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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’. 


