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INTRODUCTION
1. The Urgency of the Research Topic
Collaboration is an essential element in business, serving as both an input (behavior, working methods) and an output (products, services, strategic alliances). Partnerships ensure smooth operations in production and distribution and play a key role in achieving business goals. A business truly has a strategic vision when it invests in building long-term, reliable, and effective partnerships. In the context of the 4.0 Industrial Revolution, sustainable partnerships help businesses expand their market, leverage technology, customer data, and increase competitive capacity. Success in partnership relationship management (PRM) is often based on principles such as effective communication, trust, transparency, commitment, and shared benefits.
The Vietnam National Petroleum Group (Petrolimex – PLX), formerly the Vietnam National Petroleum Corporation, is a special state-owned enterprise with the largest fuel market share in the country and is a listed company in the VN30 group. With the mission of serving socio-economic development, ensuring energy security, and macro-stability, Petrolimex always maintains a crucial role in the economy. In addition to its downstream fuel business, the group has also expanded into liquefied gas, refining, transportation, and import/export, aiming for a "green, clean, environmentally friendly energy group" model.
However, in the volatile global context—from the impact of the 4.0 Industrial Revolution, the Covid-19 pandemic, the Russia-Ukraine conflict, prolonged inflation, to the energy crisis—Petrolimex faces many difficulties. Volatile fuel prices and management policies that haven't kept up with reality have led to losses for many businesses and local fuel shortages. As the largest key enterprise, Petrolimex is pressured to maintain a stable supply while also achieving its revenue and sustainable development goals.
Petrolimex faces many challenges in managing strategic partnerships to ensure it achieves its revenue and sustainable development goals, in addition to always ensuring a sufficient and timely supply of fuel for domestic consumption. The major challenges in strategic PRM that Petrolimex is facing include:
First, current PRM solutions are primarily built for traditional partner management and only focus on managing individual distribution channels, failing to create a comprehensive collaborative ecosystem (co-marketing, co-sponsorship, co-selling).
Second, the Group's partnerships are built and maintained mainly through formal contracts and agreements, lacking personal connection, which limits trust and mutual understanding.
Third, the measurement and evaluation of partnership performance are based primarily on financial metrics, ignoring non-financial factors such as communication, growth prospects, and partner flexibility.
Fourth, IT system limitations and outdated partner management tools are not optimized, lack flexibility, and cannot share real-time data, making it difficult to track activities and scale up as the number of partners increases.
Fifth, the user support and guidance system lacks comprehensive documentation, instructions, and technical support, making it difficult for employees and partners to use effectively, affecting user experience and data security.
Based on these theoretical and practical reasons, the doctoral candidate chose the topic 
"Partnership Relationship Management in the 4.0 Era of the Vietnam National Petroleum Group" for the dissertation.
2. Research Overview
In Vietnam, research on PRM has been limited to specific aspects such as trust, commitment, satisfaction, or CRM, and has not yet established an integrated theoretical framework. Studies often lean toward either management or technology, lacking a connection, leading to fragmented application models that do not fully reflect the demands of the 4.0 Industrial Revolution context.
Internationally, PRM is approached more broadly, from governance mechanisms, fairness, technology integration, logistics to AI, and sustainable competitiveness. Many studies prove that PRM positively impacts innovation, financial efficiency, partner engagement, and relationship quality. However, gaps still exist as there is no comprehensive model that covers the entire collaboration chain, from goal setting, partner selection, negotiation, and relationship maintenance to performance evaluation.
A common limitation both domestically and internationally is the lack of simultaneous integration of management and technology. Current research often leans toward one of two directions: either focusing on human factors such as trust, ethics, and behavior (Bag et al., 2022; Roberts and David, 2022) or concentrating on technology systems such as CRM, AI, and e-business (Samadhiya et al., 2023; Lucia-Palacios et al., 2014). Meanwhile, the 4.0 era demands a tight integration between management strategy and technology platforms. The lack of research that evaluates PRM effectiveness from both perspectives—strategic alignment and collaborative capacity (management perspective) and system integration and data analysis (technology perspective)—creates a serious gap in the theory and practice of modern partnership management. This reduces the application value and systematic nature of PRM.
Notably, no research has focused on PRM at the Vietnam National Petroleum Group, which further confirms the novelty, urgency, and scientific-practical significance of this topic.
3. Research Goals and Tasks
Research Goal: To establish a part of the theoretical foundation and propose solutions to effectively manage partnership relationships in the 4.0 era, creating strong partnerships that promote active participation from partners in the implementation of the Vietnam National Petroleum Group's joint business plans from now until 2030, with a vision to 2035.
Research Tasks: To achieve the research goal, the dissertation's tasks include:
First, systematizing and establishing a part of the theoretical foundation of corporate PRM in the 4.0 era.
Second, applying the principles of PRM, the content of PRM, evaluation criteria, and the factors influencing PRM in the 4.0 era to approach, research, analyze, and evaluate the current state of PRM at the Vietnam National Petroleum Group in the past and present.
Third, proposing key perspectives and solutions in 3 directions: (1) A group of solutions to improve PRM effectiveness; (2) A group of solutions affecting the IT system for PRM; (3) A group of other solutions, to create momentum for perfecting the work, management process, and PRM system in the 4.0 era for the Vietnam National Petroleum Group from now until 2030, with a vision to 2035.
4. Research Subject and Scope
Research Subject: The dissertation researches theoretical and practical issues of PRM in the 4.0 era at the Vietnam National Petroleum Group.
Research Content: The dissertation focuses on the main contents of PRM in the 4.0 era, including: Defining corporate cooperation goals; Evaluating and selecting partners; Negotiating and agreeing on cooperation with partners; Planning business with partners; Maintaining a strong relationship with partners; Evaluating partnership performance. It also evaluates partnerships in the 4.0 era based on criteria from two perspectives: the management perspective and the IT system perspective.
Time: The dissertation researches based on data collected from when the Vietnam National Petroleum Group first implemented PRM until now, and the proposed solutions are for the period until 2030, with a vision to 2035.
5. Research Methods
5.1. Data Collection
Secondary data was collected from state management documents, books, scientific articles, and research related to PRM in the digital age, along with annual reports of the Vietnam National Petroleum Group published domestically and internationally.
In-depth interviews: Planned with at least 20 representatives of partner businesses directly managing relationships with the Vietnam National Petroleum Group to refine and complete the research scale.
Questionnaire survey: Conducted with two groups of subjects. The first group consists of 200 employees of the Group and partners who directly use the PRM system. The second group is managers of partner businesses in charge of relationships with the Group, with a sample size calculated using a statistical formula, adjusted by experts, and to ensure the quality of the collected data and account for invalid questionnaires, the author determined a survey size of 600 elements for the partner business managers to ensure data quality.
5.2. Data Processing
Quantitative method: The author used the quantitative research method in the dissertation to process survey data collected from the group of partner business managers in charge of relationships with the Vietnam National Petroleum Group. Specifically, the survey data was analyzed using SPSS 25.0 and AMOS 24.0, through the following steps: building and testing a 5-level Likert scale, preliminary research (Cronbach's Alpha, EFA), and official research (CFA, SEM).
Mean value method: Applied to 200 employee survey forms, using a 5-level Likert scale from 1 (Poor) to 5 (Good). The average score for each criterion was calculated to evaluate the opinions of the survey participants. The survey was conducted directly with the support of the Vietnam National Petroleum Group. The purpose of the survey was for the leadership of the Vietnam National Petroleum Group to grasp the evaluations and opinions of those in charge and directly working on how the Group's management activities and partnership system are operating. In addition, the dissertation combines supplementary methods such as statistical comparison, synthetic analysis, and quantitative analysis to increase the accuracy and practical value of the research results.
6. Dissertation Structure
In addition to the introduction, appendix, and references, the dissertation is divided into four chapters with the following main contents:
Chapter 1. Theoretical foundation of corporate PRM in the 4.0 era.
Chapter 2. The current state of PRM in the 4.0 era at the Vietnam National Petroleum Group.
Chapter 3. Solutions to improve PRM in the 4.0 era at the Vietnam National Petroleum Group.

CHAPTER 1
THEORETICAL FOUNDATION OF CORPORATE PRM IN THE 4.0 ERA
1.1. Basic Concepts
1.1.1. Concepts of Enterprise, Partner, and Corporate Partnership
The Vietnam Enterprise Law passed by the National Assembly in 2014 defines an enterprise as "an organization with its own name, assets, transaction office, and established according to the provisions of law for the purpose of doing business". With the development of society, relationship pressures have also become heavier. Building a good relationship with business partners will bring many advantages and better promises for the business. In addition, it is also an opportunity to learn from partners and use that knowledge to build the brand in the future. Maintaining effective partnerships is important to ensure that the company's goals are always on track. The success or failure of a partnership often depends on how challenges and opportunities are handled as they arise.
1.1.2. Concept of Corporate Partnership Relationship Management
According to Krause and Schnitzler (2022), PRM is a business strategy for selecting and managing customer relationships. Dubrovski (2020) argues that PRM can be a strategy for businesses to develop close relationships with partners that arise during production and business processes, based on thorough research and understanding of their needs and habits to ensure mutual benefit. Within the scope of the dissertation, a combination of management and IT system approaches is used to define the concept of PRM. Accordingly, corporate partnership relationship management is a process of managing relationships between a business and its suppliers, distributors, agents, or other affiliates to maintain and create strong, long-lasting relationships while maximizing mutual benefits through the use of reliable software systems and processes.
1.1.3. Concepts of the 4.0 Era and PRM in the 4.0 Era
Within the framework of the dissertation, with approaches to PRM and the 4.0 era, the author defines corporate PRM in the 4.0 era as a process of managing relationships between a business and its suppliers, distributors, agents, or other affiliates to maintain and create strong, long-lasting relationships while maximizing mutual benefits through the use of reliable and more flexible 4.0 software systems and technologies, with lower costs and higher efficiency. In the 4.0 era, a PRM system often includes cloud-based software and contains tools that allow partners to manage revenue, sales metrics, and potential customers. In business strategy, PRM involves identifying, prioritizing, and selecting strategic partnerships. In operations, a PRM system often includes processes and technologies to manage logistical details such as pricing and inventory.
1.2. Some Theories on PRM in the 4.0 Era
1.2.1. Characteristics of corporate PRM in the 4.0 era.
1.2.2. Classification of corporate PRM in the 4.0 era.
1.2.3. Role of corporate PRM in the 4.0 era.
1.2.4. Differences between PRM and Customer Relationship Management.
1.3. Content of Corporate PRM in the 4.0 Era
1.3.1. Defining Corporate Cooperation Goals
Basically, a company's cooperation goals are the destination, results, or achievements that the company wants to achieve within a certain period when cooperating with partners. These goals are often determined based on the company's mission, vision, and core values. They are developed and shaped for each department/division, individual, or different customer.
1.3.2. Evaluating and Selecting Partners
After defining the cooperation goals, the next task for the company is to evaluate and select suitable partners.
1.3.3. Negotiating and Agreeing on Cooperation with Partners
After selecting a strategic partner, the company proceeds to contact and exchange information to understand their needs and cooperation goals, while also providing information about the company. Next is negotiating cooperation terms (price, quality, technical support, payment, etc.) and formalizing them with a contract. The cooperation relationship is formalized through a memorandum of understanding, agreement, or legal contract. The company needs to agree on communication methods, clearly define responsibilities and authorities, risk management mechanisms, and emphasize transparency and honesty to build trust and sustainable cooperation effectiveness.
1.3.4. Planning Business with Partners
Planning business with partners is when the company and its partners meet to set common business goals, define the company's KPIs, and develop strategies to achieve these goals. This plan serves as a roadmap to align the company's business objectives, target markets, resources, and sales efforts with its partners.
1.3.5. Maintaining a Strong Relationship with Partners
Finally, after officially starting the cooperation relationship, the company needs to proactively maintain and manage the relationship with its partners throughout the project or business process. This includes maintaining regular contact with them through official and unofficial channels to reassess whether the partnership is truly effective. After a period, sufficient trust will be built between the parties, and partners will be able to act freely on the path toward common goals.
1.3.6. Evaluating Partnership Performance
When starting a relationship with a strategic partner, building and maintaining the partnership is important, but evaluating the performance of this partnership after a period of cooperation is even more important and is an indispensable part of PRM in the 4.0 era. This evaluation is essential to know whether the partner is truly effective, helping the company achieve the goals set when cooperating, and contributing positively to the company's business development in the context of the strong impact of the 4.0 Industrial Revolution.
1.4. Criteria for Evaluating PRM in the 4.0 Era
The dissertation has identified criteria for evaluating PRM in the 4.0 era: Evaluation criteria from a management perspective; Evaluation criteria from an IT system perspective.
1.5. Factors Influencing Corporate PRM in the 4.0 Era
Based on the in-depth research of Gibbs and Humphries (2009) and other related studies, three factors that create cooperative results and impact the success of PRM have been identified, specifically:
Collaborative Innovation: The conditions that describe the effectiveness of the relationship allow for partnership innovation and responsiveness to opportunities.
Partnership Quality: The quality of the exchange relationship includes commitment, trust, and the level of partner participation.
Value Creation: As well as adding value, value creation is an important reason for the parties in a partnership to work together and innovate. The ultimate goal of a partnership or alliance is the company's ability to capture total value—in the form of benefits to the end customer and to the company's professionalism.
Partner Customization Service (PCS): In a partnership, partners need to be able to anticipate changing customer needs (Hatton et al., 2017; Musarra et al., 2021) to structure their sales and advertising opportunities.
Partner Engagement: Partner engagement is conceptualized as the degree to which partners interact with the company and actively participate in the company's marketing programs, selling its products and services (Vlachopoulou et al., 2005; Storey and Kocabasoglu-Hillmer, 2013).
Partnership Governance Mechanism: The partnership governance mechanism is used by suppliers to incentivize and control partner behavior and promote the continuation of the relationship (Shahzad et al. 2020). In the study by Storey and Kocabasoglu-Hillmer (2013), the partnership governance mechanism is considered to include both formal and informal mechanisms.
The dissertation's view is that successful PRM is the result of how partners innovate, manage the relationship according to committed behavioral standards, and create and capture value by focusing on synergy (joint action) and proactive and honest self-assessment. Within the scope of this dissertation, the author proposes a model of factors influencing corporate PRM in the 4.0 era, as shown in Figure 1.1.

CHAPTER 2
THE CURRENT STATE OF PRM IN THE 4.0 ERA AT THE VIETNAM NATIONAL PETROLEUM GROUP
2.1. Overview of the Vietnam National Petroleum Group
2.1.1. Formation and Development
The Vietnam National Petroleum Group is a specially ranked enterprise with a nationwide scale, supplying about 50% of the country's fuel market share through a modern storage and port system with a capacity of over 2,200,000 m3, distributed along the country, 2,576 Petrolimex-owned fuel stations, and over 4,000 fuel stations belonging to agents and general agents nationwide.
2.1.2. Organizational Structure and Scope of Operations
The Group's structure consists of the Parent Company - Vietnam National Petroleum Group ("Parent Company") and its member companies. Currently, the Group has 56 subsidiaries, including 47 Petroleum One-Member Limited Liability Companies, 2 overseas One-Member Limited Liability Companies, 3 Corporations that are 100% owned by Petrolimex, 4 Corporations/Joint Stock Companies, Two-Member Limited Liability Companies where Petrolimex owns more than 50% of the charter capital, and 5 Companies where Petrolimex owns less than 50% of the charter capital. According to the Group's statistics, there are currently over 17,000 fuel retail points in the Vietnamese fuel market, of which the Group has 5,500, accounting for 30% and covering the entire country.
2.1.3. Main Business Sectors
2.1.4. Business Results
2.2. Overview of PRM Activities in the 4.0 Era at the Vietnam National Petroleum Group
2.2.1. Emphasis on Building Strategic Partnerships
Petrolimex focuses on building strategic partnerships with ENEOS, Vietjet, Vingroup, Sovico, PetroVietnam, etc., to create symbiotic benefits, enhance competitive capacity, and achieve long-term development goals.
2.2.2. Diversifying Partners According to Business-Related Sectors
Petrolimex diversifies its partners both domestically and internationally, including fuel suppliers, member corporations (PLC, PGC, PJICO, PGTanker...), joint ventures, one-member petroleum companies, and the system of affiliated and franchised fuel stations, to expand cooperation and market share.
2.2.3. Expanding Partnerships with Banks and Relevant State Management Agencies
Petrolimex expands relationships with reputable banks (SCB, Vietcombank, VietinBank...) and is closely connected with the Commission for the Management of State Capital at Enterprises, the Ministry of Industry and Trade, the Ministry of Finance, the Ministry of Planning and Investment, and local departments and agencies to ensure sustainable development.
2.2.4. Applying 4.0 Technology in PRM
Petrolimex applies 4.0 technology in partner management through ERP-SAP, EGAS, BI, cashless payments, electronic invoices, etc., which helps with comprehensive and transparent management, improves business efficiency, and strengthens sustainable partnerships.
2.3. Current State of PRM in the 4.0 Era at the Vietnam National Petroleum Group by Content
2.3.1. Current State of Defining Cooperation Goals at the Vietnam National Petroleum Group
Petrolimex defines strategic cooperation goals to develop effective production and business, restructure capital, expand into related fields, increase shareholder benefits, ensure energy security, innovate organization, and develop green products.
2.3.2. Current State of Partner Evaluation and Selection at the Vietnam National Petroleum Group
Petrolimex evaluates and selects partners based on the similarity of vision, strategy, and corporate culture, with a priority on digital transformation and green energy. It has cooperated with FPT, VNPT, ENEOS, VinFast, Vietcombank, ADB, etc., to realize sustainable development goals.
2.3.3. Negotiation and Cooperation Agreements with Partners
Petrolimex conducts cooperation negotiations following a 5-step process: defining goals – contact – negotiation – signing – monitoring. The Group has implemented this effectively with many strategic partners such as ENEOS, Vietcombank, VNPT, FPT, ADB, NIC, GEAPP, bringing sustainable value.
2.3.4. Planning Business with Partners
Petrolimex plans business with partners by defining specific KPIs for each area of cooperation (finance, IT, energy, logistics, etc.). This helps optimize operations, promote innovation, ensure sustainable development, and achieve strategic goals.
2.3.5. Maintaining Strong Relationships with Partners
Petrolimex maintains strong partnerships with ENEOS, Vietcombank, VNPT, Vinachem, ADB, FPT, NIC, GEAPP through regular communication, fulfilling commitments, providing added value, and organizing conferences, events, and gifts, contributing to sustainable development.
2.3.6. Evaluating Partnership Performance
Petrolimex regularly evaluates cooperation performance based on goals and results achieved through KPIs, data collection, analysis, discussion, and adjustment. This approach helps identify strengths and weaknesses, improve efficiency, and move towards sustainable development.
2.4. Current State of PRM in the 4.0 Era at the Vietnam National Petroleum Group by Criteria
The results show that after sending 200 survey forms, the author received all 200, of which 197 were valid and 3 were invalid due to excessive cross-outs, making it impossible to determine the exact rating.
a. Evaluation criteria from a management perspective:
Survey results show that 6 evaluation criteria were rated as Good (4.21-5.0): Revenue from partners (4.57); Number of active transactions (4.44); Number of potential customers (4.47); Cost of customer acquisition from partners (4.4); Number of business partners (4.33); Partner program activation rate (4.37). This is understandable because in recent years, the Group's consolidated revenue, including revenue from partners, has shown very convincing positive growth year by year.
Two criteria, Partner Satisfaction (3.61) and Partner Engagement (3.78), were rated as Fair (3.41-4.2). This shows that, fundamentally, in the business cooperation relationship with the Vietnam National Petroleum Group, partners receive certain benefits in supplying and selling products and are supported by the group's business ecosystem platforms, especially from the Franchisee Support training program within the Vietnam National Petroleum Group's support package.
The remaining criteria, Revenue influenced by partners (1.903) and Number of opportunities influenced by partners (2.55), are currently rated at a Poor level (1.81-2.6). In reality, the activities of most of the Vietnam National Petroleum Group's partners are primarily direct sales of the Group's products and services, which promotes direct revenue growth.
b. Evaluation criteria from an IT system perspective:
For many years, Petrolimex has been promoting the application of IT, digitizing management and business processes, and implementing ERP-SAP, EGAS, POS, electronic receipts, digital document management, and system security. The Group focuses on information security, has established a network incident response team, and promotes human resource training with tens of thousands of participants.
IT criteria such as multi-partner support, scalability, reporting, security, operating costs, collaboration, integration, etc., all reached a Good level (4.21–5). However, User Experience (3.03) and Customizability (3.3) are only at an Average level. In reality, the Group has not paid much attention to customizing and adapting to users' wishes and habits, as well as providing a user experience for the system.
2.5. The Current State of Factors Influencing PRM in the 4.0 Era at the Vietnam National Petroleum Group
2.5.1. Description of the Survey Sample
After sending 600 survey forms, 447 were received by email, and 121 were received by mail. However, among the 121 forms received by mail, 4 were invalid due to excessive cross-outs, making it impossible to determine the answers. Among the 447 forms collected via direct email, 10 were invalid due to too many blank spaces. Therefore, the remaining number of valid samples for analysis is 554, ensuring representativeness for the survey. The data collected was entered and processed using SPSS 25.0 and AMOS 24.0 software.
2.5.2. Results of Scale Reliability Testing with the Overall Sample
Scale reliability analysis: The results show that all scales in the research model have a Cronbach's Alpha coefficient greater than 0.6, ensuring research reliability. In most cases, the observation variables have a total variable correlation coefficient greater than 0.3, but some variables (CL3, DV3, CT1, CT2) have a total variable correlation of <0.3 and were thus removed to increase the reliability coefficient.
Exploratory Factor Analysis (EFA): The data analysis results show that the KMO coefficient of the exploratory factor analysis is 0.901 > 0.5. Bartlett's Test has a Sig. = 0.000 < 0.05, indicating that the factor analysis is suitable. At the same time, the total variance extracted is 61.299% > 50%, showing that the newly extracted factors explain 61.299% of the data set's variation and that the Eigenvalues are all > 1, which is sufficient for factor analysis.
Confirmatory Factor Analysis (CFA): The CFA shows that the model has a good fit (Chi-squared/df=2.616<3; TLI=0.902; CFI=0.913; RMSEA=0.06). The scales achieved convergent validity (CR>0.6; AVE>0.5; standardized coefficient > 0.5), ensuring reliability and discriminant validity.
Structural Equation Modeling (SEM): The factors impacting Partnership Relationship Management (PRM) at the Vietnam National Petroleum Group include: Collaborative Innovation (DM, β=0.24) is the most important; followed by Relationship Quality (CL, β=0.213) and Engagement (TG, β=0.195). Informal Management (PCT, β=0.190) and Customization Service (DV, β=0.174) play a supporting role. Formal Management (CT, β=0.1) and Value Creation (ST, β=0.1) have a weaker impact. The results show that innovation, quality, and engagement are key to building partnerships.

2.6. Evaluation of the Current State of PRM in the 4.0 Era at the Vietnam National Petroleum Group
2.6.1. Achievements
2.6.2. Existing Issues and Causes

CHAPTER 3
SOLUTIONS TO IMPROVE PRM IN THE 4.0 ERA AT THE VIETNAM NATIONAL PETROLEUM GROUP
3.1. Forecasting PRM Development Trends and Strategic Development Goals of the Vietnam National Petroleum Group until 2030, with a Vision to 2035
3.1.1. Forecasting PRM Development Trends in the Coming Period
According to a report by Pro Market Report (2025), the size of the partnership management market was valued at 3.2542 billion USD in 2023 and is expected to reach 4.65 billion USD by 2032, with a projected CAGR of 5.22% during the forecast period. Statistics from Grand View Research (2024) show that the global partnership management market size was valued at 90.20 billion USD in 2024 and is expected to grow at a CAGR of 16.6% from 2025 to 2030. PRM is increasingly becoming a foundation for sustainable growth. In the 4.0 context, prominent trends include: building co-selling ecosystems, personalizing partner experience, data-driven management, AI integration, collaborating with influencers, globalizing the supply chain, and remote partner support. These trends help businesses optimize efficiency, expand markets, increase engagement, and strengthen long-term competitive capacity.
3.1.2. Development Goals of the Vietnam National Petroleum Group until 2030, with a Vision to 2035
The overall goal of Petrolimex is to develop into a leading energy group in Vietnam, playing a key role in balancing supply and demand, ensuring energy security, aiming for 100% clean energy by 2045, and at the same time, improving efficiency and modernizing management to international standards. Specific goals are to complete production and business plans, effectively restructure, divest from non-core sectors, promote digital transformation, develop green projects, comply with the law, and increase value for shareholders, employees, and the community.
3.1.3. Strategic Development Orientation of the Vietnam National Petroleum Group until 2030, with a Vision to 2035
Petrolimex's strategy until 2025, with a vision to 2035, adheres to the production and business plan and restructuring, keeping fuel as the core axis, developing retail, franchising, and wholesale. It also includes modernizing infrastructure, transitioning to green energy, digital transformation, leveraging non-fuel ecosystems, and managing strategic partnerships. The group aims to define PRM as a source of energy that generates demand. As the Group seeks to expand its market reach, leveraging partner audiences, co-creating content, co-selling, and sharing leads must become essential strategies to drive brand awareness, revenue growth, and serve as a foundation for the Group's breakthrough in the coming period.
3.2. Group of Solutions to Improve PRM in the 4.0 Era at the Vietnam National Petroleum Group
3.2.1. Innovating Partnerships Toward Personalization
The solution to innovate partnerships at the Vietnam National Petroleum Group toward personalization emphasizes the role of open, transparent, honest, and reliable communication, and valuing partners. In addition, it is necessary to strengthen personal social interaction, skillfully resolve conflicts, maintain continuous growth, and diversify communication channels. This approach helps partnerships become more substantive, empathetic, and voluntary, going beyond the formality of contracts. Through this, the Group builds a strong foundation for cooperation, adapts flexibly, increases mutual value, and strengthens its leading role in sustainable development in the 4.0 era.
3.2.2. Close Coordination between the Group and Strategic Partner Businesses in Implementing Joint Business Plans
The solution for close coordination between the Vietnam National Petroleum Group and its strategic partners in implementing joint business plans needs to focus on three main groups. First, clearly define tasks, use project management tools, hold regular meetings, and maintain a feedback mechanism to ensure progress, accountability, and transparency. Second, measure and evaluate effectiveness using metrics such as revenue, profit, conversion rate, customer satisfaction, combined with data analysis technology. Third, apply digital technology (CRM, collaboration tools, automation) and implement partner training and certification, while providing continuous support after training. This approach helps improve relationship quality, increase engagement, and create a sustainable cooperation ecosystem.
3.2.3. Enhancing the Conversion of Potential Customers or Interested Parties into Official Group Customers
The solution to enhance the conversion of potential customers into official customers of the Vietnam National Petroleum Group focuses on four main directions. First, train and support partners in creating, managing, classifying, and sharing customer databases, and effectively exploit this information to optimize marketing and sales. Second, encourage partners to participate actively through referral programs, data sharing, and bonus policies, thereby increasing sales opportunities and revenue. Third, create attractive incentive programs such as discounts, combos, and loyalty points to encourage customers to try and repurchase multiple times. Fourth, improve customer experience through dedicated customer care, quick feedback, listening to feedback, and applying technology (AI, CRM, chatbot).
3.2.4. Innovating Partnership Performance Evaluation
The evaluation of partnership performance at the Vietnam National Petroleum Group is currently based mainly on financial metrics, leading to a lack of comprehensiveness. To innovate, the Group needs to expand evaluation to include non-financial factors such as: satisfaction, communication effectiveness, commitment and contribution, flexibility, adaptability, and potential for relationship development. Solutions include: establishing KPIs tied to satisfaction and communication, conducting regular surveys, opening feedback channels and partner meetings, evaluating participation and contribution, product/service quality, cooperative attitude and compliance, as well as the ability to innovate, expand the market, develop products, and share resources. This approach helps the Group build substantive, sustainable partnerships and increase long-term value.
3.2.5. Developing a Dedicated PRM Team
The solution to develop a dedicated PRM team is an urgent requirement for the Vietnam National Petroleum Group to enhance specialization and cooperation effectiveness. Currently, this activity is still handled by the Marketing or Public Relations departments, leading to limitations in managing over 2,700 partners, creating the risk of conflicts, missed business opportunities, and low cooperation effectiveness. To overcome this, the Group needs to establish a Partnership Relations Department with a dedicated team including: Head of Partner Relations (builds strategy, coordinates, and serves as external representative), Partner Manager (finds, negotiates, manages, and supports partners), Partner Relations Specialist (manages tools, coordinates cross-functionally, collects feedback), and Partner Marketing Specialist (implements co-marketing, events, and promotes partner programs). This structure helps increase professionalism, maintain sustainable relationships, enables the Group to professionalize partner management, improve cooperation effectiveness, and create a sustainable competitive advantage.
3.3. Group of Solutions for the Partnership Relationship Management IT System
3.3.1. Solution to Improve System User Experience
The Vietnam National Petroleum Group needs to focus on providing convenience, efficiency, and satisfaction for both employees and partners. First, it is necessary to improve usability, accessibility, and value through intuitive interface design, simple, and user-friendly processes. At the same time, upgrade system performance, speed up task processing, and ensure stability and easy searchability. Personalize the experience with content suggestions, optimize for multiple platforms, provide incentives, and offer quick support to engage partners. In addition, the quality of support services, employee training, providing detailed instructional materials, and high-quality digital content are also key focuses. Finally, continuously collecting feedback and improving the system will help enhance the experience, strengthen loyalty, and optimize cooperation effectiveness.
3.3.2. Solution to Enhance the Customizability of the PRM System
The customizability of the PRM system plays a key role in helping the Vietnam National Petroleum Group adapt to rapid changes from the market, partners, and customers. To increase flexibility, the Group needs to apply technological solutions such as a modular software architecture, microservices, low-code/no-code platforms, integrated APIs, cloud computing, DevOps, and artificial intelligence. These solutions allow the PRM system to be easily scalable, personalize the partner experience, automate processes, and optimize performance. Increasing customizability not only ensures stability and security but also helps the Group maintain strong partnerships, enhance competitive capacity, and create an advantage in the context of business digitalization.
3.4. Other Solutions to Improve PRM Effectiveness at the Vietnam National Petroleum Group
3.4.1. Resolving Conflicts in Partnerships
Resolving conflicts in partnerships is a crucial solution for the Vietnam National Petroleum Group to maintain sustainable cooperation with over 2,700 partners, many of whom are strategic. If conflicts are not handled in a timely manner, they will accumulate and negatively affect cooperation effectiveness. Therefore, the Group needs to clearly identify the causes, listen actively, create a neutral environment for the parties to express their views, and work towards common goals. Showing empathy, providing constructive feedback, and being open to new approaches from partners helps increase trust and engagement. In addition, the Group needs to work with partners to find win-win solutions, define the roles and responsibilities of each party, and regularly monitor the results to make timely adjustments, thereby strengthening long-term partnerships.
3.4.2. Co-selling Solution with Partners
The Vietnam National Petroleum Group needs to focus on proactive cooperation with strategic partners to maximize revenue and expand the market. Unlike reselling, co-selling requires integrating business processes, establishing joint account plans, mapping target customers, and identifying cooperation opportunities. The Group needs to co-market, manage leads, share data transparently, and implement a joint business plan to increase the success rate. This process includes managing referral opportunities, coordinating sales teams, frequent interaction, and reporting results to ensure consistency. Co-selling helps Petrolimex promote innovation, improve customer experience, develop a partner ecosystem, and increase sustainable profits.
3.4.3. Solution for Using Digital Technology to Manage Partnerships as a Business Ecosystem
The Vietnam National Petroleum Group needs to switch from the old PRM system to a cloud-based digital ecosystem model. Instead of just supporting small agents, the new ecosystem focuses on strategic partners—the group that brings in 80-90% of revenue—while also allowing for peer-to-peer collaboration, transparent data sharing, and real-time cooperation. A common platform helps the Group and its partners co-develop solutions, implement joint sales, optimize distribution channels, and scale up flexibly. This digital network also accelerates market access, modernizes channel management, places the customer at the center, and fully utilizes the creative capacity of partners, thereby boosting revenue and strengthening Petrolimex's leading position.

CONCLUSION
In the 4.0 era, the partnership relationship management of the Vietnam National Petroleum Group needs to be elevated to a comprehensive, professional, and digitally-based level. The strong changes in technology, the market, and the demands for sustainable development pose challenges but also open up opportunities for Petrolimex to restructure its way of cooperation. To maintain a competitive advantage, the Group must build strong strategic relationships, promote substantive partner engagement, and apply comprehensive and objective methods for evaluating cooperation effectiveness.
In reality, the Vietnam National Petroleum Group has focused on investing in PRM linked with new technology, making it easier to find, select, and expand the partner network. However, many challenges still exist that need to be addressed, such as: making cooperation relationships more substantive ; increasing partner engagement ; comprehensively measuring cooperation performance ; perfecting the IT system ; handling conflicts due to a large number of partners ; promoting co-selling and applying digital technology to form a sustainable business ecosystem.
To completely solve the challenges in PRM, the Vietnam National Petroleum Group needs to implement a synchronized set of solutions across multiple areas, from management, technology to the business ecosystem. First, building and strengthening strong relationships with strategic partners helps increase trust, coordination, and cooperation effectiveness. Simultaneously, the Group needs to encourage active partner participation in joint plans, combined with the application of a multi-dimensional, objective, and continuously improving system for evaluating cooperation effectiveness. In the 4.0 era, investing in and modernizing the IT system is an essential requirement. Integrating digital solutions and applying AI will help Petrolimex personalize services, improve user experience, increase satisfaction, and enhance operational efficiency. In addition, co-selling solutions, handling cooperation conflicts, and building a digital platform for PRM as a transparent and flexible ecosystem also need to be prioritized.
Thus, the comprehensive combination of management strategy, modern technology, and supplementary solutions will help Petrolimex enhance its internal capacity, expand business opportunities, affirm its position, and move towards sustainable development in the context of global integration. In particular, leveraging modern technology to promote cooperation and management as an ecosystem will be the key to success. This is not only a path toward sustainable development but also a way for Petrolimex to shape a solid position in the domestic and international markets now and in the future.
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