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Abstract 

This paper reflects on business-development and customer-acquisition 

activities in the context of Appan Tech Pvt. Ltd., drawing only on the 

author's internship observations and experience. It discusses practical 

stages such as lead generation, prospect qualification, requirement 

discovery, service presentation, objection handling, follow-up, and 

customer engagement. The paper uses a descriptive, reflective approach to 

organise these experiences alongside relevant marketing concepts. No 

formal survey, structured interviews, verified sales dataset, or audited 

company-performance figures were supplied for this manuscript. 

Accordingly, the discussion is not presented as a systematic empirical 

evaluation, and it does not claim to establish causal relationships or 

measurable effects. The paper offers practice-based reflections and 

tentative recommendations that may be useful for organising customer-

acquisition work. Any future journal submission should clearly describe the 

actual observation process, protect confidential information, and follow the 

target journal's requirements for case-based or reflective articles. 
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1. Introduction 

Business development connects market opportunities with customer relationships and potential revenue. In digital-

service markets, a prospective customer may find it difficult to evaluate an intangible service before purchase. Clear 

explanations, evidence of capability, relevant demonstrations, and responsive communication can therefore help 

customers assess whether a service fits their needs. 

This paper uses Appan Tech Pvt. Ltd. as its business context and examines the sequence of activities commonly 

involved in customer acquisition: prospect identification, initial contact, qualification, requirement discovery, service 

explanation, proposal development, objection handling, follow-up, and conversion. Company-specific conclusions 

should be interpreted only to the extent that they are supported by documented observations or records. 

1.1 Problem Statement 

Digital-service providers may fail to convert potential customers when leads are poorly qualified, customer 

requirements are not fully understood, value propositions are unclear, or follow-up is inconsistent. The central 

problem addressed here is how business-development activities can be organised into a systematic, customer-oriented 

acquisition process. 

How to Cite this Article: 

Kamatkar, R. (2026). Business Development and 

Customer Acquisition at Appan Tech Pvt. Ltd.. 

International Journal of Creative and Open 

Research in Engineering and Management, 

<i>02</i>(10), 1-9. 

https://doi.org/10.55041/ijcope.v2i10.158  

License:  

This article is published under the terms of the 

Creative Commons Attribution 4.0 International 

License (CC BY 4.0), which permits unrestricted 

use, distribution, and reproduction in any 

medium, provided the original author(s) and the 

source are credited. 

© The Author(s). Published by International 

Journal of Creative and Open Research in 

Engineering and Management. 

    

   https://doi.org/10.55041/ijcope.v2i10.158 

 

https://ijcope.org/


International Journal of Creative and Open Research in Engineering and Management    

ISSN: 3108-1754 (Online) 

Volume 02 Issue 10 October-2026 | Impact Factor: 3.5 

 

© 2026 The Author(s). Published by IJCOPE Journal. Website: https://ijcope.org/                                                                                                              2 

 

1.2 Research Objectives 

• To describe the main stages of business development and customer acquisition for digital services. 

• To identify factors that may influence prospect engagement and progression through the sales process. 

• To examine the practical roles of consultative selling, follow-up, trust, and relationship management. 

• To propose actionable improvements to lead management and customer retention. 

2. Literature Review 

Relationship marketing highlights the importance of trust, cooperation, and ongoing interaction between 

organisations. Anderson and Narus (1990) developed a model of working partnerships between distributors and 

manufacturers, showing why business relationships should be understood beyond isolated transactions. Although their 

setting is channel partnerships, the broader emphasis on cooperation and relationship quality is relevant to customer-

facing business development. 

Kumar, Rajiv, and Jeuland (2001) examined the effectiveness of trade promotions and the factors affecting their pass-

through to retail behaviour. Their work illustrates the importance of assessing marketing activities in relation to 

behavioural and commercial outcomes rather than treating exposure alone as evidence of effectiveness. 

In service contexts, intangibility can make it harder for customers to judge quality before purchase. Requirement 

discovery, clear benefit explanations, demonstrations, credible examples, and reliable follow-up can help reduce 

uncertainty. For digital services, these practices can support customers as they compare providers and decide whether 

a proposed solution addresses their needs. The literature therefore provides a rationale for analysing the sales journey 

as a connected process. 

2.1 Research Gap 

Relationship marketing and promotion research offer useful theoretical foundations, but a practical, process-level 

account of how lead qualification, requirement discovery, service presentation, and follow-up fit together can be 

valuable for small and medium-sized digital-service businesses. This paper proposes such a framework for examining 

the journey from initial lead to post-sale relationship. 

3. Research Methodology 

This manuscript uses a reflective, practice-based approach based on the author's internship observations and 

experience. No formal survey, structured interview dataset, or verified company sales/CRM dataset is available for 

this version. The observations were not recorded through a documented sampling protocol or a standardised research 

instrument, so the paper does not claim statistical representativeness. The author should add the actual internship 

period and describe the kinds of activities personally observed, but only where those details can be accurately recalled 

and reported. Confidential company information and any personal data must not be disclosed without appropriate 

permission. 

Research element Current manuscript status / information needed 

Research design 
Reflective, practice-based discussion drawing on 

the author's internship observations. 

Study context 
Appan Tech Pvt. Ltd.; verify company description 

and permission to identify it. 

Data sources 
Author's internship observations and experience 

only; no formal dataset supplied. 

Sample and participants 
Not applicable as a formal sample was not collected 

or documented. 

Data-collection period 
Not specified in the materials provided; add actual 

dates only if known. 
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Analysis method 
Qualitative reflection and conceptual process 

mapping; no statistical analysis. 

Research ethics and consent 

Confirm company permission and any relevant 

institutional requirements before external 

publication. 

4. Conceptual Framework 

Lead Generation → Qualification → Requirement Discovery → Service Presentation → Objection Handling → 

Follow-up → Conversion → Satisfaction → Retention / Referral 

The framework treats acquisition as a sequence of connected stages. Lead quality and qualification may influence 

whether a prospect is suitable for the service. Requirement discovery informs the relevance of the service 

presentation. Follow-up can help answer questions and maintain continuity, while post-sale service and relationship 

management may contribute to satisfaction, retention, and referrals. These are proposed relationships and should not 

be described as empirically confirmed without supporting data. 

• Proposition 1: Lead qualification may help identify prospects whose needs fit the service. 

• Proposition 2: A service explanation tailored to customer requirements may be more relevant to prospects. 

• Proposition 3: Timely follow-up may support continuity in customer communication. 

• Proposition 4: Trust and clear communication may support customer confidence. 

• Proposition 5: Satisfactory service experiences may encourage repeat business or referrals. 

5. Analysis and Discussion 

From a practical perspective, lead volume alone may not explain the quality of business-development work. A team 

could review the progression of prospects through the sales process and record where delays, unanswered questions, 

or objections arise. These are recommendations informed by the conceptual framework, not verified findings about 

Appan Tech Pvt. Ltd. No company-specific lead counts, conversion rates, or retention figures are reported because 

verified records were not supplied. 

5.1 Customer Decision Factors 

Factor Potential relevance to digital-service purchasing 

Service relevance The proposed service should address the customer's 

stated need. 

Price and value Customers may compare expected benefits with 

total cost. 

Trust and credibility Credible explanations and evidence may reduce 

uncertainty. 

Demonstrations and portfolio Examples of capability may help customers 

evaluate an intangible service. 

Response and follow-up Timely communication can maintain continuity and 

answer unresolved questions. 

6. Practical Implications 

• Use a consistent lead-qualification checklist covering customer need, service fit, budget where relevant, 

decision-making authority, and timeline. 

• Maintain a simple customer relationship management (CRM) pipeline recording the current stage, last 

contact, next action, and expected decision date. 
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• Use consultative selling: ask questions, confirm the customer's needs, and then explain how the service may 

address them. 

• Use accurate demonstrations, case examples, service descriptions, and proposals to make the offering easier 

to evaluate. 

• Agree on an appropriate follow-up schedule and record reasons for lost opportunities where this information 

is available. 

• Track clearly defined indicators such as leads, qualified leads, meetings, proposals, conversions, conversion 

rate, repeat business, and referrals. 

• Review customer feedback after purchase and use it to improve service delivery and relationship 

management. 

7. Limitations and Future Research 

This paper is limited to the author's internship observations and experience. The observations were not supported by a 

formal sample, standardised instrument, or verified company dataset, so they cannot be generalised to all employees, 

customers, or digital-service businesses. The manuscript should be understood as a reflective practice-based 

discussion rather than a completed empirical research study. Future work could, subject to company permission and 

appropriate ethics procedures, use structured interviews, customer surveys, or anonymised sales-funnel records to 

investigate the proposed relationships. 

8. Conclusion 

This reflective paper organises internship-based learning about business development and customer acquisition at 

Appan Tech Pvt. Ltd. around lead qualification, requirement discovery, service presentation, follow-up, and 

relationship management. It proposes that a consistent process and clear records may help teams review customer 

progress and improve their approach. Because the paper relies on internship observations and does not include a 

verified dataset, these points should be read as practical reflections and recommendations, not as measured company 

outcomes. Further research with documented methods and appropriate permissions would be needed to evaluate their 

effectiveness. 

Declarations 

Ethics approval and consent to participate. The author must confirm whether this work involved human 

participants or identifiable personal data and report any required ethics review and consent. Do not submit this 

declaration without verification. 

Consent for publication. The author must confirm whether consent for publication is required, particularly for 

identifiable participant information or confidential company material. 

Data availability statement. No underlying dataset is described in the material supplied for this draft. Replace this 

statement with the actual data availability details, including a repository link if data have been deposited, or an 

accurate explanation of restrictions. 

Funding. The author must confirm the actual funding status. If no funding supported the work, state: “This work 

received no specific funding.” Use only if true. 

Competing interests. The author must disclose any competing interests. If none exist, state: “The author declares no 

competing interests.” Use only if true. 

Author contributions. Ram Kamatkar: confirm the roles actually performed (for example, conceptualization, 

investigation, methodology, and writing—original draft). Do not include roles that do not reflect the author's work. 

Acknowledgements. Add acknowledgements only for people or organisations who contributed and have agreed to be 

acknowledged; otherwise remove this subsection. 

https://ijcope.org/


International Journal of Creative and Open Research in Engineering and Management    

ISSN: 3108-1754 (Online) 

Volume 02 Issue 10 October-2026 | Impact Factor: 3.5 

 

© 2026 The Author(s). Published by IJCOPE Journal. Website: https://ijcope.org/                                                                                                              5 

 

Use of generative AI. Follow the journal's current AI policy. Disclose any AI assistance in manuscript preparation if 

required, and ensure the author has verified all claims, citations, and final wording. 

References 

Anderson, J. C., & Narus, J. A. (1990). A model of distributor firm and manufacturer firm working partnerships. 

Journal of Marketing, 54(1), 42–58. 

Kumar, N., Rajiv, S., & Jeuland, A. (2001). Effectiveness of trade promotions: Analyzing the determinants of 

retail pass-through. Marketing Science, 20(4), 382–404. 

 

•  

https://ijcope.org/

	1. Introduction
	1.1 Problem Statement
	1.2 Research Objectives

	2. Literature Review
	2.1 Research Gap

	3. Research Methodology
	4. Conceptual Framework
	5. Analysis and Discussion
	5.1 Customer Decision Factors

	6. Practical Implications
	7. Limitations and Future Research
	8. Conclusion
	Declarations
	References

