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ABSTRACT

Business development in business-to-business (B2B) information-technology services is often judged by activity counts such as calls made and emails sent. This
paper asks how such activity translates into meaningful client-acquisition progress. It reports a descriptive, single-case study drawn from an approximately three-
month on-the-job training (26 March to 19 June 2026) in the business-development function of a digital transformation and IT staff augmentation firm based in
India. The evidence comprises participant observation, activity records (about 1,000 calls, 1,500-2,000 emails and 67 client interactions) and secondary industry
and company sources. The observations suggest that outreach volume creates coverage but does not by itself create opportunity: progress depended on lead quality,
correct identification of the decision-maker, personalised messaging, structured requirement discovery and disciplined follow-up. The paper organises these
observations into a Reach—Relevance-Relationship framework, links it to customer-oriented selling, adaptive selling and relationship marketing theory, and
proposes practical measures including lead segmentation, CRM-based follow-up tracking, role-specific messaging and quality-based performance metrics. Because
the study is descriptive and contains no conversion or revenue data, its findings are offered as practice-based propositions for further testing rather than as statistical
generalisations.
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1. Introduction

India’s technology sector is large, export-oriented and increasingly shaped by artificial intelligence, cloud computing, analytics and cybersecurity.
NASSCOM'’s 2026 strategic review places industry revenue at roughly US$315 billion for FY26, with direct technology employment approaching 6
million people (NASSCOM, 2026). In such a crowded market, a service provider’s growth depends not only on delivery capability but also on how
effectively it finds, approaches and converts suitable clients.

For IT services the ‘product’ is intangible and often customised, so the early stages of the customer journey (identifying prospects, communicating
relevance and building trust) are where marketing and sales overlap most closely. Yet day-to-day business-development work is frequently evaluated
through activity indicators, and the relationship between those indicators and real opportunity is rarely examined in practitioner accounts.

This paper addresses that gap through a practitioner-based case study. Its central question is: how do outreach volume, lead relevance and relationship-
building together shape client-acquisition progress in B2B IT services? The contribution is threefold: (i) a structured description of the front-end business-
development process in an Indian IT services firm; (ii) a Reach—Relevance—Relationship framework that interprets the observations through established
selling and relationship-marketing theory; and (iii) a set of practical recommendations for lead segmentation, follow-up tracking and performance
measurement.

The rest of the paper is organised as follows. Section 2 reviews the relevant concepts, Section 3 describes the sector and organisational context, Section
4 sets out objectives and method, Section 5 reports observations and findings, Section 6 discusses challenges, Section 7 develops the framework and
recommendations, and Sections 8 and 9 present limitations and conclusions.

2. Conceptual background
2.1 Business development, lead generation and the acquisition funnel
Business development covers the identification of opportunities and the building of relationships that can create future business, which makes it broader

than immediate selling. Lead generation is the part of that process that identifies organisations or individuals with a possible need, and lead qualification
separates relevant opportunities from low-fit contacts on dimensions such as need, authority, timing, budget and strategic fit. A B2B acquisition funnel
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is commonly described as moving from awareness and interest through qualification, requirement discovery, evaluation and proposal to conversion and
expansion. In IT services this movement is not strictly linear, because an opportunity can step backwards when technical feasibility or budget timing
changes. Calls and emails are therefore best treated as leading activity indicators rather than outcomes.

2.2 Customer-oriented and adaptive selling

Customer-oriented selling emphasises understanding the buyer’s needs and creating value rather than applying pressure; the SOCO scale operationalised
this orientation for salespeople (Saxe & Weitz, 1982). Adaptive selling describes the adjustment of the sales approach to the customer and the situation
(Spiro & Weitz, 1990). Both ideas are especially relevant where, as in IT services, a technical founder, a CTO, an HR head and a business owner may
each evaluate the same offer very differently.

2.3 Relationship marketing

Relationship marketing stresses trust, commitment and long-term value over isolated transactions. The commitment-—trust theory identifies trust and
commitment as central to successful relationships (Morgan & Hunt, 1994). Because IT projects can involve sensitive data, system integration, multiple
stakeholders and long decision cycles, the quality of early interactions can influence later relationship outcomes.

2.4 Service marketing mix and digital selling

The extended 7Ps (product, price, place, promotion, people, process and physical evidence) are widely used to analyse service firms (Booms & Bitner,
1981). In technology services, people, process and physical evidence such as certifications and credentials carry particular weight in the buyer’s perception
of risk. Recent studies of social selling and B2B digital content marketing also highlight the value of insight generation, customer centricity and journey-
stage relevance in digital prospecting

3. Sector and organisational context
3.1 The Indian IT services sector

The sector spans IT services, business process management, engineering research and development, software products, data and Al, cybersecurity and
global capability centres. Demand is driven by enterprise modernisation, cloud adoption, Al implementation, cybersecurity requirements and the need
for flexible technology talent. A Porter-style assessment (Porter, 1979) suggests high competitive rivalry and high buyer power, moderate threats from
new entrants and substitutes (in-house teams, freelancers, automation), and moderate-to-high supplier power because specialised talent can be scarce. For
a mid-sized provider, price alone is therefore an unreliable basis for differentiation; responsiveness, specialisation and credible delivery matter.

3.2 The case organisation

The case organisation is a private digital transformation firm that, according to its own published information, offers generative Al, business intelligence
and analytics, web and mobile application development, cybersecurity, and IT staff augmentation or talent-as-a-service. The company states that it serves
75+ global clients, holds ISO 9001:2015 and ISO 27001:2022 certifications, and has a presence in India, the UAE, the USA and the UK (POSCIG
Technologies, n.d.). These are company-stated claims and were not independently verified. Its staff augmentation model is described as onsite, remote,
project-based or dedicated-team, delivered through discovery, sourcing, screening, onboarding and continuous improvement. A broad portfolio creates
several entry points for prospecting but also increases the need for clear segmentation and service-specific messaging.

4. Objectives and method
4.1 Objectives

» To describe the business-development process followed in an IT services and digital transformation firm.
» To examine the roles of cold calling, email outreach and digital prospecting in B2B lead generation.
» To understand how client interaction, requirement understanding and follow-up support client acquisition.

» Toexamine IT staff augmentation as a service proposition and identify process-level improvements for lead quality and relationship management.
4.2 Research design
The study is a descriptive, experiential single-case study (Yin, 2018) in which the researcher was a participant-observer in the business-development

function during an on-the-job training from 26 March to 19 June 2026. Reflective practitioner accounts of this kind are close in spirit to autoethnographic
approaches (Ellis, Adams, & Bochner, 2011). Primary evidence consists of direct participation, field observations, a weekly learning diary and activity



International Journal of Research Publication and Reviews, Vol 7, Issue 10, pp 8992-8997 October, 2026 8994

records. Secondary evidence comes from the company’s public website and from industry and academic sources. The unit of observation is the prospecting
activity or prospect interaction, and the sampling was purposive and operational rather than survey-based.

4.3 Tasks, tools and ethics

The tasks covered prospect and decision-maker research, cold calling, email outreach, LinkedIn and Sales Navigator-based account research, follow-up,
requirement understanding, client meetings and support for staff augmentation opportunities. Apify-based workflows were used for prospecting where
appropriate, and exposure to paid digital acquisition (Google and Meta advertising) gave additional context. No client names, contact details, commercial
terms or confidential performance data are disclosed, and no conversion rate or revenue figure is reported because none was available to the researcher.

5. Observations and findings
5.1 Activity profile

Table 1 summarises the activity recorded during the training. The figures for emails and meetings are ranges, and they are reported as such rather than
converted into exact values. Figure 1 shows the process stages in which this activity occurred.

Table 1 - Internship activity volume (approximate).

Activity Volume Interpretation

Calls ~ 1,000 High-volume direct prospecting
Emails ~1,500-2,000 Sustained digital outreach
Client interactions ~6-7 Deeper, narrower funnel stage

Account and decision-maker research
prospect lists, role mapping

v

Outreach
~1,000 calls; ~1,500-2,000 emails

A

Response handling and qualification
interest, rejection, follow-up date

v

Requirement discovery and follow-up
need, timeline, stakeholders

v

Activity volumes are approximate; box widths are illustrative only.

Fig. 1 - Business-development process and recorded activity volumes.
The shape is that of a funnel: very many contact attempts at the top, and a small number of in-depth discussions at the bottom. These counts are activity
indicators and not sales outcomes.

5.2 Lead quality mattered as much as lead quantity

A prospect can be a genuine company and still be a poor lead if it has no relevant technology need, if the contact is not the decision-maker, if timing is
wrong or if the service does not fit. Industry relevance and recent business events improved the starting quality of a lead, whereas generic targeting
produced less meaningful conversations. In the learning diary, the weeks of heavy calling and emailing are accompanied by observations of limited
availability of clients and fewer responses, which is consistent with this point.
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5.3 The decision-maker problem

The person who receives an email often does not own the technology decision. Researching organisational structure and tailoring the message to a relevant
business or technology role was a more productive response than increasing the number of messages. This is an application of adaptive selling in practice.

5.4 Personalisation and message design

Decision-makers receive many messages, and generic emails were easy to ignore even where the service was relevant. Short messages with a single
proposition and a low-friction call to action, such as a brief call, were the intended design. An AIDA-style reading is useful: relevance earns attention, a
clear problem-solution link builds interest, credibility builds desire, and a simple next step prompts action.

5.5 Follow-up as continuity

B2B decisions take time, so a positive first conversation rarely leads to immediate closure. Follow-up worked best when it referred to the previous
conversation and added something new, and poorly when it simply repeated a request. Without a record of the last interaction, response and next action,
prospects could be lost through dependence on memory.

5.6 Client interactions and requirement discovery

Client meetings were the deepest learning stage. Conversation shifted from a general service introduction to specific questions about the current system,
desired outcome, required skills, timeline, stakeholders and constraints. This supports customer-oriented selling, since the discussion was more productive
when it began with the client’s need than with a list of services. One recurring friction noted in the diary was a gap between the price indicated in
presentation material and the price the client expected.

5.7 Staff augmentation

Staff augmentation offered a comparatively immediate buying trigger, such as a skill gap, an approaching deadline or temporary capacity need. In the
staff augmentation discussions recorded, the relevant information was the role required, expected experience and relevant earlier project work. The value
proposition (availability of suitable skills, flexible engagement, speed of deployment and reduced pressure on internal hiring) must stay accurate; skills
or timelines that have not been confirmed should not be promised.

6. Challenges and mitigations

Table 2 summarises the main difficulties met and the practical responses identified.

Table 2 - Principal challenges and mitigations.

Challenge Mitigation observed or identified

Reaching the right decision-maker Research role structure; tailor message by role; map several stakeholders without
indiscriminate mailing

Cold-call rejection Brief introduction; one discovery question; treat rejection as information
Low email response Industry/role personalisation; concise subject line; one call to action
Follow-up discipline Tracker or CRM recording stage, last response, next action and date
Technical requirements Structured discovery questions; involve technical colleagues early

Long decision cycles Value-adding follow-up; patience without intrusion

7. Discussion and recommendations
7.1 A Reach—Relevance—Relationship framework
The observations can be organised into three linked conditions. Reach is the coverage created by sustained calling, emailing and digital prospecting;

without it there are no conversations. Relevance is the fit between prospect, role, timing and message, created by segmentation, decision-maker
identification and personalisation, and it is what determines whether reach becomes a useful conversation (cf. customer-oriented and adaptive selling).
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Relationship is the trust and continuity built through requirement discovery, honest value claims and structured follow-up, and it determines whether a
conversation can progress towards an opportunity (cf. commitment-trust theory). In this case, high reach with weak relevance produced little progress,
while the deepest learning came from the few interactions in which relevance and relationship were both present.

The framework is interpretive. It is grounded in one practitioner’s observations and is offered for testing rather than as an established model. Testable
propositions include: (P1) lead relevance moderates the effect of outreach volume on qualified-lead rates; (P2) role-specific messaging improves response
quality compared with generic messaging; and (P3) structured follow-up is associated with progression of leads between funnel stages.

7.2 Recommendations

Table 3 sets out practical measures that follow from the framework.

Table 3 - Recommendations for strengthening business development.

Measure How Why

Lead segmentation Standard fields (industry, size, location, role, service need, Better targeting; less irrelevant
stage); separate lists per service line outreach

Personalised outreach Short industry- and role-specific templates built on one Higher relevance

business trigger
CRM-based follow-up Record stage, history, next action and date Continuity and visibility

Industry positioning Use-case messaging by sector, e.g. dashboards for Clearer value
manufacturing, security and compliance for healthcare

Sales—technical handoff ~ Brief format: problem, current system, desired outcome, Less information loss
technology, timeline, stakeholders

Quality metrics Track qualified leads, meetings, requirement discussionsand ~ Meaningful productivity view
lead-to-opportunity progression, not only calls and emails

Further scope includes predictive lead scoring, Al-assisted personalisation, pipeline analytics and vertical-specific campaigns. Communication should
also avoid unsupported compliance or security claims, since buyers in regulated or data-sensitive sectors increasingly ask about confidentiality and data
protection.

8. Limitations and future research

The study rests on a single training experience in one organisation and cannot represent IT services firms in general. Conversion rates, revenue, margins
and client-level performance were not available, and some activity figures are approximate ranges from internship records and recollection. The analysis
is descriptive, not inferential, and the researcher’s dual role as participant and observer may introduce bias. Company-stated information was not
independently verified, and industry estimates may be revised as new data are published. Future work could test the propositions using CRM data across
several firms, compare response and qualification rates by message type and role, or add interviews with buyers and business-development managers.

9. Conclusion

This case study suggests that effective B2B business development in IT services is a combination of reach, relevance and relationship. High-volume
outreach is useful for creating coverage, but quality targeting and decision-maker identification determine whether activity becomes meaningful, and
requirement understanding, honest communication and disciplined follow-up determine whether it progresses. Firms can strengthen their front-end
processes through segmentation, personalised and role-specific outreach, CRM-based follow-up and metrics that capture lead quality as well as activity.
The framework and propositions presented here provide a starting point for more rigorous empirical testing.
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