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Introduction

Management of project business has been seen obvéntwo primary levels i.e. management of
projects or project portfolios and management oft@mmer relationships (Alajoutsijarvi, 1996;
Skaates, Tikkanen & Lindblom, 2002; Tikkanen, Kaj&l Artto, 2006). Management at both levels
is complex especially because of the uniquenespraojects and discontinuity of relationships
inherent in project business (Cova & Hoskins, 198&ndjak & Veres, 1998). Uniqueness of
projects is result of specific proposals develofmetheet the specific requirements of the customers.
Further uniqueness is created because of the ¢eno@bilization of the contractor's own resources
and network, as well as non-recurring changes @ libying organization due to the project
(Mandjak & Veres, 1998). Uniqueness is strengthettedugh the technology offered, local
specifications and tailored design. The more unitfue projects the more likely that intense
interaction is required at personal level betweamyrindividuals from both organisations.

The role of personal interaction can also be sugdess a central means for managing the
discontinuity, i.e. sleeping relationship phase djikdani, 1996), of project business relationships.
When the economic relationship between the busipesties ends together with the project
completion, the personal relationships often renaaid may be to be utilized in the future project
bidding (cf. Havila & Wilkinson, 2002). Thereforsocial relationships and personal interaction are
important determinants of project business manageme

Personal interaction has been defined as a keyeeleaf interaction between organisations already
in the Interaction Approach (Hakansson, 1982).rlhds to the fore the interpersonal level of
analysis and the social relationships as persoel l&es between individuals. Organizational
relationships are always a result of the actionghef individuals representing the organizations
(Granovetter, 1985) and social relationships fotma thannel for business making (Halinen &
Tornroos, 1998)Thus, all the organizational developments are tably related to the behavior of
the managers over time, i.e. the individual-leveficms in temporal contexts (Easton & Araujo,
1994). In discontinuous project business relationshipsiclwitoncern unique deliveries, personal
interaction can be emphasised in relationship mamagt. In the end of a specific project the
relationship is always at stake and success ahddat individual level are likely to be reflected
the continuation of the relationship (see Halineis&mi, 2001). However, personal interaction and
social relationships have received scant attemti@asearch on project business.

In the present study our aim is to examine the oblpersonal interaction in customer relationship
management in project business. We answer therobsqaestion: How is the personal interaction
intertwined with the management of customer refetindps in project business? We take into account
both the management of the customer relationshgpwlsole and the management of single projects.
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We search the essence of personal interactionthtleeels of project business management. We
connect the extensive knowledge on interactionbusiness relationships with research on social
interaction in particular to enrich our understangdiof the customer relationship management in
project business. In the empirical part of the gtwe examine two different kinds of project
business firms. One provides highly tailored tedbgical solutions to process industry and the other
professional services to process industry. Thraraghparing these two project business firms we are
able to capture the nature and variety of situatiainere personal interaction is related to the
customer relationship management in project businége illustrate that the essence of personal
interaction in project business is being close e tustomer despite the sleeping phase in the
business relationship and the person-centred es@éantproject management.

Customer relationshipsin project business
Customer-supplier interaction and social relationigis

As a basic assumption of the Industrial Marketing urchasing (IMP) research can be seen that
between organizations exist relationships that arganized patterns of interaction and
interdependence (Ford, Hakansson & Johanson, H&&nsson 1982; Johanson & Mattsson 1987;
Hakansson & Snehota, 2000). The core of a reldtipris the interaction process through which the
tasks of exchange are carried out (Mdller & Wils@@895). The interactions start with short-term
episodes of exchanges with business, social ornrgtional content between the firms. As a result
of an organization’s exchange processes with o#wdors, relationships develop that link the
resources and activities of one party with thoseammbther. When connecting the resources and
activities the organizations become interdependsatnething that is further strengthened by
adaptation processes. The dynamic day-to-day ctiters form the basis of relationships of a more
long-term and stable nature with economic, techpiegal, informational and social bonds.

The IMP research (e.g. Hakansson, 1982; HakanssoBnéhota, 1995; Ford, 1997) typically
describes close, open, mutually trusting and rdspebusiness relationships. These descriptions can
be seen intimately related to the person levelraateons between the representatives of the
companies. Thus, organizational behaviour is alwaysesult of the actions of the individuals
representing the organizations (Ford et al., 198@&novetter, 1985). The interaction patterns of
individuals and norms as indications of expectduab®ur at the individual level have an influence
on the organizational structures, strategies amtimes (Lilliegren, 1988). Personal networks and
social structures can actually be the reason wientidal economic or technical problems get
different solutions (Granovetter, 1992).

Sociologists and anthropologists have long studiedlinkages between individuals and how the
relationship networks aid in actions and providdeorand meaning in social life (Powell & Smith-
Doerr, 1994). The interest in social relationshipsusiness context can be seen to have shorter
history. Still the IMP research has always acknogéxl the social dimension of the business
relationships. Already Hakansson (1982) emphasizedndividual level interaction that is affected
by e.g. the personalities, experience and attitudiése persons involved and both Ford Hakansson
and Johanson (1986) and Hakansson and Snehotd) @&8%d relationships as webs of interactive
relationships between individuals in the companies.

Halinen and Salmi (2001) have given the socialti@iahips basic and special functions in business
relationships and emphasized both their positivé possibly negative influences. Mainela (2007)
defined four different levels of social relationshiwhich are needed and activated in different sieed
In the end, the social relationships bring fortha gerson-level interaction required, for exampde, t
form a channel for business dealings, to transf@rmation and skills, to create power structutes,
solve problems, to exchange social values and tmodstrate commitment and credibility (Halinen
& Tornroos, 1998; Hakansson, 1982; Uzzi, 1997).sThieans that social interaction basically
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underlies all the more organizational market, tedbgical and political interactions in business
relationships (see also Easton & Araujo 1994). @t@nomic exchange is barely able to rid itself of
the non-economic exchange baggage, such as soclhrege, kinship and friendship networks,
altruism and gift giving (Easton & Araujo, 1994hd non-economic aspects of relationships, i.e. the
social interactions, have even been noted to s&velownplay the contribution of price in
determining the behaviour of the two parties (UZ897). The interpersonal interaction is an
important basis for relationship development ad a®lt is a basis for inconsistencies in the bessn
relationships (Ford et al., 1986; Fisher, 2007).

A lot of the importance of social interactions imsiness is centred on the concept of trust.
Granovetter (1973) already emphasized that thetyaloit a person to trust another is hindered if
there are no personal ties between them. In tlgs,@ny cooperative effort becomes dependent on
the existence of intermediary personal contact taat assure the trustworthiness of the other.
Although as the organizational rationale for stromgnding can be seen the trust based on
organizational reputation and past performancesttia especially built by social bonds and
friendship, which are established in day-to-dayspeal interaction (Thorelli, 1986). Also Child
(2001) connects trust between organisations dyreictlquality of the relationships between the
people who represent the organisations. He notss to rely either on membership in same social
group and past experience related to that or atitutiens like contracts and guarantees. This is a
culture related issue as in so called low-trusttexts the first type of trust that builds directn
personal relationships is emphasised. Mouzas (2€66vgloped the conceptualization of trust in
business relationships further by seeing only iligls able to trust whereas between organizations
exist reliance that is non-person based and rdhjocalculated expectation of proper conduct by the
other party.

On the other hand, conflict is an issue relatedeisonal relationships in business. Especiallyether
can emerge a conflict of interest between the &d an individual representing it (Fisher, 2007) or
between two individuals representing different degparts of a business relationship (Plank &
Newell, 2007). Plank and Newell (2007) emphasizd #specially sales and support people of a
supplier relate personally with the buyer. Therefawhen there emerges a social conflict between
the persons the perception of relationship loydégreases.

Personal interaction in project marketing

Concerning the management of project business apdcwlly the customer relationships of a
project business firm, it has been emphasisediti@atevels need to be examined, the management
of projects and the management of customer relstiips (Alajoutsijarvi, 1996, Skaates, Tikkanen &
Lindblom, 2002; Tikkanen, Kujala & Artto, 2006). @listinctive features of project marketing, the
discontinuity of exchange relationships, uniquergdgsrojects and high level of complexity terms of
the object of exchange and counterparts make thmer interface highly complicated at both
levels (Cova & Hoskins, 1997; Mandjak & Veres, 1R9Bhe importance of personal interaction in
project business is evident. By definition, thdisgland buying projects entails the coordinatién o
buyer and seller activities, as the details ofgh@ect are agreed upon during extensive buyeessell
interaction (Skaates, Tikkanen & Lindblom, 2002)re&ady Jansson (1989) has emphasized that the
crucial parts of project business are the persoaatact nets. Project business is about selling of
ideas, since projects exist only on paper duriteyge part of the time of marketing the projecteTh
product linkage therefore comes in quite a latgestan the process. The personal interaction is
integral part of the exchange especially before abial project implementation part. In project
business, the buying process involves a large nuwibactors with multiple roles and the distance
between the requirements of each actor can berldéinge in conventional organizational buying
(Bonaccorsi, Pammolli & Tani 1996).
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The variety of personal interaction in project Imesis relationships has been recognised in terms of
identifying potentially relevant actors in projentrketing milieu (Skaates et al., 2002). Cova et al
(1996) have introduced the concept of milieu tasitate the nature of the environment in which
project business firms operate. The milieu has flaments; territory, networks of heterogeneous
actors, representation constructed by these adaersiell as set of rules and norms regulating the
interactions between these actors. Within the miligroject business firms have to generate or
maintain credibility and to be a part of informaté and social networks. Individuals in firms dasth
mainly through their personal networks. The rolgefsonal interaction can also be suggested as a
central means for managing the discontinuous phasesleeping relationship (Hadjikhani, 1996), of
project business relationships. When the econoelationship between the business parties ends
together with the project completion, the persomddtionships often remain and may be to be
utilized in the future project bidding (Havila & Winson, 2002). Cova and Salle (2000) use the
concept of rituals to describe the interaction wiyrithe sleeping phase of project business
relationships. Actors in project business take partvarious types of rituals that are actually
instances of personal interaction. For examplangpkart in external industry level meetings is a
kind of ritual that may help in keeping the relasbips alive during non-project periods. In terrhs o
socialization related to these rituals, differentiens often represent small worlds to the persons
taking part in it, something that can also be dadis circles, tribes or dyads (Cova & Salle, 2000).

All these imply that the personal interaction withihe projects as well as at the relationship level
complex and essential part of project businesgioelships. Although the existence and importance
of personal interaction has been recognised iptbgct marketing literature as discussed, thectopi
has not gained a more specific research attertiigpecially, the personal interaction during a pbje
is often in the literature merely described as demm@nd intense, but the actual situations and
essence of the social interaction during a prdjastnot gained much research focus.

On the basis of previous research we know persoteaaction and social relationships to intertwine
with customer relationship management through séweportant ways (see Figure 1). There exist
specific social exchanges between individuals ftbe counterpart organisations that are based on
personal acting of people and result in establistiroé social bonds. These exchanges, acting and
bonds are influences by the personalities, expesieand attitudes of the individuals as
representatives of the firms. Personal interacisoalso an effective way of showing commitment
and initial credibility. Interaction between sevaralividuals is also a reason for inconsistenaea
relationship. Furthermore, personal interactiomignately related to norms, trust and social cenfl

in a business relationship. In project marketimgparticular, personal interaction is emphasised in
project search when personal contact nets are tanidor information transfer and in project sedlin
when basically an idea needs to be sold. The bssiredationships in project business are noted to
be kept alive primarily through personal interactiased rituals.

Customer-sdler relationship
Social exchange, social bond, personal acting
Commitment, credibility, inconsistency

Personalities Norms, trust, social conflict

Experience Selling of ideas, personal contact nets, rituals Personalities
Attitudes Experience
Attitudes
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Figure 1. Social aspects of business relationships andgirojarketing.

M ethodology
Case study strategy

With regard to the basic assumptions concerningniiere of reality and knowledge this study
adopts the realist epistemological orientation @nésd by Easton (1995). It is seen that there ®aist
reality to be discovered and that reality is indejent of us. However, reality is cognisable and
accessible only through human cognition. Realityna$é obvious, self-evident or transparent and
therefore the researcher’s main project is to discavhat causal powers act in what ways in
understanding the nature of examined objects. iddals having experienced the phenomenon
under study are seen to be able to tell aboutehiity by describing the events and their expegsnc
of them. A challenge for a researcher is to analysgpersonal accounts to form a coherent picttire o
the whole. All social phenomena are accepted twoneept dependent and theory-laden, which gives
understanding and interpretation a central roleegearch. Thus, the meanings are seen to be created
as an interaction of the researcher’s concept syatel the concept system of the object of the study

The study represents a qualitative methodologyiaclddes a multiple case study setting. The aim
of this study is to have a holistic understandifhgntertwinedness of personal interaction with the
management of customer relationships in projecinless. The major advantage of qualitative case
study method can be seen in its ability to provadéasis for acquiring a holistic view of the
phenomenon (Gummesson, 1991). Case study mettaisatine to study the subject in its natural
setting without focusing in advance on a limitednier of variables. Thus different viewpoints and
complex relations can be considered when they carcifithey exist. This results in rich descriptson
of the routines, problematic moments and meanimgise social settings (Denzin & Lincoln, 1994).

The empirical part of the research is an exploeatiase study on two project business firms. One
provides highly tailored technological solutionspmcess industry (hereafter Mining Technology

Plc.) and the other professional services to poadustry (hereafter Engineering Services PIc.).
We chose one case from manufacturing industry aonthar representing service industry to be able
to examine the personal interaction in presumalbfgrént project business contexts. The core of the
business of the manufacturing firm is its techngl@nd technological knowledge related to a

specific production process. The professional serfirm competes with its strong expertise in

project management and technical engineering. Rhenviewpoint of the customer both firms may

be involved in a same project, one as a techngbogyider and the other as an engineering firm. In
the evaluation of the outcome of a project the @mustr may evaluate exactly the same result with
respect to both suppliers, e.g. the functioning aéw production facility.

Data collection and analysis

The primary empirical material used in the presguatly consists of interviews of the managers of
the selected firms (see Table 1). The key informamtthe study have been the managers who deal
primarily with customer relationship managementhair daily work. For the case of Engineering
Services Plc. we have also customer data, i.@cludes interviews of four representatives of the
customers of the project business firm. Mining Texdbgy Plc. has been a case firm in a larger
research project that focused on multiple aspetigraect based and customer reference driven
business. Therefore the first set of interviewsys®al in the present study were made in the end of
2006 already and aimed at understanding the prifieatyires of the business and project selling. It
was then when the role of personal interaction social relationships were noted to be a key
characteristic of customer relationship managementhe firm. The second set of interviews
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analysed here aimed at covering the developmenspetific customer relationships from the

viewpoint of the project business firm. As a restilere exist narratives of three customer
relationships. Altogether there is about elevenrfiai interviews that are analysed in the present
study. Engineering Services Plc. is a part of agothrge research project focusing on service
business. The interviews have been made duringg@f09 and cover generally the selling, buying
and implementation processes of projects. The mdddided to Engineering Services Plc. consists of
altogether about nine hours of interviews.

Table 1. Interviews in the case firms.

Date Interviewee Length Primary themes

Mining Technology Plc.

6.10.2006 Vice President, one product line 65 min en&al characteristics of the business,
project selling process
6.10.2006 Vice President, sales & product 70 min General characteristics of the business,
line project selling process
6.10.2006 Vice President, one product line 55 min enéal characteristics of the business,
project selling process
6.10.2006 Vice President, sales & product 60 min General characteristics of the business,
line project selling process
12.11.2008 Senior Vice President 59 min Custoniatiomship management,

history and specific features of three
customer relationships

12.11.2008 President, one market area 160 min Gestrelationship management,
history and specific features of one
customer relationships

12.11.2008 Vice President of a Division, 108 min Customer relationship management,
business development history and specific features of two
customer relationships
12.11.2008 Senior Manager, marketing 75 min Customer relationship management,
development history and specific features of three

customer relationships
Engineering Services Plc.

21.1.2009 Quality Manager 87 min General chareastiesi of business,
project selling process
23.2.2009 Department Manager 101 min General cterstics of business,
project selling process
5.2.2009 District Manager 68 min General charasties of business,
project selling process
13.2.2009 Office Manager 78 min General charadtesisf business,
project selling process
27.2.2009 Vice President, Project 98 min General characteristics of business,
Management project selling process
28.1.2009 Factory Service Manager of 76 min Project buying process, interaction
customer A during the project
5.3.2009 Automation Specialist of 79 min Project buying process, interaction
customer A during the project
13.2.2009 Owner representative of a large 51 min Project buying process, interaction
industry project & Production during the project

Manager of customer B

Soon after the interviews the recordings were tmaibped word-by-word. These transcripts formed
the raw data for the analysis. The raw data wa®ited to NVivo software that is aimed to help the
qualitative data analysis. Both cases were firatiplysed separately by two researchers using so
called free nodes to initially classify the datdl #he instances in which the interviewees talked
about personal interaction were identified and igidata-based codes. At this phase the researchers
came together and compared their initial findings.a result, the essence of personal interaction at
the two levels of project business management \eéisatl; organizing for presence and expertise.
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Finally, the original free nodes were classifiedl@emnthese two main themes and that way the specific
situations of personal interaction and the contehtle interaction were defined.

Case study on two project business firms

In the following, we will first shortly describe ¢htwo case firms in terms of their general business
features. Next we present the analysis of the daitag the two levels of customer relationship

management in project business, i.e. the relatiprehd the project level. In the analysis we focus
on specific situations of personal interactions.

Description of the firms
Mining Technology Plc.

The case company, Mining Technology Plc, providesgss technologies for the mining and metals
industries worldwide. The technologies offered cowee whole variety of technologies for
processing ores into pure metals. The company sisnf three divisions, each of which
concentrates on a certain part of the process.cohgpany has quite recently undergone a stock
listing as an independent company, but as a pats ddrmer group its roots trace back to the first
half of the previous century. The company emplayae 1800 people in 18 countries.

In 2006, the company generated a turnover of sord@ €nillion, with each division being roughly
equal in terms of sales. In three years, the tieno¥the company has doubled. The duration of the
company’s projects ranges from some 10 to 36 moiithes nature of projects varies from equipment
deliveries worth of some €10 million, to €3—70 moffi technology packages and large turnkey
projects worth up to €200 million. An essentialibdsr the business is its proprietary technolagy,

a number of technologies it is a clear market leaaled in others it operates as a niche player. The
customer base of the company, which includes miamg) metallurgical companies, is undergoing
consolidation, with a few global companies owning vast majority of customer sites. The company
does not have fully comparable competitors, but metitors who compete with a part of its
portfolio.

Engineering Services Plc.

The second case company is a professional servwioe groviding engineering and project
management services. The company operates worldandehas operations in 45 countries and
personnel about 8000. The company’s turnover in6208s some 650 million euros and its three
main business areas each represent about oneothilnd turnover. The company’s business consists
of project assignments covering the entire lifeeydf their customers’ investment projects.
Company provides both management consulting arthiesl expertise. There exist a keen global
and local competition and the company has strongkehgposition in all of its business areas. The
company has a long history especially in one obitsiness sectors and it can make the most of the
expertise generated within it and use it in othesitess areas.

The project of the company can vary extensivelynfra simple engineering service to a complex
EPCM (Engineering, Procurement, Construction andnd@ament) project and even intense
management consulting. The duration of a projedesaaccordingly from just few weeks up to a
couple of years.

Personal interaction on relationship level: organig for presence
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The Engineering Services, Plc. wants to have agttocal presence and be near to its customers.
Therefore, it has offices in over 45 countries.sTé@nables the company to operate very flexibly as
customer needs start to rise; the local expertsrmarediately be in contact with the customer where
as the large network of experts around the wortdlsautilised as well to particular customer needs.
The company has chosen to use this type of scattgganisation based on the types of professional
services it provides. The importance of personataxis and local presence are essential throughout
the project, especially from the initial phasesenferging customer needs. In some cases the local
office can be only a one person office even philsidacated at the customer’s premises. This
illustrates the high importance of being personallgontact with the customer.

"In fact, the structure of our organization is subht we have a huge amount of small offices arahedvorld.
[...] We are able to provide local service there elts the customer and this can mean that we ha@otwo
engineers there sitting at the premises of ourotost. This enables us to get insights into the ocnst
processes which allow us to come up with new ideasnprove them.” Case company B, Vice President,
Business Area X

Being close to the customers who have sites all thieeworld is an important challenge for Mining
Technology Plc. also. In addition to organizing kaegcount type of management through persons
having long experience with specific customers, lteal salespeople have an important role in
keeping contact to local site personnel. When émeice firm engineers may even sit in the premises
of the customer, the key account managers andpsalple of the Mining Technology Plc.
emphasize the challenge of being available andngagitention but at the same time not wearing
down the relationship. The higher the level of iatgion the more careful the supplier firm managers
tell themselves to be. At the highest level, in fhersonal interaction is often question about
intermediation on request as two key account masatgscribe.

“I need to be careful because I'm not as big a lasdse (the General Manager of customer) to naetr down

the relationship. I'm asked to the meeting when Ganeral Manager meets the General Manager of the
customer. [...] Then aim asked to visit the Generalnker of the customer when they are not happy with
something in our relationship. They trust that ll teke the message to our General Manager or iDivisleads.

[...] It is important that there is a person in-betweavho gets to the top management of both compalmes
way, when they talk to me they trust to be talkingour General Manager.” President, Market AreaniMi
Technology Plc.

“In all these projects in which | have been invalvehas had a kind of calming effect that the cowr has had
a direct, project-passing route for discussionghdy are worried about something.” Vice Presidehtao
Division, Business Development, Mining Technolodg. P

A very interesting type of interaction with top nagers of some specific customer is the “fatherly
talking-to” as illustrated in the following quotati. The fatherly talking-to is always connected to
personal interaction with managers at the top lefebrganisational hierarchies of the customers.
The personal relationships providing a channehtis have a history of several years, are based on
personal level trust and personal chemistries betwbe parties, which enable effective trouble
shooting also.

“Somehow he [General Director of the customer fiahjays finds out when I'm in town. Then he inviteg
into a kind of fatherly talking-to, he is old marhavuses the same kind of liturgy in which he tefls how
important customer they are to us and what we cdalbetter. Then if there are any problems he dwicloves
to ask me to handle the problem because those kihgsoblems are not allowed in our relationshig€nior
Vice President, Mining Technology Plc.

On the other hand, the customer relationship manageconducted by local sales and maintenance
people is of different type and at different levélcan be seen as a kind of lighter interactiothwi
intent to show availability and interest in thetouser and get information as illustrated below.



Abstract preview

“We keep regular customer contact through saledpede have divided the customers to different sale
managers. [...] We have people in local offices, likeMexico [the Division] has own salesman who then
reports to me.” Vice President, Sales & produd,lidining Technology Plc.

“Through chat up you get some tips how they [theeeentatives of customer] think. It may be thé ot the
viewpoint of the whole company but it is valualdeknow what this person thinks. [...] view about cusér’s
thinking and focal net, the issues that need taaken into account in customer’s decision makingice
President of a Division, Business Development, Mini echnology Plc.

To conclude, customer relationship is maintainedugh several types of personal relationships with
different interaction contents at different levelk the supplier-customer relationship. In project
business the activities of customer relationshimagament are of course intended to be closely
connected with the project marketing and projectnagement. However, the managers also
continuously take up the difficulties of winningdaal and implementing fully satisfactory projects
with long-term customers also. Therefore, projeahagement can at least to a certain extent be seen
as a separate challenge of customer relationshipsoject business. In the following we approach
this issue from the personal interaction pointiefw

Personal interaction on project level: expertise pdéople

Every project can be seen as a single episodeeirtubtomer relationship as a whole. Therefore,
completed projects are references for further mssindeals as well as they are the basis for
establishment of personal relationships betweeplpeai different levels of the firms.

From the customer’s perspective, the business wher&ervice Engineering Plc. operates is highly
characterised by the trust and reliance that tlséoouers experience towards the professional service
provider and more particularly the specific expdfiat are involved in the projects. From the
customer’s perspective, the projects can includg héevel of financial risks and even business
secrets which puts a more emphasis on close pérsgatonships. Customers feel that it is safer
and easier to use the service provider and theifgpealready-known experts than to start
negotiating everything from scratch with a new smr\provider. This was nicely illustrated in our
data.

The cooperation between a customer and a specifiereof the service provider had a very long
history. The co-operation had remained regardlédiseofact that the original service firm had come
in for company buyout by the service provider. Dhiginal small engineering office only provided a
small part of engineering needed in typical ininastiure projects by the customer and other types of
engineering services where bought from other emging companies. After the acquisition, the
small engineering company became a part of the @aspany which was able to offer a full range
of engineering services. However, due to strong@®l contacts and need to rely on good previous
experiences the customer continued to buy onlysgieeific part of engineering from this particular
expert now a part of the case company.

"People don’t change even thought they change &ldgd in their overalls. It is the same people whiatinue
the work. [...] Yet, it the particular engineer gsisk it doesn’t help that there exist some 600gireers at the
service provider, if they don't know anything abautr project. During a project, everything is vergrson
centered.” Head of maintenance services at th@ustorganization

The need to have reliance in the project firm was present in the way the changes in the personnel
highlighted the importance of personal contactss typical for a specific industry in a business-t
business context, that the circles in these are ganall; there does not exist that much orgarumati
and persons that operate in a specific industtyngetin case of changes in personnel within these
small circles, the role of personal contacts cagreat as following quotation nicely illustratederl
same issue of person based experience and knowdédge customer industry is emphasized by the
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manager of Mining Technology PlIc. in the secondtation. Thus, the expertise as well as customer
perception of expertise is strongly person based.

“We actually have here working with us quite adbpeople who originally worked in our customer gmies.
Many of these people of course bring in personakimships to us. People in our customer orgaitizatfeel
that it is easy to phone your ex-colleague andhitskto provide certain services as you can rely tigaknows
what you need.” Case company B, Vice Presidentindgs Area X

“Another issue is that our personnel have beerdhimem the plants. They have industry experientanming
experience, sales experience and project experi€acpur strength in the eyes of the customesiim of these
two things: We have a lot of completed projects e experience and expertise of our personnebtiyhly
covers everything that is needed in a project."eVicesident, Sales & product line, Mining Techngl&{r.

Separation and connectedness of the two levelsust@mer relationship management

Furthermore, the issue of expertise can be seesnaseason for the possible separation of the
customer relationship management from the actugegr management. Because of the magnitude
and significant financial value of the projectstoé case firms, the decisions on the projects ane d
carefully utilizing all the available expertise.i$imeans that different people handle differentspka

or topics of negotiation and different people mayésponsible of selling and then implementing the
project.

“Technical people talk about technology, projecihagers talk about the conduction of the projeats¢hwho
are responsible of investments talk about profitgband when we come to the highest level the asbues
discussed is trust.” Vice President of a DivisiBosiness Development, Mining Technology Plc.

An interesting issue where the customer relatignshii key account management concretely
intertwine with project management is trouble shragpin the projects. It may be either in the projec
selling phase or later in project implementationewhspecific persons are asked to solve the
problems as illustrated below.

“There was a local CEO as a main negotiator witlpeet to price and even with my benevolence wedcoat
agree about the price. The negotiations were irdidek. [...] Knowing that | had made a deal with [the
manager of another subsidiary of the customer]wadget well along, they [the customer] suggested th
should continue the negotiations with that managad we found a solution.” President, Market Arlysning
Technology Plc.

“We made a project with [a customer] in Mexico faohich all the planning was made in Chile. | worked
basically for the maintenance of the relationshépateen the companies. However, | was involved énpitoject
when there were some problems. Then | took parthan negotiations about continuation.” Senior Vice
President, Mining Technology Plc.

Figure 2 summarizes the empirical analysis. At thlationship level, the customer relationship

management is focused on organizing for presendddywroject business firm. In practice, in our

empirical data four different ways of being closed aavailable to the customer through personal
interaction emerged. In the most intense case dpeesentatives of the project business firm can
physically be located in the customer's premisekis Tallows constant information exchange

regardless of the existence of on-going projedvidiels. More occasional but regular situations for

personal interaction are created through salespewapits and customer initiated talking-to and

requests for intermediations.
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Relationship level Organizing for presence

Office in customer'’s facilities
Salespeople stop-by visits
KAM, fatherly talking-to
Intermediation on request

Project level Expertise
Industry
Customer needs
Specific project

Figure 2. Essence and specific situations of personal inierat project business management.

At the project level, the personal interaction éntted on the expertise of single individuals with
respect to the project at hand. The type of exgeitan be specific industry expertise valued by the
customer or common history based expertise on deelnof the specific customer or the specific
project. For coherent customer relationship managent is important to notice the two personal
interaction-based forces that separate or conheskettwo levels. It seems to be typical to divide
responsibilities during a project cycle to seveddferent individuals. Although this allows for
utilizing their expertise it also easily createsansistencies in the customer relationship as dewvho
On the hand, the existence of key account manggerdf persons who are specially trusted by both
parties allows for effective trouble shooting widspect to single projects.

Conclusions

In the present research our aim was to find out tiewpersonal interaction is intertwined with the

management of customer relationships in projeciniess. Relying on the previous research on
interactions in business relationships, in genematl on social interaction and project business, in
particular, we created an initial understandingtioé social aspects of customer relationship
management in project business. By empirically erarg two different kinds of project business

firms we aimed to capture the nature and varietsitoftions where personal interaction is related t

the customer relationship management in projeankss.

As a result, we conclude that the personal intemaas intertwined with the customer relationship
management primarily through two things. Firsthe project business firm is able to be close to its
customer and be present when needed both durindeimeeen projects only through individuals
representing it. To be present the company cann@egats units so that they are near to important
customers or utilize specific situations for pemdoimteraction (cf. rituals in Cova & Salle, 2000).
Secondly, the project business is intimately cehtre the expertise that is inevitably person-based.
The willingness of the customer to outsource th@egot to a specialized supplier has been seen as
the basic requirement for the existence of a ptd@ova & Salle, 2005). However, the concept of
expertise and its influence on customer relatignsimanagement has not been emphasised in
previous research on project business. After kibady Jansson (1989) took up the lengthy phase of
idea selling in project business. The idea seliag be successful only if the customer trusts en th
expertise of the project business firm. In practibe buyer typically evaluates the expertise ef th
individuals representing the supplier. Furthermdtne,customer learns to trust on the competence of
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certain experts and this may be effective in cagyover the sleeping phase between projects
towards long-term relationship.

In this paper, we have opened up the concept sbpat interaction and its specificities in relatton
customer relationship management in project businééthough personal interaction has been
touched upon in the previous research there exilst few attempts for deeply understanding its
different dimensions. Although personal interactaord social relationships are hardly manageable
assets for a firm the acknowledgement of the warsdtsituations where business and social life
intertwine helps in organizing for making most bem. From the managerial point of view, the
importance of these social aspects emphasiselbetion of key persons for specific projects and
specific tasks. It also creates a need for the fortake care of the continuity in the relationshagt

the personal level and, therefore, to avoid highduer of workers.

For further research, the present research opessugral interesting research paths. A longitudinal
research approach with continuing access to cemagject business firms would allow for
examining the influences of person changes on bwhagement of projects and project business
relationships. Of interest would also be to com@a@al interactions in customer relationships that
are managed through formal key account managenysteérnss and the ones that have emerged
through informal personal relationships.
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