
Shaker  Verlag
Aachen  2016

Berichte aus der Betriebswirtschaft

Wolf-Dieter Hiemeyer

Design of an Integrated Marketing and
Sales Approach for the B2B Industry –

Using an Integration Model



Bibliographic information published by the Deutsche Nationalbibliothek
The Deutsche Nationalbibliothek lists this publication in the Deutsche
Nationalbibliografie; detailed bibliographic data are available in the Internet at
http://dnb.d-nb.de.

Zugl.: University of South Wales / Hochschule München, Diss., 2016

Copyright  Shaker  Verlag  2016
All rights reserved. No part of this publication may be reproduced, stored in a
retrieval system, or transmitted, in any form or by any means, electronic,
mechanical, photocopying, recording or otherwise, without the prior permission
of the publishers.

Printed in Germany.

ISBN 978-3-8440-4286-3
ISSN 0945-0696

Shaker  Verlag  GmbH  •  P.O. BOX 101818  •  D-52018  Aachen
Phone:  0049/2407/9596-0   •   Telefax:  0049/2407/9596-9
Internet: www.shaker.de   •   e-mail: info@shaker.de



�

��

Design of an 
Integrated Marketing and Sales Approach

for the B2B Industry – 
Using an Integration Model 

Wolf-Dieter Hiemeyer 
Dipl. Ing. (FH), Dipl.-Wirt.-Ing. (FH), MBA 

Research Supervisors: 
Prof. Dr. Hefin Rowlands 

Prof. Dr. Richard Hofmaier 

A submission presented in partial fulfilment of the
requirements of the University of South Wales/Prifysgol De Cymru 

for the degree of Doctor of Business Administration

January 2016 



������	
��	����� � �

���

Table of Contents 

TABLE OF CONTENTS ...................................................................................... II

LIST OF FIGURES ......................................................................................... VIII

LIST OF TABLES .............................................................................................. XI

ABBREVIATIONS ............................................................................................ XV

ABSTRACT .................................................................................................... XVII

1. OVERVIEW OF THE RESEARCH STUDY .................................................. 1

1.1 Introduction ......................................................................................................................... 1

1.2 Aim and Objectives of the Study ........................................................................................ 3

1.3 The Structure of the Thesis ................................................................................................ 5

2. CHARACTERISTICS OF MARKETING AND SALES IN B2B 

INDUSTRY: A LITERATURE REVIEW ............................................................... 9

2.1 Introduction ......................................................................................................................... 9

2.2 Characteristics of Industrial Marketing ............................................................................... 9

2.3 Definition and Development of Marketing ........................................................................ 11

2.4 Definition and Development of Sales ............................................................................... 13

2.5 The Evolution and Current State of B2B Marketing ......................................................... 16

2.5.1 Pre-Industrial B2B Marketing Theory ...................................................................... 18

2.5.2 Industrial B2B Marketing and Behavioural Theory .................................................. 21

2.5.3 Post-industrial B2B Marketing Theory..................................................................... 22

2.5.4 Current State and Challenges of B2B Marketing .................................................... 23

2.6 The Evolution and Current State of B2B Sales ................................................................ 36

2.7 Summary .......................................................................................................................... 44



������	
��	�����

����

3. COLLABORATION BETWEEN MARKETING AND SALES IN 

THE B2B INDUSTRY: A LITERATURE REVIEW ............................................. 46

3.1 Introduction ....................................................................................................................... 46

3.2 Marketing as a Cross-functional Department ................................................................... 47

3.3 Characteristics of Collaboration between Marketing and Sales ...................................... 50

3.3.1 Definition of the Marketing-Sales Interface ............................................................. 50

3.3.2 Importance of Collaboration between Marketing and Sales ................................... 52

3.3.3 Dysfunctional Conflicts of the Marketing-Sales Interface........................................ 53

3.3.4 Different Roles and Types of the Marketing-Sales Interface .................................. 55

3.4 Empirical Research Findings on the Collaboration between Marketing and Sales ......... 60

3.4.1 Analysis of Research Studies (Years 2002 – 2006) ............................................... 62

3.4.2 Analysis of Research Studies (Years 2007 – 2009) ............................................... 68

3.4.3 Analysis of Research Studies (Years 2010 – 2014) ............................................... 76

3.5 The Research Gaps Identified from the Literature Review .............................................. 85

3.6 Summary .......................................................................................................................... 89

4. AN INTEGRATED MARKETING AND SALES APPROACH: 

THE CONCEPTUAL FRAMEWORK AND HYPOTHESES ............................... 91

4.1 Introduction ....................................................................................................................... 91

4.2 The Development of the Conceptual Framework ............................................................ 91

4.3 Importance of an Integrated Marketing and Sales Approach .......................................... 92

4.4 An Integrated Marketing and Sales Approach as the Target Dimension ......................... 93

4.5 Conceptualization of Integration Mechanisms and Formulation of Hypotheses .............. 96

4.5.1 Cross-functional Communication .......................................................................... 100

4.5.2 Coordination of M&S Tasks .................................................................................. 102

4.5.3 Coordination of M&S Processes ........................................................................... 105

4.5.4 Coordination of M&S Structure and Culture .......................................................... 108

4.5.5 Interim Integration Mechanism Results ................................................................. 111

4.6 Conceptualization of Integration Factors and Formulation of Hypotheses .................... 112

4.6.1 Leadership of M&S Management.......................................................................... 116



������	
��	�����

���

4.6.2 Aligned Strategies and Mutual Goals .................................................................... 117

4.6.3 Attitude and Competencies of M&S Employees ................................................... 119

4.6.4 Customer Orientation of Marketing and Sales ...................................................... 121

4.6.5 Interim Integration Factor Results ......................................................................... 122

4.7 The Conceptual Framework ........................................................................................... 123

4.8 The Hypotheses Derived from the Literature Review .................................................... 124

4.9 Summary ........................................................................................................................ 125

5. RESEARCH METHODOLOGY ................................................................ 127

5.1 Introduction ..................................................................................................................... 127

5.2 The Research Philosophy .............................................................................................. 127

5.3 The Hypotheses ............................................................................................................. 130

5.4 The Development of the M&S Integration Model ........................................................... 133

5.4.1 Theoretical Background ........................................................................................ 133

5.4.2 The Definition of the Five Levels of M&S Collaboration........................................ 140

5.5 The Research Design .................................................................................................... 142

5.5.1 The Research Setting ........................................................................................... 143

5.5.2 The Design of the Questionnaire .......................................................................... 147

5.5.3 The Design of the Interview Schedule .................................................................. 156

5.6 The Data Collection ........................................................................................................ 158

5.6.1 The Pilot Phase ..................................................................................................... 158

5.6.2 The Structured Group Interview Phase ................................................................. 159

5.7 The Composition of the Sample ..................................................................................... 161

5.8 The Data Analysis .......................................................................................................... 167

5.8.1 The Structural Equation Modeling ......................................................................... 168

5.8.2 The Descriptive Statistics ...................................................................................... 186

5.9 Reliability and Validity .................................................................................................... 189

5.10 Ethical Considerations ................................................................................................... 190

5.11 Summary of the Research Methodology ........................................................................ 192



������	
��	�����

��

6. THE STRUCTURAL EQUATION MODELING: QUANTITATIVE 

EVIDENCE...................................................................................................... 193

6.1 Introduction ..................................................................................................................... 193

6.2 Operationalization of the Constructs .............................................................................. 193

6.2.1 Operationalization of Integration Mechanisms ...................................................... 194

6.2.2 Operationalization of Integration Factors .............................................................. 200

6.2.1 Operationalization of Target Dimension ................................................................ 207

6.2.2 Summary of Operationalization of Constructs ...................................................... 208

6.2.3 Model Testing ........................................................................................................ 212

6.2.4 Summary of the Structural Equation Modeling ..................................................... 218

7. THE DESCRIPTIVE STATISTICS: ANALYSIS OF THE 

MARKETING-SALES INTERFACE ................................................................. 220

7.1 Introduction ..................................................................................................................... 220

7.2 The Research Sample ................................................................................................... 220

7.3 Descriptive Results ........................................................................................................ 223

7.3.1 Integration Mechanism: Cross-functional Communication.................................... 224

7.3.2 Integration Mechanism: Coordination of M&S Tasks ............................................ 229

7.3.3 Integration Mechanism: Coordination of M&S Processes .................................... 234

7.3.4 Integration Mechanism: Coordination of M&S Structure and Culture ................... 239

7.3.5 Integration Factor: Leadership of M&S Management ........................................... 245

7.3.6 Integration Factor: Aligned Strategies and Mutual Goals ..................................... 250

7.3.7 Integration Factor: Attitude and Competencies of M&S Employees ..................... 256

7.3.8 Integration Factor: Customer Orientation of Marketing and Sales ........................ 260

7.3.9 Summary of Results of Descriptive Statistics ....................................................... 265

7.4 Transfer of Results into M&S Integration Model ............................................................ 268

7.4.1 The Calculation of the Level of M&S Collaboration .............................................. 269

7.4.2 The Testing of the M&S Integration Model ........................................................... 270

7.4.3 The Transfer of Data into the M&S Integration Model .......................................... 272

7.4.4 Comparison of Size Classes of Total Sample ....................................................... 274

7.4.5 Comparison of Trade Classes of the Total Sample .............................................. 277

7.5 Summary of the Descriptive Statistics ........................................................................... 279

8. DISCUSSION ........................................................................................... 282



������	
��	�����

���

8.1 Introduction ..................................................................................................................... 282

8.2 The Aim and Objectives of the Study ............................................................................. 282

8.3 The Hypotheses, and their Results ................................................................................ 283

8.4 Discussion of the Research Findings ............................................................................. 284

8.4.1 Integration Mechanism: Cross-functional Communication.................................... 284

8.4.2 Integration Mechanism: Coordination of M&S Tasks ............................................ 286

8.4.3 Integration Mechanism: Coordination of M&S Processes .................................... 288

8.4.4 Integration Mechanism: Coordination of M&S Structure / Culture ........................ 290

8.4.5 Integration Factor: Leadership of M&S Management ........................................... 292

8.4.6 Integration Factor: Aligned Strategies and Mutual Goals ..................................... 294

8.4.7 Integration Factor: Attitude and Competencies of M&S Employees ..................... 297

8.4.8 Integration Factor: Customer Orientation of Marketing and Sales ........................ 298

8.5 The M&S Integration Model ........................................................................................... 300

8.6 Summary of Discussion ................................................................................................. 303

9. CONCLUSIONS ....................................................................................... 305

9.1 Introduction ..................................................................................................................... 305

9.2 Key Contributions ........................................................................................................... 306

9.2.1 Contributions to Knowledge .................................................................................. 310

9.2.2 Contributions to Professional Practice .................................................................. 316

9.3 Limitations of the Present Research Study .................................................................... 332

9.3.1 The Sample Size ................................................................................................... 332

9.3.2 The Diverse Composition of the Sample .............................................................. 333

9.3.3 The Selection of the Respondents ........................................................................ 334

9.3.4 The Interviewer Bias ............................................................................................. 335

9.3.5 The Generalizability of the Study .......................................................................... 335

9.3.6 Selected Mechanism and Factors of the Marketing-Sales Interface .................... 336

9.3.7 Instrument for Measuring and Visualizing M&S Collaboration .............................. 337

9.4 Directions for Future Research ...................................................................................... 337

9.4.1 Quantitative Research Study with a Larger Sample Size ..................................... 338

9.4.2 Qualitative Research Study with Focus Groups ................................................... 338

9.4.3 Longitudinal Exploration of M&S Collaboration ..................................................... 338



������	
��	�����

����

9.5 Overall Conclusions ....................................................................................................... 339

10. REFERENCES ......................................................................................... 341

�



����	
���������

�����

List of Figures 

Figure 1: Strategic Approaches of Industrial and Consumer Marketing – 
Personal Selling vs. Mass Selling (Cooke, 1986) ........................................................... 10 

Figure 2: Balance of Economic and Behavioural Foundations of B2B 
Marketing Theories across two Development Paths (Hadjikhani and 
LaPlaca, 2013) ................................................................................................................ 18 

Figure 3: Forces Driving the Sales Organization (Piercy, 2010) .................................................. 38 

Figure 4: The Customer Portfolio (Piercy, 2010) ......................................................................... 40 

Figure 5: How Organizations Evolve and Re-prioritize (Piercy, 2010)......................................... 43 

Figure 6: Examples of Sales and Marketing Tasks Integration (Zoltners, 
2004) ............................................................................................................................... 51 

Figure 7: Example of Sales and Marketing Comments in B2B Context 
(Aberdeen Group, 2002, p.4) .......................................................................................... 54 

Figure 8: Identification- and Integration-Matrix for B2B Marketing & Sales 
Management (Hofmaier, 2014) ....................................................................................... 56 

Figure 9: The Sales-Marketing Interface Integrative Framework (Hughes et al., 
2012) ............................................................................................................................... 81 

Figure 10: Preliminary Conceptual Framework for Present Research Study .............................. 92 

Figure 11: Preliminary Model to Visualize Different Levels of M&S 
Collaboration on a Continuum ........................................................................................ 95 

Figure 12: Example of Marketing and Sales Integration (according to Zoltners, 
2004) ............................................................................................................................. 103 

Figure 13 Continuum of Marketing and Sales Tasks (according to Cespedes, 
1994, p.48) .................................................................................................................... 104 

Figure 14 Example of Marketing and Sales Process Integration ............................................... 107 

Figure 15: Shared Culture and Subcultures at the Sales-Marketing Interface 
(Beverland et al., 2006) ................................................................................................ 110 

Figure 16: Overview of Integration Mechanisms and Hypotheses ............................................ 111 

Figure 17: Overview of Integration Factors and Hypotheses ..................................................... 123 

Figure 18: Final Conceptual Framework for Present Research Study ...................................... 124 

Figure 19: Types of Relationship between Marketing and Sales (Kotler et al., 
2006) ............................................................................................................................. 133 

Figure 20: Configurations of the Collaboration between Marketing and Sales 
(Biemans et al., 2010) ................................................................................................... 134 

Figure 21: Identification and Integration Matrix for B2B Marketing & Sales 
Management (Hofmaier, 2014) ..................................................................................... 137 

Figure 22: Marketing & Sales Integration Model ........................................................................ 139 

Figure 23: Research Setting Representing the Different Samples of the 
Present Research Study ............................................................................................... 144 

Figure 24: The Differentiation of the Marketing and Sales Units with Selected 
Sub-Functions ............................................................................................................... 145 

Figure 25: Different Empirical Survey Methods in Social Research (Kromrey, 
2009 and Helfferich, 2014) ........................................................................................... 157 



����	
���������

���

Figure 26: Conceptual Framework to be Tested by Structural Equation 
Modeling ....................................................................................................................... 170 

Figure 27: Example of Path Diagram for Structural Equation Modeling for 
Construct ‘Cross-functional Communication’ ................................................................ 175 

Figure 28: Hypotheses Testing – Direct Effects on Dependent Variable (One-
Tailed, Significance Level of 5%) ................................................................................. 213 

Figure 29: The Research Setting of this Study .......................................................................... 222 

Figure 30: Profile of ‘Cross-functional Communication’ for Total Sample of 15 
B2B Firms ..................................................................................................................... 226 

Figure 31: Profiles of ‘Cross-functional Communication’ by B2B Firms with 
Highest and Lowest Scores and Total Sample ............................................................. 228 

Figure 32: Profile of ‘Coordination of M&S Tasks’ for Total Sample of 15 B2B 
Firms ............................................................................................................................. 231 

Figure 33: Profiles of ‘Coordination of M&S Tasks’ by B2B Firms with Highest 
and Lowest Scores and Total Sample .......................................................................... 233 

Figure 34: Profile of ‘Coordination of M&S Processes’ for Total Sample of 15 
B2B Firms ..................................................................................................................... 236 

Figure 35: Profiles of ‘Coordination of M&S Processes’ for B2B Firms with 
Highest and Lowest Scores and Total Sample ............................................................. 238 

Figure 36: Profile of ‘Coordination of M&S Structure and Culture’ for Total 
Sample of 15 B2B Firms ............................................................................................... 242 

Figure 37: Profiles of ‘Coordination of M&S Structure and Culture’ by B2B 
Firms with Highest and Lowest Scores and Total Sample ........................................... 244 

Figure 38: Profile of ‘Leadership of M&S Management’ for Total Sample ................................. 247 

Figure 39: Profiles of ‘Leadership of M&S Management’ by B2B Firms with 
Highest and Lowest Scores and Total Sample ............................................................. 249 

Figure 40: Profile of ‘Aligned Strategies and Mutual Goals’ for Total Sample ........................... 252 

Figure 41: Profiles of ‘Aligned Strategies and Mutual Goals’ by B2B Firms with 
Highest and Lowest Scores and Total Sample ............................................................. 255 

Figure 42: Profile of ‘Attitude and Competencies of M&S Employees’ for Total 
Sample of 15 B2B Firms ............................................................................................... 257 

Figure 43: Profiles of ‘Attitude and Competencies of M&S Employees’ by B2B 
Firms with Highest and Lowest Scores and Total Sample ........................................... 259 

Figure 44: Profile of ‘Customer Orientation of Marketing and Sales’ for Total 
Sample .......................................................................................................................... 262 

Figure 45: Profiles of ‘Customer Orientation of Marketing and Sales’ by B2B 
Firms with Highest and Lowest Scores and Total Sample ........................................... 264 

Figure 46: Summary of Results of Integration Mechanisms and Integration 
Factors for Total Sample .............................................................................................. 267 

Figure 47: M&S Integration Model to Measure and Visualize the Level of M&S 
Collaboration ................................................................................................................. 268 

Figure 48: Testing the M&S Integration Model .......................................................................... 271 

Figure 49: B2B firms Positioned in the M&S Integration Model ................................................. 272 

Figure 50: Marketing and Sales Integration Model .................................................................... 302 

Figure 51: Marketing and Sales Integration Model .................................................................... 315 



����	
���������

��

Figure 52: The Integration Model Showing M&S Collaboration Benchmarks for 
the 15 B2B Firms .......................................................................................................... 319 

Figure 53: Integration Road Map for Implementing an Integrated Marketing 
and Sales Approach’ ..................................................................................................... 320 



����	
��������

���

List of Tables 

Table 1: Diagrammatic Overview of Thesis ................................................................................... 6 

Table 2: Theoretical Foundations for B2B and Business Exchange (Hadjikhani 
/ LaPlaca, 2013) .............................................................................................................. 19 

Table 3: Overview about Empirical and Conceptualized Research Studies 
(Years 2002 – 2006) ....................................................................................................... 68 

Table 4: Overview about Empirical and Conceptualized Research Studies 
(Years 2007 – 2009) ....................................................................................................... 76 

Table 5: Overview about Empirical and Conceptualized Research Studies 
(Years 2010 –  2014) ...................................................................................................... 85 

Table 6: Overview of Findings of Analyzed Research Studies and Research 
Gaps ............................................................................................................................... 88 

Table 7: Overview of Chosen Integration Mechanisms with Selected Items ............................. 100 

Table 8: Overview of Chosen Integration Factors with Selected Items ..................................... 115 

Table 9: The Hypotheses of the Present Research Study ......................................................... 125 

Table 10: The Hypotheses of the Present Research Study ....................................................... 131 

Table 11: Overview of the Structure of the Questionnaire ......................................................... 149 

Table 12: Structure of the Questionnaire, Section 2, ‘Cross-functional 
Communication’ ............................................................................................................ 151 

Table 13: Structure of the Questionnaire, Section 2, ‘Coordination of M&S 
Tasks’ ............................................................................................................................ 151 

Table 14: Structure of the Questionnaire, Section 2, ‘Coordination of M&S 
Processes’ .................................................................................................................... 152 

Table 15: Structure of the Questionnaire, Section 2, ‘Coordination of M&S 
Structure and Culture’ ................................................................................................... 153 

Table 16: Structure of the Questionnaire, Section 3, ‘Leadership of M&S 
Management’ ................................................................................................................ 154 

Table 17: Structure of the Questionnaire, Section 3, ‘Aligned Strategies and 
Mutual Goals’ ................................................................................................................ 154 

Table 18: Structure of the Questionnaire, Section 3, ‘Attitude and 
Competencies of M&S Employees’ .............................................................................. 155 

Table 19: Structure of the Questionnaire, Section 3, ‘Customer Orientation of 
Marketing and Sales’ .................................................................................................... 156 

Table 20: Overview of the Data Collection Phase ..................................................................... 158 

Table 21: Number of Respondents according to Research Setting........................................... 162 

Table 22: Overview of Number of Respondents per Industry Sector for the 
Sample .......................................................................................................................... 163 

Table 23: Overview of Number of Respondents per Size Class for the Sample ....................... 164 

Table 24: Overview of Top Management Sub-functions ............................................................ 164 

Table 25: Overview of Marketing Management Sub-functions .................................................. 165 

Table 26: Overview of Sales Management Sub-functions ......................................................... 165 

Table 27: Overview of Marketing Employees’ Sub-functions .................................................... 166 

Table 28: Overview of Sales Employees’ Sub-functions ........................................................... 166 



����	
��������

����

Table 29: Overview of the Quantitative Research Approaches for Data 
Analysis ......................................................................................................................... 168 

Table 30: Overview of Integration Mechanism Constructs and Items for 
Structural Equation Modeling ........................................................................................ 171 

Table 31: Overview of Integration Factor Constructs and Items for Structural 
Equation Modeling ........................................................................................................ 172 

Table 32: Overview of Construct ‘Integrated Marketing and Sales Approach’ 
(Target Dimension) and Items for Structural Equation Modeling ................................. 173 

Table 33: Suggested Sample Size (Marcoulides and Saunders, 2006) vs. 
Sample Size of this Study ............................................................................................. 178 

Table 34: Overview of Criteria Used to Check Reliability and Validity of 
Measurement Models (Outer Model) ............................................................................ 180 

Table 35: Overview of Criteria Used to Check Causal Effects in the Structural 
Model (Inner Model) ...................................................................................................... 183 

Table 36: Example of the Cumulative Approach to Calculate the Total Score 
for Integration Mechanisms .......................................................................................... 187 

Table 37: Example of the Weighted Assessment Used to Calculate the Total 
Score for Integration Factors ........................................................................................ 188 

Table 38: Criteria to Check Reliability, Validity and Causal Effects of the 
Construct ‘Cross-functional Communication’ ................................................................ 195 

Table 39: Criteria to Check Reliability, Validity and Causal Effects of the 
Construct ‘Coordination of M&S Tasks’ ........................................................................ 196 

Table 40: Criteria to Check Reliability, Validity and Causal Effects of the 
Construct ‘Coordination of M&S Processes’ ................................................................. 198 

Table 41: Criteria to Check Reliability, Validity and Causal Effects of the 
Construct ‘Coordination of M&S Structure and Culture’ ............................................... 199 

Table 42: Criteria to Check Reliability, Validity and Causal Effects of the 
Construct ‘Leadership of M&S Management’ ............................................................... 201 

Table 43: Criteria to Check Reliability, Validity and Causal Effects of the 
Construct ‘Aligned Strategies and Mutual Goals’ ......................................................... 203 

Table 44: Criteria to Check Reliability, Validity and Causal Effects of the 
Construct ‘Attitude and Competencies of M&S Employees’ ......................................... 204 

Table 45: Criteria to Check Reliability, Validity and Causal Effects of the 
Construct ‘Customer Orientation of Marketing and Sales’ ........................................... 206 

Table 46: Criteria to check Reliability, Validity, and Causal Effects of the 
Construct ‘Integrated Marketing and Sales Approach’ ................................................. 208 

Table 47: Overview of Discriminant Validity of Constructs (Latent Variables) ........................... 209 

Table 48: Results for the Reliability, Validity, and Significance of Integration 
Mechanisms .................................................................................................................. 210 

Table 49: Results for the Reliability, Validity, and Significance of Integration 
Factors .......................................................................................................................... 211 

Table 50: Results for the Reliability and Validity of Target Dimension ...................................... 212 

Table 51: Summary of the Hypotheses ...................................................................................... 218 

Table 52: Overview of 15 B2B Firms Involved in the Empirical Research Study ...................... 221

Table 53: Number of Respondents per B2B Firm, in Accordance with the 
Research Setting .......................................................................................................... 221 



����	
��������

�����

Table 54: Overview of Respondents, in Accordance with the Research Setting ....................... 222

Table 55: Results for Integration Mechanism ‘Cross-functional 
Communication’ for the Categories .............................................................................. 225 

Table 56: Results for ‘Cross-functional Communication’ for B2B Firms with 
Highest and Lowest Scores .......................................................................................... 227 

Table 57: Results for Integration Mechanism ‘Coordination of M&S Tasks’ for 
the Categories............................................................................................................... 230 

Table 58: Results for ‘Coordination of M&S Tasks’ for B2B Firms with Highest 
and Lowest Scores ....................................................................................................... 232 

Table 59: Results for Integration Mechanism ‘Coordination M&S Processes’ 
for the Categories ......................................................................................................... 235 

Table 60: Results for ‘Coordination of M&S Processes’ for B2B Firms with 
Highest and Lowest Scores .......................................................................................... 237 

Table 61: Results for Integration Mechanism ‘Coordination of M&S 
Structure/Culture’ for the Categories ............................................................................ 240 

Table 62: Results for ‘Coordination of M&S Structure and Culture’ for B2B 
Firms with Highest and Lowest Scores ........................................................................ 243 

Table 63: Results for Integration Factor 'Leadership of M&S Management’ for 
the Categories............................................................................................................... 246 

Table 64: Results for ‘Leadership of M&S Management’ for B2B Firms with 
Highest and Lowest Scores .......................................................................................... 248 

Table 65: Results for Integration Factor 'Aligned Strategies and Mutual Goals’ 
for the Categories ......................................................................................................... 251 

Table 66: Results for ‘Aligned Strategies and Mutual Goals’ for B2B Firms with 
Highest and Lowest Scores .......................................................................................... 253 

Table 67: Results for Integration Factor ‘Attitude and Competencies of M&S 
Employees’ for the Categories...................................................................................... 256 

Table 68: Results for ‘Attitude and Competencies of M&S Employees’ for B2B 
Firms with Highest and Lowest Scores ........................................................................ 258 

Table 69: Results for Integration Factor 'Customer Orientation of Marketing 
and Sales’ for the Categories ....................................................................................... 261 

Table 70: Results for ‘Customer Orientation of Marketing and Sales’ for B2B 
Firms with Highest and Lowest Scores ........................................................................ 263 

Table 71: Overview of Results of Descriptive Statistics ............................................................. 265 

Table 72: Conversion of Results of Descriptive Analysis for Total Sample for 
Use in the Integration Model ......................................................................................... 270 

Table 73: Summary of Determined Levels of M&S Collaboration for Total 
Sample of 15 B2B Firms ............................................................................................... 274 

Table 74: Overview of the Size Classes of the Total Sample .................................................... 275 

Table 75: Comparison of Size Classes of Total Sample regarding Level of 
M&S Collaboration ........................................................................................................ 276 

Table 76: Overview of the Trade Classes of the Total Sample ................................................. 278 

Table 77: Comparison of Trade Classes of Total Sample regarding Level of 
M&S Collaboration ........................................................................................................ 279 

Table 78: The Hypotheses, and Results .................................................................................... 283 



����	
��������

����

Table 79: Integration Checklist for Integration Factor ‘Leadership of M&S 
Management’ ................................................................................................................ 321 

Table 80: Integration Checklist for Integration Mechanism ‘Cross-functional 
Communication’ ............................................................................................................ 322 

Table 81: Integration Checklist for Integration Factor ‘Aligned Strategies and 
Mutual Goals’ ................................................................................................................ 323 

Table 82: Integration Checklist for Integration Factor ‘Attitude and 
Competencies of M&S Employees’ .............................................................................. 324 

Table 83: Integration Checklist for Integration Mechanism ‘Coordination of 
M&S Tasks’ ................................................................................................................... 325 

Table 84: Integration Checklist for Integration Mechanism ‘Coordination of 
M&S Processes’............................................................................................................ 326 

Table 85: Integration Checklist for Integration Mechanism ‘Coordination of 
M&S Structure and Culture’ .......................................................................................... 327 

Table 86: Integration Checklist for Integration Factor ‘Customer Orientation of 
Marketing and Sales’ .................................................................................................... 328 

Table 87: Feedback Results from B2B Firms regarding Research Approach ........................... 330 



���������	���

���

Abbreviations 

AMA     American Marketing Association 

B2B     Business-to-Business 

B2B2C     Business-to-Business-to-Consumer 

B2C     Business-to-Consumer 

CEO     Chief Executive Officer 

CMO     Chief Marketing Officer 

COO     Chief Operating Officer 

CRM     Customer Relationship Management 

e.g.     For example 

HRM     Human Resource Management 

H1 – H8    Hypotheses one to eight 

IM     Integration Mechanism 

IMF3     Integration Mechanism B2B Firm 3 

IMP     International Marketing and Purchasing 

IMSA     Integrated Marketing and Sales Approach 

IF     Integration Factor 

IFF3     Integration Factor B2B Firm 3 

IT     Information Technology 

KAM     Key Account Management 

MBO     Management by Objectives 

Mgt.     Management 

M&S     Marketing and Sales 

n     Number (e.g. B2B firms, respondents) 

n.a.     Not available 

P&L     Profit and Loss 

PM     Product Manager 

R&D     Research and Development 

ROA     Return on Assets 



���������	���

����

ROI     Return on Investment 

SAM     Strategic Account Management 

SBU     Strategic Business Unit 

SIC     Standard Industry Code 

SME     Small and Medium sized Enterprises 

vs.     Versus 

USP     Unique Selling Proposition 

4P-model    Product, promotion, price, place – model 

Statistics Abbreviations 
AMOS     Analysis of Moment Structures 

AVE     Average Variance Extracted 

CR     Composite Reliability 

CSA     Covariance Structured Analysis 

IR     Indicator Reliability 

LISREL     Linear Structural Relationships 

GESCA     General Electronic Structured Component Analysis 

GSCA     General Structured Component Analysis 

LVPS     Latent Variables Path Analysis 

M     Arithmetic Mean 

PC     Path Coefficient 

PLS     Partial Least Squares 

R²     Coefficient of Determination 

Q     Questions, Statements, Items, Indicators 

Q²     Construct Crossvalidated Communality 

SD     Standard Deviation 

SEM     Structural Equation Modeling 

V     Variance 

VIF     Variance Inflation Factor 



�������

�����

Abstract 

Due to increased competitive pressures, shortening product life cycles, and 

heightened customer demands, business organizations are increasing their abil-

ity to effectively adapt and build competitive advantage by flattening their organ-

izations, breaking down barriers and stimulating teamwork between functional 

units (Rouziès et al., 2005). As the body of knowledge on the collaboration be-

tween Marketing and Sales (M&S) expands, there is a greater need to explore 

specific collaborative factors in B2B firms (Biemans et al., 2010). Thus, the aim 

of the present study is to investigate the collaboration between Marketing and 

Sales and to address the following research gaps. First, the ultimate level of 

M&S collaboration will be determined by this study as Marketing-Sales integra-

tion. Second, a set of mechanisms and factors will be identified in order to facili-

tate an ‘Integrated Marketing and Sales Approach’. Third, an instrument will be 

developed which can be used to measure and visualize the level of M&S col-

laboration and to improve Marketing-Sales integration. Forth, as most prior re-

search has conducted surveys with only Managers, this study will investigate 

the perspective of both the M&S Managers and the Employees. 

The present study explored the collaboration between the Marketing and Sales 

units in B2B firms in Germany, using a quantitative approach. Based on the 

findings of prior research (e.g. Rouziès et al., 2005; Le Meunier FitzHugh and 

Piercy, 2007a), this study derived and investigated a set of Integration Mecha-

nisms and Integration Factors, using causal and descriptive analysis, to deter-

mine the impact of these mechanisms and factors on an ‘Integrated Marketing 

and Sales Approach’. An empirical survey was used to test a conceptualized 

Integration Model to improve the Marketing-Sales interface along a continuum. 

This study provided findings which contribute to the theory of this field of re-

search and to professional practice. First, the selected Integration Mechanisms 

and Integration Factors have a significant and positive impact on an ‘Integrated 

Marketing and Sales Approach’. Second, the Integration Model is an appropri-

ate instrument for measurement and visualization of the level of M&S collabora-

tion, and for improving the Marketing-Sales interface through a conceptualized 
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implementation. Third, respondents from Marketing perceived the cross-

functional relationship more positively than their colleagues from Sales, howev-

er, the M&S Managers and their Employees evaluated the Marketing-Sales in-

terface on an equal level. These findings could be considered by B2B compa-

nies planning to facilitate an ‘Integrated Marketing and Sales Approach’. 


