continues through three phases of action. It also

specifies the proposed roles and responsibilities needed to support all stages.

This facilitates internal ownership, continuity, and a more systematic approach to

long-term relationship development.
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BUILDING PROPOSAL
HOW TO IMPLEMENT?

Dedicated Team
~ Tile  Roles&Responsibilities  Annual Cost

Leads the dedicated team, oversees
Setup dedicated team client relationship strategy, manages
Business Development high-value deals, and ensures business
Director (Team Leader) growth.

Team structure & roles Key Account Manager Manages key clients, builds long-term

(KAM) - Project relationships, negotiates contracts, and
. Manager ensures client satisfaction.
Phase 1 — Foundation SEtup Tracks client data, analyzes trends for
strategic planning, manages CRM
system, and provides insights for
Phase 2 — Strengthen & Differentiate CRM & Data Analyst decision-making.
Ensures smooth technical support &
project execution, provides engineering
Phase 3 — Scale & Optimize Client Technical solutions, and collaborates with
Support production teams.
Manages client loyalty programs,
organizes engagement events, oversees
Sales & Relationship client retention strategies, and handles

Evaluate & Coordinator post-sale support.
Im prove Direct engagement with key clients,
trust-building initiatives, high-level
CEO & Senior negotiations, and strategic decision-
Management making.

Figure 5.5: Implementation Process and Proposed Dedicated Team for Client Relationship

Development

This team is tasked with overseeing and executing the strategic relationship-
building proposal outlined in this chapter. By assigning defined roles and
responsibilities, the company enhances its ability to align efforts across
departments, monitor progress, and continuously improve client engagement

practices.

5.6 Continuous Evaluation and Improvement

In addition to execution, the success of the implementation strategy is
conditioned on learning and adapting the plan as situations evolve. The company
should also focus on ensuring the continuous evaluation of their client relationship

management practices to ensure the sustainability and longevity of that initiative.

Among the key activities in this phase are:
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Monitor KPIs: Identify client KPIs such as satisfaction rate, contract renewal rate,
frequency of engagement, and CRM adoption usage, and use those as

benchmarks to judge the stage of your success.

Routine review cycles: Conduct structured evaluations every three months to
reflect on what was achieved, where the gaps remain, and how practices should

evolve.

Gathering feedback: Establish ways for both clients and in-house staff to provide
feedback on the relationship, including quality of interaction, challenges and

suggestions.

Data utilization to adjust: Use CRM data, Project Dashboard performance, and
lessons learned to inform and improve upon strategies/keep them relevant and

aligned with longer term objectives.

This step helps to keep relationship management proactive and flexible, enabling
the organisation to respond as client expectations and market environments
evolve. More critically, it helps institutionalize a culture of continuous learning and

improvement intrinsic to successful strategic client engagement.

To conclude, the development proposal presented in the previous chapter was
shaped directly by the specific needs of The Case Company and aligned with the
company’s day-to-day operations. It offers a phased, practical roadmap aimed at
gradually strengthening long-term relationships with key clients. The plan
emphasizes clear responsibilities, structured coordination, and a commitment to
ongoing improvement positioning the company to engage more effectively with

its most strategic and recurring clients.

The following section, Chapter 6, presents how this proposal was validated
through stakeholder feedback and assesses its feasibility for implementation

within the organization.
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6 Validation of The Proposal

This chapter emphasizes confirming the relevance and viability of the
development proposal offered in Chapter 5 inside the case company. The goal
is to evaluate whether the suggested action plan for enhancing long-term
relationships with important clients is relevant in reality and consistent with the

operational reality at the case company.

Development-oriented research depends much on validation since it guarantees
that theoretical suggestions are anchored in the context of execution. Key
stakeholders in Sales, Project Management, Business Development, Production
departments, and Client representative those who would finally be involved
implementing the proposal were given it. Their feedback helped me highlight,

adjust and tuning to finalize and package the proposal.

The chapter advances by first presenting the data collecting technique and
participants (Section 6.1), then thoroughly analyzing stakeholder comments on
the proposal phase and stage (Section 6.2). Section 6.3 then outlines the revised

version of the proposal with changes guided by the validation process.

6.1 Overview of This Data Stage

This chapter emphasizes confirming the first development plan given in Chapter
5. Collecting internal stakeholder input helped to evaluate its viability and fit with
the company's operational environment. This phase is essential in validating if
the suggested three-phase roadmap: Foundation Setup, Strengthen &
Differentiate, and Scale & Optimize, is both relevant and appropriate within the

organizational structure and cultural context of the case company.

A qualitative feedback session involving Sales, Project Management, Business
Development, and Production department personnel helped to guarantee
relevance. These units were chosen because they directly engage with clients

and are in charge of developing and sustaining long-term connections. The nine
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suggested action steps throughout the three phases were presented to the
participants, who then requested open-ended comments on clarity, practicality,
priority, and implementation issues. Their answers were recorded and examined

to modify and improve the idea correspondingly.

Managing change also required this data stage: it provided key departments with
early involvement, hence fostering internal alignment and raising ownership prior
to real implementation. The researcher's insider position at the case company
guaranteed comments collected reflected real everyday operational issues and

helped to smooth this session's facilitation.

6.2 Feedback Received and Corrections to Initial Approaches

The internal validation session yielded significant insights from stakeholder
viewpoints. The response affirmed the fundamental significance of the idea while
presenting multiple concrete recommendations to enhance its practicality during
implementation. The following is a systematic overview of the comments from
department representatives, categorized by the three suggested stages and their

respective action steps:

Step 1: Assign Key Account Managers Sales Manager: We need clear ownership of client relationships across
(KAMs) stages.

COESEE TRV step 2: Implement CRM & Al-Driven Data  Production Manager: Client history and feedback are stored across Excel
Setup Tracking files, emails, and messages. We need one shared tool.

Step 3: CEO-Client Strategic Meetings Project Manager: It gives a sense of commitment.

Step 4: Develop Client-Specific Engagement BD Director: Some clients expect frequent updates, while others prefer
Plans hands-off updates. A one-size-fits-all model doesn’t work for us.

Phase 2: Strengthen & Client Representative: Involving clients early in design helped us avoid last-
Differentiate Step 5: Introduce Co-Engineering Solutions minute changes on two major projects last year.

Step 6: Secure First Long-Term Contracts Sales Manager: Lack of framework to offer.

Step 7: Expand Multi-Year Contracts to 75%| BD Director: When we have a stable forecast, we can negotiate better raw
of Key Clients material prices. Long-term contracts make this possible.

Phase 3: Scale & iStep 8: Launch Client Loyalty & After-Sales | Project Manager: After the project ends, there’s no system to check if
Optimize iSupport clients are satisfied unless they complain.
IStep 9: Leverage Al & Automation for Production Manger: We have applied the SPM software to automate
Efficiency reporting and generate actionable insights

Table 6.2: Summary of Stakeholder Highlight Feedback
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The validation session helped refine assumptions made in the original proposal
and addressed concerns about accountability, system readiness, and execution
complexity. Several stakeholders also emphasized the importance of starting with

a focused pilot before a company-wide implementation.

6.3 Summary of “Final” Proposal

The validation method strongly supported the three-phase structure of the
development proposal. Although the strategic level of the plan stayed same, it
was changed to enhance operational viability, define roles, and give some tasks

priority depending on organizational readiness.
The most important changes to the initial proposal are:

Clarification of responsibility and ownership: Assigning department-specific
duties to guarantee that every action step has a defined point of contact. For
instance, Sales will handle contract development while the Business

Development department will supervise customer engagement strategy.

Including digital technologies and centralized CRM: Feedback underlined that a
common platform is necessary for implementation to succeed. CRM usage and

automatic tracking through SPM software were thus included into several stages.

Including internal processes: To guarantee internal alignment, steps like internal

start meetings for each client and ongoing performance reviews were included.

Pilot-first strategy: A staggered implementation starting with a limited number of
important clients was suggested instead of using all actions at once. This lets

the case business test, learn, and improve before more general distribution.

In summary, the last version of the development plan is now more anchored in
the operational setting of the case company. Both academic frameworks and
actual practitioner feedback enhance their practicality and probability of
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acceptance. The next chapter offers more suggestions for its execution and next

step recommendations.

7 Analysis of Current Client Relationships
Management of The Case Company

This chapter brings together the key outcomes of the research and provides a
broader reflection on the final proposal developed for the case company. Building
upon the findings from the current state analysis, literature review, development
proposal, and stakeholder validation, it offers a consolidated perspective on how
long-term client relationships can be strengthened in the custom-made steel

fabrication industry.

This chapter's structure is logically flowing: Section 7.1 links the last conclusions
to the first study goals and summarizes them. While Section 7.3 considers the
credibility and constraints of the study process by means of a systematic self-

evaluation, Section 7.2 describes feasible next actions for execution.

7.1 Executive Summary

This thesis aimed to develop a reasonable and practical road plan for
strengthening long-term connections with important clients at the case company.
The study started by finding important problems in the current client relationship
management procedures using both internal information and theoretical insights.
Among these were scattered client ownership, no single CRM system, and no

follow-up following project delivery.

A planned three-phase proposal was created by means of a design-based
research approach and then confirmed with internal stakeholders. Their
comments supported the fundamental concept and provided ideas for pragmatic

enhancements.
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Specific, focused actions in the last proposal handle the initial
challenges:

e A transparent, step-by-step road map encouraging progressive adoption
within the company.

e Customizable engagement strategies fit for various customer

requirements.
¢ Recommendations for improving collaboration and internal alignment.
e Systems and tools for better client tracking and data consistency.

Implementing this plan would help the case company to move from project-based,
short-term contacts to longer-term, value-driven connections. This strategic shift
improves operational efficiency and planning stability as well as customer
retention and satisfaction.

7.2 Practical Next Step Recommendations

Key suggestions in this part help the case firm to transform the validated proposal
into actual changes in client relationship management. These activities are meant

to allow systematic, quantifiable, and sustainable execution:
Create a Committed Client Relationship Team:

e Designate project management, production, and sales cross-

functional team members.

e Designate this group as the executor and owner of every

major account strategy.

Give Pilot Implementation Top Priority:
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e Choose 2-3 strategic customers for a six-month trial.

e Use the whole three-phase system and gather input both
during and after.

Create and Include CRM Systems:

e Combine customer information onto one single system.

e Make sure there is departmental access and connect CRM

with reporting tools.

Establish Standard Operating Procedures (SOPSs):

e Record post-project reviews, check-ins, and account launch

activities.

e Establish obvious duty and regularity for client involvement.

Include Relationship KPlIs:

e Monitor indicators including complaint resolution time,

satisfaction ratings, and client retention.

¢ Monthly reviews by senior management should be done

using dashboard reporting.

Create Feedback Loops:

e Create debrief meetings following delivery and feedback

forms.
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e Apply knowledge to change procedures and predict

customer demands.
Match Executive Assistance:

¢ Involve senior executives in strategic conferences with

important customers.

e Strengthen company-wide dedication to long-term

partnership objectives.

Acting on these next stages will help the case company to transition from
validation to execution with more confidence and organization. These actions
also lay the groundwork for ongoing model iterative improvement and long-term

assessment throughout time.

7.3 Self-evaluation of Thesis Project Credibility

This part offers a reflective evaluation of the general validity, constraints, and
worth of the thesis project. The goal was to create a development plan to assist
the case company enhance long-term relationship management with important
clients. The subsequent assessment describes the methodological advantages

and pragmatic limitations experienced throughout the research procedure.
Advantages:

The study included a mix of internal interviews, document analysis, and
validation meetings with stakeholders. By including ideas from several

departments, this multi-source strategy strengthened the validity of results.

The researcher's participation inside the case company provided direct access to

internal processes, historical project data, and interdepartmental communication.
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This insider perspective helped to better grasp operational issues and made the
suggested solution more feasible.

Key sales, production, project management, and business development officials
first examined the suggested concept. Their approval made the proposal more

pertinent and practical in actual use.

The concept is based on academic research, including theories on trust, strategic
account management, customer involvement, and distinction. This theoretical
basis guarantees that the suggestion is not only feasible but also backed by

proven studies.

Drawbacks:

The study was mostly on internal viewpoints; just one outside client was
interviewed because of confidentiality and time limits. The suggestion might be

strengthened even more by a more extensive client-side validation.

Some internal interviews were held online, which would have constrained the
depth of conversation and lowered non-verbal communication signals that could

offer more information.

Though the plan is strategically structured, some implementation aspects—such
as budget needs, KPIs, and task owners—stay high-level and will need more

specificity during execution.

Trustworthiness and Involvement

Notwithstanding these constraints, the initiative follows the tenets of legitimate
business research. It obviously states the study goal, uses a methodical and
open approach, and produces results that are pertinent and useful. Stakeholders
helped to co-create the idea, which was then validated by means of real-time
input, so enhancing its preparedness for pilot deployment.
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Ultimately, the thesis offers a fair combination of academic knowledge and
practical reality. It gives the instance company a reasonable basis to strengthen

customer interactions and increase long-term commercial sustainability.
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Appendices
Appendix 1: Interview Notes from Current State Analysis

A methodical overview of interview questions from the present state
analysis stage is provided in this appendix. Organized around major
emphasis areas established from the conceptual framework, the questions
were meant to gather internal and external stakeholder insights on the client

relationship practices of the example organization.
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Interview

Follow-up

Layer Focus Area : Stakeholder Objective Answer 1 . Answer 2 Case Studies Notes
Question Question
We involve
How do you To assess how both Based on
. . How do you :
respond to problems are  engineering S impact to
. prioritize under : . . .
unexpected solved inreal and sales delivery. Fixed design  Quick
L . . pressure? .
. Problem- client issues?  Project time. teams. error in 2 days. response, but
Foundation . X N L R A
Solving Culture Ban phan ¢’ng Manager A Dwa vao thoi X ly 16i thiét ké not
PN - i s £ ~ Khi bj ap Iyc N N .
thé nao khi banh gia kha Phoihopkysw , .. | hanvam@c trong 2 ngay. systematic.
; R - N - 5L thi gian thi A A
khach hang gap nang x ly va kinh doanh sao? dod nghiém
sw cb bat ngo? thuc té. dé xa ly ' trong.
nhanh.
What role does
senior Evaluate trust- C
leadership play buildingand ~ CEO VISISIN g id they be '8 CEO helped
- ; key phases ; especially renegotiate
in client executive : more involved? . .
. . . build trust. during change. scope. Positive
. Leadership relationships? . presence.
Foundation Involvernent Client C6 nén tham gia effect on
CEO tham gia panh gia d6 tin O 93P hidy hon Nén, dac biét  CEO ting client loyalty.
PR PN khach dung luc | khi thay doi thwong lwong
theé nao vao cay va hién tao long tin khong? ham vi lai pham vi
cham séc khach dien. 20 fong tin. pham vi. 2l pham vi.
hang?
How do vou Assign leads  What happens
alian intgrnal Assess per project with when there's a Reallocate Project Effective
. Collaboration 9 Project resource support roles. delay? . adjusted mid- .
Foundation : . resources to ; and inform : under tight
with Clients : Manager planning and . phase with L
meet client d bili A . .z ..z .. Clients early. i lianed timelines.
needs? adaptability. Phan vai theo Neéu tré tien dé client aligned.

dw an.

thi sao?
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Layer Focus Area InterV|.ew Stakeholder Objective Answer 1 FOHOW'UP Answer 2 Case Studies Notes

Question Question

Ban diéu phoi banh gia diéu Sap xép lai va Dy an duoc

nguon lwc thé phdi va thich théng bao diéu chinh kip

nao de dap ng nghi. sém. tho.

khach hang?

How do you

gather and use _ Do clients give  Only regular  Client added

client feedback? Understand Thr_ough post honest clients, others suggestions to

feedback project .
. : feedback? hesitate. next phase. Feedback
. Client R loops. reviews. .
Foundation . Ban thuthdp  Sales informal and
Understanding .~ . . N . . Ay o .
va st dung -z N . .. Khach hang c6 Khach than thi Goép y dwoc irregular.
NI Hiéu quy trinh Hop danh gia f Al . . . NS

phan hoi khach han hi sau du an gop ythatlong co, khach méi dwa vao giai

hang nhw thé P : Fan o heng? thi it. doan sau.

nao?

How is a new Evaluate

client onboarding Through email Is it No formal One client

introduced to clarity. and kick-off standardized?  template vet misunderstood Weak
Foundation Client your process?  Project meeting. ' P yet scope. onboarding

Onboarding Manager Danh gia ro . 2 % leads to
. N . S L Co6 quy chuan  Chwa c6é mau . .z . .

Khach hang rang cia quy  Gui mail va Kkhona? chuan Khach hiéu sai confusion.

ma&i dworc tiep trinh khai hop khai dong. g ' pham vi.

can thé nao? dong.

What . .

C . . Identify . Late drawing .

Execution Communication challenges exist Production internal Sales overlook How to improve Shared tools, update caused Critical

Gaps

between sales
and production?
Giao tiep gitra

Manager

bottlenecks.

tech risks.

communication? weekly sync.

rework.

internal issue.
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Layer Focus Area InterV|.ew Stakeholder Objective Answer 1 FOHOW'UP Answer 2 Case Studies Notes
Question Question
kinh doanh va Xac dinh diém Kinh doanh Céi thién giao Dung cong cu Ban VE cap
san xuat c6 kho nghén giao khong ré ky tiep bang cach  chung va hop nhat tré gay
khan gi? tiep. thuat. nao? dinh ky. lam lai.
What makes Understand Fast reply, Doc_ument Finished project
clients happy . expert clarity and
: . technical What should be early due to
Strong with engineers? knowledge. : follow-up. ; :
. d strength. improved? engineers. Well-received
Execution Technical by clients
Investment Diéu gi khién 2 ... . Phan hoi s aaoo Tailiéu va s :
khach hang hai Hieu gia triky  ponh, chuyen CaN CaItNIEN 617 4 d6i chua 102N thanh
N fi ) thuat. a4 A ~ som nho ky suw.
Iong voi ky sw? mon tot. dong bé.
\r/v\alg Oolﬁsible for Clarify roles in Shared Should we have I(;Ici)gr?t-tceorrr:;used
Ionp-term client account between sales dedicated Yes, improves with multiole
9 and PMs. KAMs? consistency. P Ownership
. Account care? management. contacts.
Execution . NN unclear leads
Ownership Development Lam rG vai tro Chia sé gita C6 nén cé ngudi C6, sé don «. z. todelays
Ai phy trach quan Iy khach > gire n co nguot £0, 9 Knéch béi rdi ys:
: . . N sales va quan phu trach chinh  bd hon. AP -
cham soc khach hang. ' du 4n Khona? vi nhiéu ngudi
hang lau dai? y dw an. gt lién he.
How do . Are these Depends on
departments Review cross-  Mostly through meetings chair and Case of late .
. department weekly . Meetings not
. Internal coordinate : ) effective? agenda. procurement
Execution . . ) collaboration. meetings. Hop always
Collaboration  during client . £ . S flagged at
delivery? Cac Xem xetphoi - dinh ky hang Céc cudc hop c6 Tuy ngudi chd meetin followed up.
y: hop ndibd.  tudn. 2C nop yng 9-

phong ban phéi
hop thé nao khi

hiéu qua khéng? tri va ndi dung.
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Interview

Follow-up

Layer Focus Area : Stakeholder Objective Answer 1 . Answer 2 Case Studies Notes
Question Question
trién khai cho Mua hang tré
khach? dwogc phét hién
Kip thoi.
How do you
ensure Examine Rely on Feedback
. X X Is that enough  No, needs i
consistent delivery experienced " varies by team
: : ) . for scalability?  systems too.
. service quality? consistency.  project leads. lead.
. Service . Too person-
Execution . Client A 2 R N
Consistency . 2 . e . ... Nhw vdy co m& Khong, can - a1 dependent.
Lam sao dé Danh gia mirc Dwa vao ngudi . N R Phan hoi khac
< N £ Z . . >~ rdng duwoc thém hé
dam bao chat on dinh khi phu trach giau R P nhau theo
. oA khong? thong. 2
quo’ng phuc vu phuc vu. kinh nghiém. nguwoi quan ly.
dong deu?
HOW do you Internal review Should we Missed root
improve based Understand . ) - .
. . but rarely involve clients  Yes, for joint  causes without
on past project learning loops. . SN
: shared. too? improvement. client input.
Execution Feedback lessons? Quality . Improvement
Integration Manager Hiéu céach cai . . LA sy L 22 A . .. Stays internal.
i A s Danh giandi  Co nén hdiy Cé,décung Khbéng co gopy
Rt kinh nghiém thién tr thwe P % . N AT a2
N . . £ b, it khi chia  kién khach hang cai thién. nén bo sot
t dw an trre e sé khong? nguyén nhan
thé nao? ' g guy '
Are there long- No clear . .
Strategic term plans for  Business Check. roadmap yet. Wher_e to begm Group clients No long-term  Major gap vs.
; . . strategic Y DA planning? Bat by type, .
Growth Planning key clients? C6 Development Chua co ké PO ; roadmap on competitors.
X . roadmap. z dau tr dau? assignroles. .
ké hoach dai .2 £ hoach cu thé. ~ " file. Chwa c6 tai
Kiém tra ke Phan nhém

han cho khach
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Layer Focus Area InterV|.ew Stakeholder Objective Answer 1 FOHOW'UP Answer 2 Case Studies Notes
Question Question
hang trong yéu hoach chién khach va phan liéu chién lwoc
khéng? lwoc. vai. chinh thtre.
Do you group Evaluate Would value- . s
clients based on market ley by h based grouping Yes, can focus Mlssgﬂ fo!:;)w
. otential? targeting. Industry at the help? efforts better. P wit mid- Strategy not
Client P Keti moment. value clients. i
Growth Segmentation A . Marketing . oA . L . A aligned to
C6 phé&n nhom banh gia phan | .. —— Nhom theo gid  C0, sé tap 2 . . growth.
. Y , < Hién chi chia A Bo sét khach
khach theo tiem khuc khach theo naanh tri c6 giup ich trung hon. Am trun
nang khong? hang. 9anh-— hong? 9
What data do Understand Mainly contact .
you track about CRM and history and Do we use this No, more for CRM
clients? analytics deals for planning? reportin underused for
CRM & ' YHCS. ' P g strategy. Potential
Growth Analytics . Sales 2 . s . Dung divliégudé |, . 2 oz underutilized.
Ban theo d&i Hiéucdongcu Chuayeulalién 7~ i Khéng, chi dé x
" AN ~ s I lap ké hoach L9 CRM chwa ho
thdng tin gi vé theo ddi va hé va don Khong? béo céo. tro chién lwoc
khach hang? phan tich. hang. g : )C.
How do we add Assess hon- Speed,_ . Is this clearly A client chose
value beyond . customization, ;
. price value communicated? Not always. us over Need better
price? ; transparency.
Long-Term . delivery. cheaper offer.  value
, Client A N i1 .
Growth Value Creation NOOAi 0id ca. ta Nhanh. linh Dieu nay co Khéng phai luc proposition
goaigia ca, | Danh gia gia tri . duwoc truyén dat nao cling ré. Khach chonta clarity.
mang lai gia tri Lo Y hoat, minh A N
ngoai gia ca. ré khéng? du gia cao hon.

gi cho khach?

bach.
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Appendix 2: Co-Creation Development Meetings Summary

This appendix summarizes the key takeaways from individual meetings to

co-create the potential solutions:

Discussion Incorporated
Topic Stakeholder(s) Key Takeaways Adjustments
“Concern over The proposal now includes
Internal role Sales Manager, | i . t dedi q
clarity BD Director unclear client assignment of dedicate
ownership” KAMs by client type.
CRM and Production “Current tracking is CRM system integrated to
engagement  Manager, Sales  fragmented and unify data and automate
tracking Manager need shared tool.” engagement tracking.

Client-specific
engagement
styles

Project Managers,
BD Director

“Varying
expectations from
clients”

Action plan includes
customizable
communication frequency
per client.

. . “Late design Added a step for co-
Design-phase Project Manager, . . .
: . . changes cause engineering sessions

collaboration  Engineering , . :

delays. during early project stages.
Strateqic “Direct leadership  CEO-client meetings are
; 9 BD Director presence boosts formalized at kickoff and
involvement : ) i . ; )

client confidence. major review milestones.
Long-term “Lack of structure for ntroduced long-term

contracting

Sales, Finance

long-term offers.”

contract templates with
incentives.

Post-project
follow-up

Project Manager,
Client Support

“After-sales
touchpoints were
unclear.”

Loyalty checks and post-
delivery feedback now
embedded in process.




Appendix 3: Stakeholder Feedback and Validation Notes

Summarized in this appendix is the input gathered from stakeholders during
the validation phase of the proposed client relationship development
strategy (Gate 6). Due to scheduling constraints that precluded workshop
facilitation, a series of organized one-on-one encounters held online and in
person generated the comments. Participants came from five main
stakeholder groups inside the Case Company and the Client
Representative:

1. Business Development Director:
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e Agreed on the urgent need for a formal strategy; highlighted lack of long-

term vision and overlap in client responsibility.

e Strongly supported the phased roadmap, especially the CRM and
segmentation strategies.

e Prioritize piloting the plan with existing loyal clients.

2. Sales Managers:

e Acknowledged inconsistency in communication practices and lack of
dedicated account ownership.

e Supported appointing KAMs and establishing engagement plans.

e Provide training for account managers to standardize approach.

3. Project Managers:
e Agreed that technical collaboration with clients exists but is informal.
e Approved co-engineering ideas and feedback loops.

o Create templates for technical reviews with clients.
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4. Production Managers:

Emphasized communication gaps between production and sales, leading
to rework.

Supported CRM usage and regular cross-functional meetings.

Include production reps in early-stage planning with clients.

5. Key Clients (1 Interview):

Appreciated quick problem-solving but found service experience
inconsistent.

Confirmed interest in closer collaboration and communication.

Assign a clear single point of contact and regular update routines.



