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Introduction 

1. Introduction 
 
In this first chapter we will provide a short introduction to the area of the marketing 
and sales functions in a company and how they are related to each other. Later on, in 
the problem discussion, we will explain how companies may encounter problems with 
the integration of the two functions. The problem discussion will then finally lead to the 
purpose of this thesis and some research questions. 

1.1 Background 
Marketing is the function that manages connections between an organization and its 
customers. The connections between customers and products, customers and service 
delivery and customer and financial accountability are all responsibilities of the 
marketing function. (Matthyssens & Johnston, 2006) 
 
Matthyssens & Johnston (2006), states that the success of the marketing function is 
dependent on a cross-functional competence to ensure the implementation of marketing 
ideas. 
 
Acording to Meunier-FitzHugh & Piercy (2007), the role of the sales function is to 
stimulate rather than satisfy, demand for products. The actual context of the sales 
function is increasingly complex and forces industrial companies to integrate marketing 
and sales better. (Matthyssens & Johnston, 2006) 
 
The marketing concept can be defined as “the achievement of corporate goals through 
meeting and exceeding customer needs better than the competition.” (Jobber, 2004) 
It can be divided into three main components; 
  

 customer orientation 
 integrated effort 
 goal achievement 

 
Customer orientation focuses on the customer and to provide customer satisfaction. By 
holding all staff responsible for creating customer satisfaction, the company create an 
integrated effort towards this goal. The final component of the marketing concept is the 
belief that company goals can be achieved through customer satisfaction. (ibid) 
 
The role of the marketer is to act as a strategic coordinator and to be responsible for the 
functional interdependence between the marketing function and other departments 
within the company. (Matthyssens & Johnston, 2006) 
 
Based on identified customers and segments, the marketer develops a marketing mix. 
The marketing mix consists of four key elements; product, price, promotion, and place. 
All of these elements has to be taken into consideration in order for marketers to be able 
satisfy their customers needs better than their competitors. (Jobber, 2004) 
 
Marketing management is a business discipline focused on the practical application of 
marketing techniques and the management of a firm's marketing resources and 
activities. Marketing managers are often responsible for influencing the level, timing, 
and composition of customer demand in a manner that will achieve the company's 
objectives. (Jobber, 2006) 
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The sales function is a part of any major selling company’s marketing mix and acts as a 
personal connection between the company and its’ customers. It is common that the 
responsibility of managing relationships with customers is put on the sales function. 
This is mainly due to the fact that sales offer the highest level of personal dialogue of all 
the elements in the marketing mix. (Dwyer & Tanner, 2006) 
 
According to Jobber (2004), the primary task for a salesperson is to increase sales. But 
for the entire sales function, the responsibilities are more complex. Six main 
responsibilities are to be carried out by the sales function for assuring continuous 
success: 
 

1. Prospecting 
2. Maintaining customer records and information feedback 
3. Providing service 
4. Handling complaints 
5. Self-management 
6. Relationship management 

 
Prospecting is the process of identifying and actively searching for potential customers. 
When salespeople have worked for the same company for a long time, it is common that 
they rely on their already established customers and overlook new potential customers 
and markets. A way to achieve this is to ask satisfied customers if they know of anyone 
who might be interested in their products and to use reference selling.  (Jobber, 2004) 
 
To maintain customer records means that the sales department keeps records of any 
customer who might buy their products more than once. This is important because the 
records can be used to get specific details about a specific customer and assist the 
department in planning for a meeting etc. Feedback from the salespeople, such as 
rumours of policy changes and news of upcoming product launches, should be 
encouraged and rewarded by the company. (Ibid) 
 
A good salesperson should try to create goodwill by providing service to their 
customers. As they are familiar with common problems with their products, they can 
provide their customers with solutions to these and also advice them on how to improve 
productivity.  (Ibid) 
 
It is important that salespeople deal with and handle complaints quickly and efficiently 
in order to avoid that dissatisfied customers tell other people about it. A dissatisfied 
customer tell on average six other people about what they dislike about a product and by 
dealing with this as soon as possible the company will avoid a bad rumour. If handled 
correctly, the effect will be the opposite and the complaining customer will tell others 
how well they have been treated instead. (Ibid) 
 
By grading customers and putting them into different categories depending on the 
importance to the company, the salesperson can put more focus on more important 
customers. This is called self-management. (Ibid) 
 
Relationship management is also one of the responsibilities of a salesperson. To build 
strong relationships with important customers is crucial for a company. The salesperson 
is the company’s personal connection to the customers and most suited for this task. 
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As today’s markets are getting more and more competitive, sales and marketing is 
gaining more attention. All companies do some form of marketing and some form of 
sales. Even if sales and marketing is integrated into one department in many companies, 
it is important to remember that they are two separate functions that fulfils to different 
purposes.  
 

1.2 Problem Discussion 
Jobber (2004) argues that many researchers recognize the importance of developing 
effective relationships between the marketing department and the sales department. 
However, it looks different in reality and the mixing of the two departments into an 
effective whole is often unsuccessful due to poor communication. 
 
According to Larson & Resney (2004) a major cause of failure in a sales force is the 
marketing/sales-divide trap. Today’s companies spend huge amounts of money on 
marketing. They do their best to try and segment their customers and develop marketing 
materials and messaging etc. These tasks are often handled by the marketing division 
within the company. The problem for many companies is that there is a lack of 
communication between the marketing division and the sales division. This makes the 
marketing people unaware of the on-the-ground reality that the sales people acts in. And 
the sales people do not know how the customers have been segmented and go by their 
own strategy, which often are size or geographic based segmentation schemes. (ibid) 
 
Biemans & Brencic (2007) state that most companies are structured vertically, for 
example by business functions, product groups or geographic areas. As managers guard 
their turf, conflicts and misunderstandings arise that would not have existed if the 
functions where coordinated and integrated. Both marketing and sales strive to serve 
customers. However, by working individually, the functions cannot take advantage of 
each other’s experiences and knowledge unless they work together.  
 
Dawes & Massey (2005) also state that the area concerning the integration of marketing 
and sales have been given more and more attention by researchers. Meunier-FitzHugh 
& Piercy (2007) means that this is because an integration of the two functions by 
collaboration has a direct influence on business performance.  An effective cross-
functional relationship between marketing and sales is a key determinant of success for 
firms operating in a business market. (Dawes & Massey, 2006) 
 
A problem for many of today’s companies is that they seem to forget that marketing and 
sales have a natural connection to each other. This connection requires frequent 
communication in order to function successfully. But the integration of the two 
functions must be done with caution. As the two functions become integrated, it is 
important not to forget that each function has a purpose of its own. Companies need to 
be aware of this in order to avoid missing out on important strategies. Many authors 
such as Dawes & Massey (2006) and Meunier-FitzHugh & Piercy (2007), among others 
have stated that too little attention has been given to the area of integrating the 
marketing and sales functions in a company and that more research is needed. Biemans 
& Brencic (2007) investigated the marketing and sales interface in Dutch and Slovenian 
B2B companies. However, we were unable to find any research done on Swedish 
companies. This provided us with a reason to continue our research and study the 
integration between the marketing and sales functions in Swedish companies further. 
This problem discussion guided us to state the purpose of this thesis and some research 
questions. 
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1.3 Purpose and Research Questions 
Based on the problem discussion above, the purpose of this thesis is  
 
to gain a better understanding of the integration of the sales and marketing function in 
a company. 
 
Research questions 
 
RQ 1: How can the interaction between the marketing and sales functions in a company 
be described? 
 
RQ 2: How can companies improve the integration of marketing and sales functions? 

 

1.4 Limitations 
The research conducted in this thesis has been limited to investigating the interaction 
and integration of the sales and marketing functions from a marketing perspective. This 
has been done as the process of marketing management provides enough information 
about how the two functions interact. We do not strive to explain how the interaction 
works during specific tasks, but instead explain how and by which means the two 
functions cooperate. This will be done by investigating the specific task in the 
marketing management process and by making general conclusions through that. 
Furthermore, it would be to time consuming to look at the subject from both 
perspectives.
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2. Literature Review 
 
In this second chapter we will present a selection of the previous research that has been 
done on the subject of integrating the marketing and sales functions in a company. We 
will structure this chapter by dealing with one research question at a time and present 
the theories one by one.  

2.1 Describing the interaction of sales and marketing functions in 
a company 
There are a number of authors who have studied the integration of the sales and 
marketing functions. When we selected which theories to review, we looked at the 
extent to which the authors investigated different factors that could assist in describing 
the integration of marketing and sales.  

2.1.1 Biemans & Brencic (2007) on how the integration of the marketing 
and sales functions can be described 
According to Biemans & Brencic (2007) most firms are structured as vertical 
organizations that focus on the business function. Some firms have the sales department 
and the marketing department integrated into each other while others have both a 
marketing department and a sales department.  
 
The authors also state that in some firms it may be problematic to locate the marketing 
and sales border. Some firms may be structured around business units and may lack an 
explicit marketing function. In this kind of firm, each business unit manager makes his 
own positioning and other critical marketing decisions. But the location of sales depend 
on the business unit. The largest business units are sold by fully- owned local sales 
organizations, by distributors or by their own sales people whereas the sales function in 
smaller business units even may be carried out by the business unit manager. 
 
The author further argues that in some firms, sales and marketing are combined into one 
department with integrated planning and decision making. In this kind of firm the sales 
unit and marketing unit are at the same hierarchical level and led by program managers 
or directors. This means that people perform both marketing and sales for a certain 
region or product. Some companies do not even have a formal marketing function or 
department and all decisions are made within the sales department. In these firms the 
sales team makes the final decisions. 
 
Sales are considered as top priority and marketing does not have a good strategic 
position in this kind of firm. The program/ region manager needs to be aware of both 
the sales issues and the marketing issues at the same time which can result in the 
company having a lack of strategic planning and responsive decision making at top 
levels.  
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2.1.2 Jobber (2007) on marketing management 
Marketing management is a business discipline focused on the practical application of 
marketing techniques and the management of a firm's marketing resources and 
activities. Marketing managers are often responsible for influencing the level, timing, 
and composition of customer demand in a manner that will achieve the company's 
objectives. 
 
Marketing management is the technique of applying available resources to create or 
change the perception of a product or service in the eyes of its target audience by the 
application of research and communication media. 
 
Analysis phase 
According to the author, the company is in great need of information about its 
surroundings during this stage. The marketing environment consists of the actors and 
forces that affect a company’s capability to operate effectively in providing products 
and service to its customers. The forces that affect the company can be divided into two 
groups, macro environmental and micro environmental.  
 
The macro environmental factors that affect the company are; Social and cultural, 
political and legal, technological, economic and physical. The micro environmental 
factors that affect the company are Customers, suppliers, competitors and distributors.  
 
Planning phase 
The research paper also states that planning is very important for firms because this 
helps them to process and understand the gathered information received in the analysis 
phase. The main purpose of the planning phase is to interpret the received information 
and develop it into a marketing plan. The marketing plan helps the company to 
understand the basic key questions; where are we now? How did we get here? Where 
are we heading? Where would we like to be? How do we get there? And, are we on 
course? These questions are important for managers to consider and to understand in 
order to achieve good results and to be as affective as possible.  
 
The author argues that the rewards of using a marketing plan are that the plan provides a 
focal point for decisions and actions. Also by reference to a common plan, decisions by 
different managers or the same manager over time should be more consistent and 
actions better coordinated. it also encourages the monitoring of change and 
organizational adaptation and stimulates achievement as it focuses on objectives, 
strategies and results.  
 
Implementation phase 
No marketing plan will work without having the plan degenerated into work. This 
means that a business must design an organization that has the capacity of implementing 
the plan.   
 
Control phase 
The author says that the final stage in the marketing planning process is control. The 
aim with the control systems is to evaluate the results of the marketing plan so that 
corrections can be made if the performance does not match the objectives.  
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2.1.3 Matthyssens & Johnston (2006) on the interaction during the 
marketing management process 
The purpose of Matthyssens & Johnston’s (2006) research paper is to establish the 
importance of good coordination between marketing and sales. The research builds on 
the phases brought up by Jobber (2007) and shows how the interaction takes place 
between sales and marketing during the marketing management process. Their aim is to 
examine the research conducted in this field and to observe and study the area of 
marketing and sales integration in order to provide guidance and help the integration of 
these functional areas better in industrial marketing firms. The authors also try to 
develop a research agenda to continue the research in this area. 21 interviews were 
conducted and collected through qualitative research techniques and interviews and then 
the interactions between marketing and sales were modelled for both the marketing 
management process and the sales management process.  
 
Analysis phase 
The researchers state that the task conducted by the marketing department during this 
stage is to collect and analyze market information that comes from sales. They also have 
to give feedback of the result of the analyses back to the sales manager. The sales task is 
to collect information regarding the competitors and transmit this data to marketing. 
 
According to the authors, information about the macro environmental factors that affect 
the company generally are generated by the marketing department themselves or bought 
from other companies but information about the micro environment, such as purchasing 
behaviour of a specific buyer or actions by competitors can only be provided by the 
sales department.  This makes the marketing department very dependent on the sales 
department since they are the ones who collect the data needed.  
 
Planning phase 
The authors state that marketing has the task of defining a strategy and develops a 
marketing plan during this phase. Sales task during this phase is to provide the 
necessary feedback to marketing during the development of the marketing mix and 
especially concerning the pricing policy. Sales also have the task of checking the 
consistency of the market mix and give feedback about this to marketing. 
 
According to the authors the marketing department draws up a marketing plan from the 
collected data received from sales department and its own sources,  
The sales department is strongly dependant on the content from this plan which results 
in immense and formalized communication between the two departments.  
 
Implementation phase  
The researchers state that marketing have the task of organizing a marketing program 
that attributes time and means into concrete activities during this stage. The sales 
manager designs a sales plan during this stage and uses the marketing plan as a 
guideline and then implements the plan into work. The authors also point out that 
marketing and sales have intensive communication cooperation during this phase to 
solve the daily unforeseen problems that arise. 
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Control phase 
According to authors, the task that is performed by marketing during this phase is to 
check for the results versus the objectives. Sales have the task of comparing the 
performance of the sales people to the target. Both sales and marketing need each others 
support and assistance during this phase to accomplish their tasks. Massive exchange of 
information is necessary during this stage.  
 
Table 2.1 Sales influence during the marketing management process. Derived from 
(Matthyssens & Johnston 2006) 

 
 
Figure 2.1 shows the interaction of marketing and sales during the marketing 
management process. The arrows under the RIS (resource information stream) -column 
indicates in which direction the stream of information goes and the size shows the 
amount of information that is sent from each channel. 
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2.1.4 Dewsnap & Jobber (2002) on a psychological aspect to the relations 
between marketing and sales  
Dewsnap & Jobber (2002) state that there are many psychological aspects to the 
relationship between marketing and sales. In order for sales personnel to be able to 
handle relationships with customers, they also need to collaborate internally with the 
marketing division and set joint commercial goals and develop market programs. If 
there is a lack of collaboration between the sales and marketing departments, the 
company may be unsuccessful in their marketing and thereby risking their position on 
the marketplace.  
 
Studies show that the relationship between marketing and sales is neither often very 
collaborative nor harmonious. Instead, the relationship seems to be characterized by: 
 

- A lack of cohesion 
- Poor coordination 
- Conflict 
- Non-cooperation 
- Distrust 
- Dissatisfaction 
- Mutual negative stereotyping 

 
Further more, the authors claim that the empirically tested social psychological 
measures of intergroup relations can be explored in the intergroup context of marketing 
and sales. As the functions or departments of marketing and sales can be seen as 
separate groups, with different goals and orientation, there are problems in intergroup 
integration to be expected. A successful intergroup relationship would in theory be 
characterized by 
 

- Positive attitudes 
- Friendliness 
- A non-existence of bias to the in-group 
- Cooperation 

 
On the other hand, a non-successful intergroup relationship would be characterized by  
 

- Prejudiced attitudes 
- Negative stereotyping 
- Lack of friendliness to the out-group 
- In-group bias 
- Competition 

 
Setting up mutually desired subordinate goals, attainable through intergroup 
cooperation, could reduce the differentiation between groups. As marketing is 
consumer/brand-oriented, the main goal with marketing is to build brand equity. Sales 
on the other hand, are more customer account/distribution channel-oriented and strives 
to meet customers’ demands. If both groups work independently, they may make 
decisions that have a direct impact upon the other group. This can also add to the 
importance of cooperation between the two functions.  
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2.1.5 Beverland, Steel & Dapiran (2006) on Cultural frames that drive sales 
and marketing apart 
According to Beverland, Steel & Dapiran (2006) the relationship between sales and 
marketing is rather problematic in many cases. Sales and marketing are mutually 
dependent on each other but also often reported as neither collaborative nor harmonious. 
The relationship between the two departments is characterized by a lack of unity, poor 
co-ordination, conflict, non-cooperation, distrust, dissatisfaction, and mutual negative 
stereotyping.  
 
A need for greater cross-functional integration and the alignment of their strategies and 
structures is important in order to accomplish and achieve marketing performance 
outcome. It is identified by many researchers that the integration between sales and 
marketing is critical for the performance of both of the functions. It is also important in 
order to achieve organizational objectives and for effective implementation of business 
strategy through sales operations. 
 
There are substantial differences in the outlook, practice, and knowledge between the 
sales and marketing functions. Sales and marketing share different cultural values and 
these values represent internalized normative beliefs that can guide behaviour which can 
result in a shortage of integration and lack of communication between the two 
departments and functions. When members from social units share the same values, they 
may form a basis for social expectations and norms. A change in the culture of sales 
would affect the integration with marketing. Beverland, Steel & Dapiran (2006) state 
that a successful firm should be characterized by the ability to manage across cultures.  
 
Figure 2.2 describes how the sales and marketing functions in order to achieve 
individual outcomes have to develop a specialized marketing and sales cultures. These 
two cultures are not identical, but there must be some intersection of their cultural 
boundaries if the two functions are to work mutually. This intersected and shared 
culture offer the environment for a mutual interaction, including identifying if 
collaboration is valuable, and the rules by which that collaboration will take place, cross 
functional problem solving, and the creating of new knowledge. This is particularly 
important for marketing, because marketing often relies on sales for the achievement of 
its performance targets such as customer retention, acquisition, sales and profits, and 
brand communications. 
 

 
Figure 2.2 The cultural aspect sales and marketing. Derived from Beverland, Steel & 
Dapiran (2006) 
 
Beverland, Steel & Dapiran (2006) also identified the following key cultural frames that 
defined the nature of activity in both the sales and marketing function: 
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Valid scope and focus of activity 
The sales unit and marketing unit have different cultural frames in relation to their 
respective roles. Marketing view the sales department and function as being effective in 
a narrow area, which means that they are educated and qualified in selling but with 
limited knowledge about marketing. Marketing therefore considers sales having a lower 
status and playing a secondary role to marketing in carrying out strategies developed 
from higher up. By this belief marketers assume that salespeople are not open to new 
ideas or approaches. 
 
Time horizon  
Sales is perceived as focusing on short term aspects such as responding to customer’s 
immediate needs. Marketing focus more on long term aspects with little regard for the 
day-to-day problems of customers. Time focus also relates to looking forward into the 
future and using the past as a guide. Marketers can get frustrated when getting sales to 
understand the need to change from one product base to a more branded focus where 
they add value and gain a future orientation. And sales can have a hard time 
understanding this future orientation due to its short time perspective.  
 
Valid sources 
Culture relates to the values that define valid sources of information and knowledge.  
Both functions have the same perception about valid sources of knowledge. Marketers 
viewed salespeople as a valid source of short term individual customer information, and 
focused on repeating past experiences, even in cases where that experience no longer 
solved the firm’s problems in relation to dealing with the environment.  
 
Many marketers view sales as being a narrow function and that salespeople are 
uninterested in further development. The sales force is, however, also seen as one 
important source of market insights such as providing marketing with a constant flow of 
ideas. As a result, actively cultivating informal relationships with salespeople is 
important in order to find out more about individual customers.  
 
Sales plays an active boundary-spanning role between the marketing department and the 
customer, and supporting salespeople is believed to be a critical part of achieving 
marketing goals. This interaction between the two functions helps to remove the 
perceptions of salespeople having a lesser status and also help marketing to provide 
salespeople with more relevant information which in return, assists in the 
implementation of the marketing strategy. 
 
Environment 
The authors defines the relationship of being realistic and having control over the 
environment. Sales perceptions and practices identify the importance of reacting to 
customer requirements. Marketing view sales as being too reactive, focusing on 
repeating past practices, whereas marketing is concerned with driving the marketplace 
to increasing margins and sources of growth. As a result, much of the knowledge they 
developed was focused in this direction, and viewed by sales as divorced from their 
day-to-day reality. 
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2.2 Ways companies can improve interaction of the sales and 
marketing functions 
The theoretical framework for this research question have been selected on the basis of 
whether the authors provide concrete statements on how the integration of marketing 
and sales can be improved or not. There has to be clearly stated factors that can be 
tested through research. When studying the literature we found a number of authors that 
discussed how different factors have impact on the integration between the sales and 
marketing functions in a company and how the integration between them can be 
improved by enhancing or avoiding these factors. In order to provide a structured 
presentation of these theories we choose to present one author at a time and a 
presentation of their work. 
 

2.2.1 Dawes & Massey (2006) on relationship effectiveness between 
marketing and sales managers in business markets 
According to Dawes & Massey (2006), the importance of cross-functional relationships 
between marketing and other functional units have been clear to researchers for a long 
time and there is a lot of literature to be found on the area. However, the relationship 
between the functions of marketing and sales has been given very little attention by 
researchers.  
 
The authors have taken the first step in analysing this relationship by looking at the 
interaction between marketing managers and sales managers. They argue that looking at 
the individual level is the most appropriate starting point for research.  
 
The authors state that a key factor for an effective cross-functional relationship is the 
level of interpersonal conflict. They started their research by looking at the different 
factors that affect the level of interpersonal conflicts between marketing managers and 
sales managers. They divide the factors into two basic groups, the structural level 
factors and the individual level factors. The theory concerning structural level factors 
claims that organizations need to fit their strategy and their structure. The individual 
level factors explain the nature and pattern of interaction between the personnel in 
different departments.  
 
Factors on the structural level are: 
 

• Use of lateral linkage devices 
• Merging the sales and marketing units 
• Firm being part of a large Corporation 

 
 
Factors on the individual level are: 
 

• Training, experience and education 
• Psychological distance between the Sales Manager and the Marketing Manager 
• Communication frequency and bidirectionality 
 

The authors explain each factor, both on the structural and on the individual level. On 
the structural level they explain that to use lateral linkage devices means that a company 
actively strives to improve the integration of two or more business functions. This is 
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done by setting up cross-functional teams or by using facilitators to communicate 
directly with people from other departments. To make the linkage between the 
departments even stronger, companies may merge the sales and marketing units. By 
having the departments physically closer to each other and having more meetings the 
frequency of interaction will be higher, resulting in an understanding of how the other 
department work etc. Finally, the size of the organization is crucial to how well the 
company can integrate marketing and sales. If the firm is being part of a large 
corporation with several subsidiaries, the geographic distance between the marketing 
manager and the sales manager may be too long for sustaining personal interaction on a 
daily basis. So, it is easier for smaller firms, with one main office to implement different 
facilitators to enhance the integration between the two business functions.  
 
When looking at the individual level, the authors argue that it is important to take 
training, experience, and education of the marketing manager and the sales manager 
into consideration. It is common that there are huge differences to what extent they had 
training and work experience within their area of expertise. There is also common that 
there is very little understanding of how the other function operated.  An even more 
individual factor affecting the integration between marketing and sales is the 
psychological distance between managers. Things like how similar managers is in their 
decision making have impact on their coordination and how well the can collaborate. 
Tolerance for risk and customer-focus or technology-focus is two other personality 
traits that need to be taken into consideration. The frequency of communication is 
known to many researchers as a crucial and effective way to integrate two business 
functions.  
 
There is one more aspect stating that communication frequency and bidirectionality 
provide a more complete picture when discussing communication as a tool of 
integration.  Bidirectionality is the degree to which communication between two 
persons, in this case the marketing manager and the sales manager, is a two-way 
process. 
 

2.2.2 Meunier-FitzHugh & Piercy (2007) on exploring collaboration 
between the sales and the marketing functions 
Meunier-FitzHugh & Piercy (2007) state that collaboration between the marketing and 
the sales function is an important aspect in order to improve the integration of the both. 
They refer to the factors that have a direct influence on the collaboration between sales 
and marketing as integrators. The factors that can aid the development of collaboration 
between them are referred to as facilitators.  
 
The integrators are mainly referred to as the following variables: 
 

• Communication 
• Organizational learning 
• Market intelligence 
• Conflict of interests 
• Marketing planning 

 
The authors explain each integrator in their research paper. Frequent communication in 
forms of meetings to discuss and share information aids the establishment of 
collaboration. Both internal formal communication like meetings and conferences and 
informal communication is important. By having integrative systems and shared 
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knowledge, companies can gain organizational learning. By organizational learning, 
employees share knowledge and learn to collaborate. To have strong market intelligence 
is essential to any company. However, to integrate the sales force, by developing strong 
market intelligence systems, aids collaboration across all departments within a 
company.  
 
Marketing planning is an important tool to align activities of personnel and departments 
and to make sure that they work towards the same goal. As this planning helps to avoid 
misunderstandings about the common objectives, it also enhances collaboration. 
Conflicts of interest between departments can exist for many reasons. The reasons can 
be that individuals have different goals or purposes with their work. Without good 
communication between the departments, the conflicts of interest cannot be solved, and 
the collaboration will suffer.  
 
The facilitators that can enhance collaboration between sales and marketing is according 
to Meunier-FitzHugh & Piercy, (2007): 
 

• Cross-functional training 
• Integration mechanisms 
• Rewards 

 
By cross-functional training, employees and managers learn and understand what is 
required of them. By knowing their role, it is easier to collaborate as the risk of conflicts 
is reduced. An integration mechanism is the process when an organization for example 
has project teams with people from different functions or departments, in order to 
enhance the coordination and collaboration between them. One final and very important 
way to enhance collaboration between marketing and sales is to make sure to have 
aligned rewards. If a salesperson makes a deal with a customer and gets rewarded by a 
bonus, the marketing person may be disappointed as it was he who found the customer 
at the first place. So, similar rewards to sales persons and marketers are a good way to 
reduce conflicts and to enhance collaboration.  
 
One major factor affecting both the integrators and the facilitators is management 
attitudes towards coordination. If management actively strives to enhance coordination 
between the marketing and sales functions, collaboration will be affected in a positive 
way. Managers have the power to develop a culture of sharing where a common vision 
can be established. The sum of all these activities will be higher business performance 
with higher profit margins and market shares.  

2.2.3 Biemans & Brencic (2007) on designing marketing-sales interface  
Biemans & Brencic, (2007) claim that in theory, the interface between marketing and 
sales should be that of having marketing focusing on building the brand and providing 
the salespeople with the necessary information about customers, while sales focus on 
performing operational tasks like communicating directly with customers and closing 
deals.  However, a common belief in sales departments is that they are the ones 
generating income for the company and that the marketing department is just an 
expensive waste of the company’s resources. The marketing department also has their 
complaints; they often feel that their good leads disappear on the way as they are 
forwarded to the sales department.  
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So, how can a company develop the interface between marketing and sales? The authors 
state that one known good way is to implement mechanisms to coordinate the two 
functions. These mechanisms aim to enhance communication by having more meetings, 
both internally and across functions.  Another way is to have marketers “translate” their 
marketing decisions into sales language. This is done to make it easier for the sales 
department to take theory into action. This can be information like specifying the type 
of customers that the company wants to target etc. Another more informal way to 
develop the interface between marketing and sales is to locate the two departments close 
to each other. By integrating the departments in the office layout, the informal 
communication between the functions will increase. However, this does not always 
have to result in a healthy interface for the company. It is totally dependent on the 
organizational culture and also on the individuals involved.  
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2.3 Conceptual Framework 
 
In this section we will present our frame of reference. We will summarize the theories 
presented in this chapter in order to test them in our data analysis. By doing this, we will 
be able to answer our research questions and fulfil the purpose of this thesis.  
 

2.3.1 Conceptualization of the research questions  
The conceptual framework works as a graphical or narrative section where the 
researcher explains the main things that will be studied. This is done by stating the key 
factors, constructs or variables. (Miles & Huberman, 1994) 
 
Integration of the marketing and sales functions 
According to Matthyssens & Johnston (2006) traditionally within the industrial 
marketing management process, about four major phases can be distinguished. These 
are analysis, planning, implementation and control. The different phases have 
differences in how intense and in which direction the “resources and information 
stream” flows between the sales department and the marketing department.  
 
We will here show the interaction between marketing and sales during the marketing 
management process, and how sales influence and take part during the different phases. 
 
- Analysis 

o collect information  
o analyze market  
o give feedback  

- Planning 
o Create a marketing plan 
o define a strategy from the collected data  
o provide feedback during the development of the marketing mix and 

marketing plan  
- Implementation 

o organizing a marketing program  
o design a sales plan  
o Using the marketing plan as a guideline  
o communication and cooperation to solve daily problems 

- Control 
o checking the results versus the objectives  
o comparing the performance of the sales force 
o support and assistance  
o exchange of information  

 
Improvement of integration of the marketing and sales functions 
Meunier-FitzHugh & Piercy (2007) state that there is a number of integrators that has a 
direct impact upon collaboration between the marketing and sales functions. There are 
also some facilitators that aid in the development of collaboration between the 
functions. Collaboration between marketing and sales is crucial for the integration of 
the two functions.  
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Integrators; 
- Communication 

o Formal meetings 
o Informal and casual contacts 

- Organizational learning 
o Sharing of information between departments and functions 
o Integrative systems 

- Market intelligence 
o Market information to sales 
o Market information from sales 
o Sales information to Marketing 

- Conflict of interests 
o Aligned goals  
o Similar education of managers 

- Marketing planning 
o Joint planning with marketing and sales 
o Strategic and tactical level 
o Pre-planning or planning “on the way” 

 
Facilitators: 
- Cross-functional training 

o Clear roles 
- Integration mechanisms 

o Cross-functional teams 
 

 
Biemans & Brencic (2007) adds the following facilitators in their theory: 
- Enhance communication 

o Cross-functional meetings 
- Speak the same business language 

o Adapt reports to salespeople and marketers 
- Physical integration 

o Distance between marketing and sales department 
o Office-integration 
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A graphic form of our conceptual framework is shown in Figure 2.2. An explanation of 
the figure is provided in the next session. 
 
 

“Better understanding of integration of sales and marketing in a company” 
 
 

”Describing the integration of sales and marketing functions”  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2.2 A visual figure of the frame of reference 
 
There are specific activities for the marketing department and the sales department have 
an active role in these activities. In order to function effectively, cooperation through 
integration between the functions is crucial. The arrows in figure 2.2 shows how the 
sales and marketing activities are connected and influence each other. The extent to 
which the two functions are integrated depends on a number of factors referred to as 
integrators. The integrators affect the integration indirectly and by using different 
facilitating factors, companies can enhance the integration of marketing and sales. The 

Marketing activities 
- Anaysis 
- Planning 
- Implementation 
- Control 

Sales activities 
 

Sales influence on the 
marketing activities 

 

Integrators of marketing and 
sales 

- Communication 
- Organizational Learning 
- Market intelligence 
- Conflicts of interests 
- Marketing planning 

Facilitators 
- Cross-functional training 
- Integration mechanisms 
- Enhance communication 
- Language  
- Physical integration 

”Ways companies may improve integration of sales and marketing”  

RQ1 

RQ2 
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figure above shows the integration of marketing and sales, how they are integrated and 
how the integration can be enhanced. The frame of references is drawn in order to fulfil 
the purpose of this thesis, to gain a better understanding about the integration of 
marketing and sales in a company. 
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3. Methodology 
 
In this chapter we will discuss the methodology used when conducting this study. We 
will present our research purpose and explain why it mainly was a descriptive study. 
Then we will explain our research approach and strategy. Finally, we will present how 
our sample selection, data analysis and data display was made and how this research 
gained reliability and validity. 
 

3.1 Research Purpose 
 
Eriksson & Wiedersheim-Paul (2006) explains that a research purpose comes from the 
problem discussion. The problem discussion result in questions that needs to be 
answered and the research purpose states what to do with those questions. The purpose 
of a research can be to describe, explain, make decisions, evaluate, or to understand. We 
have chosen the following deployment; describe, explain and understand. 
 
To have a descriptive research purpose means that the research strives to reproduce a 
certain condition, occasion, procedure or action. The research cannot be unconditional, 
it is important to have a strong point of origin by choosing perspectives, aspects, level 
or terms. Every description must have a purpose of its own in order to be meaningful. 
This is done by specifying what the description will be used for, what questions it 
strives to answer and what knowledge that will be gained studying it. (Ibid) The 
research purpose of this thesis was to gain a better understanding about the integration 
of the sales and marketing functions in a company. This research strived to investigate a 
certain phenomenon, the integration between the marketing and sales function in a 
company, and was mainly descriptive. 
 
An explanatory research purpose also requires a point of origin. The researcher needs to 
specify what the research will originate from and also what the explanations will be 
used for and for whom it may be valuable. There is not just one valid explanation for a 
certain problem. Depending on the point of origin, the researcher develops a model by 
looking at factors relevant to his/her research area. This means that one model cannot 
explain the full picture of a problem, but only from a certain point of view. (Ibid) We 
looked at the problem from an organizational perspective, which lead us to our research 
questions.  By analyzing or data that we collected and comparing them to our frame of 
references, this research tested the existing theories to see if they could be rejected or 
confirmed. This made our research partly explanatory as well.  
 
To provide an understanding about occasions, processes or actions is an important 
purpose. The purpose of understanding involves the development of models that strives 
to describe and explain. Interpreting the descriptions and explanations from a frame of 
references and putting them into context can gain understanding. (Ibid) The research 
conducted in this thesis was based on a conceptual framework. The collected data were 
later compared to the framework in order to reject of confirm various statements.  
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3.2 Research Approach  
A research approach is either qualitative or quantitative. A qualitative research puts 
focus on words instead of numbers, which is the case of a quantitative approach. 
(Denscombe, 1998) As this research did not strive to count something or look at 
statistics, but instead go deeper and look at personal and organizational relations, we 
conclude that this is a qualitative research. According to Denscombe (1998), qualitative 
research is most suited for a descriptive purpose. Qualitative research tends to be based 
on detailed and deep descriptions of a phenomenon. The purpose of our research was 
mainly descriptive and we strived to provide a detailed explanation about the complex 
process of integrating the marketing and sales functions in a company in a qualitative 
way. 

3.3 Research Strategy   
A case study is characterized by looking at a small number of research units. The aim of 
a case study is to explain what is general by investigating the specific. Further more, the 
depth of the data characterizes the case study. The researcher is able to look at things in 
detail, in a way not possible in a survey. (Denscombe, 1998) 
 
This research was conducted by a multiple case study. We investigated the companies in 
detail and wanted to be able to adapt our questions to the research object. The ability to 
go deep and ask for detailed answers was of great importance to us. In order to fulfil our 
descriptive and explanatory purpose we needed to give our respondents the ability to 
develop their answers in a way that would not be possible in a survey. 
 

3.4 Data Collection 
According to Denscombe (2000), the choice of data collection method is a matter of 
“the right thing at the right place” and it is important for a researcher to understand this. 
Our ambition with the data collection is to gain a better understanding of the integration 
of the sales and marketing function in a company. 
 
We chose an interview as the data collection method in our case study. Denscombe 
(2000) describes how an interview only requires a notebook and a portable recorder in 
order to be successful. The technique of interview is based on the skills of the researcher 
to conduct a basic conversation. This makes the use of an interview a particular luring 
method according to the author. According to the author, the choice to use an interview 
or not to use it is based on if the researchers wish to gather very detailed information 
from a small number of people or less detailed information from a larger number of 
people.  
 
Denscome (2000) describes how a semi structured interview has a fixed list consisting 
of subjects and questions that will be answered. The interviewee has the possibility of 
being flexible about his or hers answers, the order of subjects, to further develop his or 
hers answers and to speak more freely about al of the questions. Our interview was 
semi-structured because we wanted the interviewee to speak very freely in order to 
provide us with as much information as possible. 
 
We conducted and used an interview because we valued quality as more important than 
quantity in our case study. We gave the respondent an opportunity to develop his or hers 
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answers and let the interviewee speak freely about the questions because the units in our 
conceptual framework can be interpreted differently. A semi structured gave us the 
possibility of having an interview that directed the questions but allowed us to ask 
questions and ask the interviewee to develop his or her answers whenever needed. 

3.5 Sample Selection  
 
It is important to motivate why that particular sample was selected when choosing 
sample. (Denscombe, 2000) We selected to investigate Plannja and Gestamp 
HardThech, to Swedish companies on the market for refined steel, situated in Luleå, 
Sweden.  
 
According to Denscombe (2000), one common motivation for choosing a certain 
sample is that it is typical which means that the sample is similar to other potential 
samples that could have been selected. We chose these companies as they were similar 
to each other, present on similar markets and had similar organizational structure. 
 
When a sample is similar to other samples, the findings from the study can be 
generalized in a wider perspective and to entire groups. (Denscombe, 2000) As our 
companies were similar, the generalizations made from this research was easier to do 
and so where the cross-case analysis. The fact that they were geographically close to us 
was also a crucial factor, as we wanted the ability to do a face-to-face interview. 
 

3.6 Data Analysis 
Data reduction refers to the process os selecting, focusing, simplifying and transforming 
the data that emerges from the field notes. the data reduction process starts when the 
field notes are being collected and continues all the way until the final report is 
completed. The data reduction process is a part of an analysis and should never be 
considered as a element of its own. The choice to keep or to discard parts of the 
collected data by the researcher are analytic choices that help in order to create and 
build a story to tell and to create the final report. (Miles & Huberman,1994) 
 
according to Miles & Huberman (1994) the data reduction process usually involves 
quantification of data but qualitative data can also be reduced and transformed in a 
number of ways such as summary, paraphrasing and through selection.  
 
Data display is usually an structured, compressed assembly of information that allows 
conclusion drawing and action Using displays helps us to understand what is going on 
and to react to it. (Ibid) 
 
Extended texts is a frequent and good way of displaying qualitative data but to use to 
much or only extended text can make it hard for the researcher to grasp and understand 
the whole picture which can result in hasty, partial and unfounded conclusions . It is 
easier to process smaller amounts of information which decreases the complexity. (Ibid) 
 
According to Miles & Huberman, (1994) good displays are a major factor when 
creating valid quantitative analyses. Displays can include charts, graphs, networks and 
matrices and are designed so that the researcher can view the information in an 
organized, compact form. .  
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Deciding the rows and columns in a graph and which data in which form that should be 
entered in the cells of the matrix are all analytic activities and this creation of displays 
are also a part of the analysis. (ibid) 
 
According to Miles & Huberman (1994), the conclusion drawing take place when the 
researcher starts to decide, develop and conclude a meaning from the collected and 
processed data. This is done by looking at patterns, explanations, possible 
configurations, casual flows, and propositions.  
 
Our study is conducted in the way suggested by Miles & Huberman (1994). The data 
display and data reduction is conducted and presented in our data analysis chapter and 
the conclusions drawn from these are presented in chapter six, named Findings and 
Conclusions.  
 

3.7 Validity and Reliability  
There are a number of ways to control the validity of the collected data and one way of 
controlling the validity of the collected data is triangulation. It is important that the 
results are triangulated toward other sources in order to confirm their validity. 
(Denscombe 2000).  
  
Triangulation means that the researcher identifies a specific result by referring to two or 
more sources. When viewing something from different perspectives gives the researcher 
an possibility to confirm the results provides him with an opportunity to increase the 
validity of the data.  (ibid) 
 
We have triangulated our results by looking at both theory and conducting an interview 
and by doing so we triangulated our research so that the interviewee confirms the 
theories collected and vice versa.  
 
According to Denscombe, the researcher must also show that the competing theories 
have been controlled and to prove that he or she has not fallen for the simplest 
explanation.. This is important because there may be hidden problems in the suggested 
explanation.  
 
We allowed our interviewees to see and read the interview guide prior to the interview 
in order to give them an opportunity to prepare for our questions and to gather 
information needed. This was done so that the interviewee could provide us with as 
detailed answers as possible.  
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Yin (2003), states that there are four ways to judge the quality of an empirical social 
research design. The tests are shown in figure 3.1  
 

 
Tests 

 
Case Study Tactic 

 

 
Phase of research in 
which tactic occurs 

Construct validity • Use multiple sources of evidence 
• Establish chain of evidence 
• Have key informants review draft 

case study report 

data collection 
data collection 
 
composition 

Internal validity • Do pattern-matching 
• Do explanation-building 
• Address rival explanation 
• Use logic models 

data analysis 
data analysis 
data analysis 
data analysis 

External validity • Use theory in single-case studies 
• Use replication logic in multiple 

case studies 

research design 
 
research design 

Reliability data collection • Use case study protocol 
data collection • Develop case study database 

Figure 3.1 Case Study Tactics for Four Design Tests 
Source: Yin (2003), p.34 
 
The four tests stated in the matrix can be explained as follows: 
 
Construct validity: establish a correct operational measure for the studied concept. Yin 
(2003) 
 
Internal validity: establish a causal relationship, where certain conditions are shown to 
lead to other conditions. (ibid) 
 
External validity: establish the domain to which a study’s findings can be generalized. 
(ibid) 
 
Reliability means demonstrating that the operations of a study, such as the data 
collection procedures, can be repeated with the same results. (ibid) 
 
The reliability of a study depends on whether the means of the research is neutral in its 
cause and also if it would provide the same results if the research would be done once 
again but when the research is qualitative, the researcher himself is a part of the research 
means and then the definition of reliability changes. when performing an qualitative 
research the degree of reliability becomes defined by the degree of the results that 
would be the same if another researcher did the research again.  
 
We conducted two separate interviews with two companies within the same business 
area in order to strengthen the construct validity of our study. We tried to send an 
interview guide with questions to the respondent in advance so that they had a chance to 
prepare for the interview, but failed to attach the document in the e-mail. During our 
data analysis we compared the data to the theories brought up in our conceptual 
framework, which helped us to increase the internal validity of our study. In order to 
strengthen the external validity, we used several sources when reviewing the literature 
within our research area. We also tried to get the latest editions from each author in 
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order to have as updated and relevant information as possible. By describing our 
methods of research in this chapter, we provide an opportunity and make it easier for 
other researchers to perform the same research. Also by provide the reader with all of 
our sources we can be sure that other people can access our research area.  
 
Sound recordings offer a permanent and complete documentation when it comes to 
what is being said during the interview and other researchers can therefore easily 
control it. (Denscombe, 2000) We chose to use a Sony Ericsson Z610i to record our 
interview. Field notes are used as a complimenting tool of the tape recorder. It provides 
the opportunity to catch information, which cannot be recorded by sound (Denscombe, 
2000). This information can be for example; gestures, the atmosphere, facial 
expressions and non-verbal communications etc. During our interview, Joel Wretborn 
and Linus Åström stated the questions while taking field notes. This was made in order 
to increase the interviews validity. 
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4. Empirical Data 
 
In this chapter we will present our research units. We will introduce our respondents 
Anna Källström, marketing manager at Plannja AB and Åsa Tjärnberg, sales and 
marketing director at Gestamp AB and give a short presentation about the two 
companies. Then we will present the data that we gathered during the interviews 
following our conceptual framework. 
 

4.1 Case One: Plannja 
Plannja is a manufacturer of plate metal and have it’s headquarter and main 
manufacturing facility situated in Luleå. They have 200 employees in Sweden. They 
have several offices and production facilities spread out in 7 countries. The yearly 
turnover is about 700 million SEK. The company organization is divided into four main 
business units: 
 

• Construction projects 
• Construction commerce 
• Plate metal workshops 
• Industrial constructions 

 
All business units are represented in each of the countries where Plannja is present. 
Plannja describes their organization as a complex matrix structured construction. There 
are sales personnel in each country and sales managers for each business unit. The 
marketing department lies like a centralized umbrella over the organization. The 
marketing activities for all business units take place at the marketing department, 
situated at the headquarters in Luleå.  The respondent, Anna Källström, is marketing 
manager for Plannja. She is situated at the marketing department in Luleå. Under her, 
the sales and marketing manger works, responsible for all sales and marketing related 
activities. Figure 4.1 shows how the hierarchal organization is constructed. 
 
 

Sales/Marketing 
Manager 

Marketing Manager 
(Anna Källström) 

Sales Manager 
Construction 

projects 

Sales Manager 
Construction 
commerce 

Sales Manager 
Plate metal work 

shops 

CEO 

Sales Manager 
Industrial 

constructions 

 
 
 
 
 
 

 

 

 

 

 
 
Figure 4.1 The organizational structure of Plannja. 
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4.1.1 Integration of sales and marketing at Plannja 
Plannja has been on the market for plate metal for 40 years and during this time the 
company has developed well-established relationships with most of their customers. 
Plannja sell half of their products on the Swedish and Nordic markets and the other half 
in foreign markets. The 20/80-rule is recognizable for Plannja to a great extent. This 
means that 20 percent of their customers stand for 80 percent of the company’s 
turnover. Therefore Plannja put great focus on establishing customer relationships but 
they also actively look at new potential markets. Plannja has a rather good 
understanding of which countries that the company have potential to be successful in 
and they have also already started to conduct business in some of these new potential 
markets. Plannja has conducted business on the Swedish and Nordic market for a long 
time which has resulted in a slow and matured market so the company have to search 
and find new markets in new countries in order to grow more rapidly.  
 
Plannja regularly performs analysis of new potential markets. This is initiated by the 
sales department because they are the ones who know which potential a new market 
may have and how Plannjas products can be sold on this new potential market. They 
also regularly seek new customers on markets where they already have some form of 
activity.  
 
During the phase of analysis, it is the marketing department that has the main 
responsibility but this is very depending on what area that is being analysed. One of the 
tasks during this phase in to conduct customer evaluations. The marketing department 
conducts customer evaluations once a year and this has become a marketing task but is 
just as relevant o the sales team. Anna Källström who is the marketing manager is the 
person responsible for this task but she does it in tight cooperation with the sales 
manager because the sales team has to provide marketing with information about what 
kind of questions they want to have answered and to which customers these questions 
are going to be asked.  The marketing department does this in cooperation with the sales 
department. The primary task for the marketing department at this stage is to look at 
market opportunities in the macro environment. The sales department are mainly 
focusing on investigating customer preferences in the micro environment. Plannja 
points out the importance of having people from both sales and marketing at this stage. 
Another task that is conducted during this phase is to conduct brand and market 
evaluations of Plannja. The marketing department is mainly in charge of this task but 
they then provide sales department whit the results of the analysis.  
 
The marketing department is responsible for creating a marketing plan at Plannja. The 
sales department and marketing department have many scheduled meetings during the 
planning and creation of the marketing plan and if any unexpected problems arise the 
departments arrange extra meetings in order to solve these problems. Plannja admits 
that they would like to be able to meet more often but that the geographical distance 
between the departments makes this complicated.  The two departments develop and 
create the marketing mix, marketing plan, define different strategies and they also solve 
any unforeseen problems that might arise. It is important for sales to report and give 
feedback back to marketing about the effectiveness of the marketing mix and marketing 
plan since it is the sales department who see the effects of the marketing plan. 
 
After the creation of the marketing plan, the sales manager sets up a sales plan that the 
sales people can follow. This sales plan is based on the marketing plan. The sales 
department then implemented this sales plan into concrete work and into concrete 
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activities. The two departments are in great need of good communication and the use of 
communication between the marketing and sales department is immense.  
 
After the implementation of the sales plan, the two departments have scheduled 
meetings and e-mail communication in order to provide the necessary support and 
backup needed in order to check and compare the performance and results of the 
marketing and sales plan.  Marketing checks for the results of the marketing plan by 
analysing the information that sales send regarding the effectiveness of the marketing 
plan.  At the same time, the sales department check how successful the performance of 
the sales people has been compared to the target by analysing the result versus the 
objectives drawn in the sales plan. 
 

4.1.2 Improvement of integration of sales and marketing at Plannja 
Plannja identifies all of the integrators in their organization and admits that they all 
have an influence upon the integration of sales and marketing. The communication 
between the sales and marketing departments in Plannja is mostly formal. As they have 
a widely spread organization with sales managers situated at all markets in many 
countries and a more centralized marketing department at the headquarters in Luleå, 
they have little opportunities for casual contacts and spontaneous meetings. There are 
daily contacts between the departments via e-mail and phone, but these interactions 
mainly involve strict business concerns. As we mentioned before, Plannja has scheduled 
meetings for marketing and sales discussions 6 times every year. Attending these 
meeting are people from a team that Plannja refers to as the market management team. 
The team includes Anna Källström, marketing manager, sales managers from each 
business area, and the sales and marketing manager. During these meetings the team 
discuss all sales and market related activities in the organization. Topics for the 
meetings can be discussions about setting up budgets and how to enhance the brand.  
 
When it comes to the importance of organizational learning, Plannja states that 
collaboration between sales and marketing is crucial for the company’s success. As both 
departments work with customer oriented task, they are dependent on each other’s 
information. To enhance the exchange of information between the two departments, 
Plannja has an integrated desktop in their computer network. At the desktop they can 
put all common documents and databases. They also have their customer database at 
this desktop. Further more, they have an intranet where the company management posts 
important issues concerning the company and they also have a homepage that is done in 
collaboration between the departments.  
 
The market department at Plannja tries to inform the sales departments whenever they 
come up with new marketing plans. An advertising campaign for example needs to be 
sold to the sales people before it can be sold to the customers. But this also applies to 
the sales departments, which has to provide the marketing department with feedback on 
how the customers react to the campaign and so on.  
 
Plannja states that there are conflicts between the sales and marketing departments but 
that they are not caused by not having aligned goals. As communication is not seen as a 
problem for the organization, setting up goals together and across functions has not 
been a problem either. However, they do have problems and conflicts due to differences 
in educational background among the sales and marketing managers. As Plannja 
explains, most sales managers have technical oriented education like engineering. 
Sometimes they have trouble understanding how the expensive marketing strategies will 
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bring profit to the company. It is fair to say that they do not speak the same business 
language. The sales managers have also complained on a lack of technical information 
in the advertisement campaigns that the marketing department develops. As the 
marketing department is more concerned with customer-oriented tasks, they focus on 
communicating a clear message to the customers, while the sales department, as we 
mentioned mostly consisting of engineers, focus on the technical aspect of the 
information, there are a conflict of interest between the two departments.  
 
During the process of marketing planning, the marketing departments major task is to 
strengthen the brand and to support the sales department with information and data. 
Plannja admits that they have trouble measuring the effect the marketing planning has in 
numbers. It is hard to know if this years increased turnover is a result of good marketing 
or simply an effect of the present boom on the market for construction. However, the 
two departments are in constant collaboration and both on the strategic and tactical level 
during the entire process of marketing planning to ensure that the marketing is in line 
with what the sales department views important to enhance about the product.  
 
As Plannja knows about the importance of integrating the sales and marketing 
department they also work hard to enhance the coordination and collaboration between 
the departments. To achieve this enhancement Plannja uses a number of facilitators. 
 
As we mentioned before, the marketing department had trouble communicating to the 
sales department how their expensive advertising campaigns would bring profit to the 
company. To get to the bottom of that problem, Plannja decided to hire a marketing 
teacher from a university in Sweden. The sales managers had a whole day scheduled for 
marketing education. The initiative of cross-functional training was a great success for 
the company. It helped the sales managers to understand the underlying thoughts of the 
advertising campaigns and how they would have a positive effect upon sales.  
 
Besides from the cross-functional training, as we mentioned before, Plannja also has a 
cross-functional team. The market management team has people both from sales and 
marketing as a part of their integration mechanisms. Plannja states that they would like 
to have people with marketing background situated at the sales department. This would 
bring another “way of thinking” to the departments and would also reduce the problems 
of communicating and explaining the motives of different marketing activities. The 
employees would not function as cross-functional communicators, but instead work 
side-by-side with the sales manager. That would bring marketing knowledge inside the 
department and function as a compliment for the technical knowledge that the sales 
manager possesses. So far, no such initiative has been taken in Plannja’s organization, 
but it is within their long-term plans.  
 
As we stated earlier, the physical distance between the marketing department and the 
sales departments are huge. Except from the sales manager responsible for the northern 
part of Sweden, the sales managers are spread out all around and outside Sweden. 
Plannja admits that having a widely spread organization is a restriction for the company. 
They would like to be able to have more meetings, both formal and informal, but as the 
marketing department lies like an umbrella over the different business units as a 
centralized unit, it is not possible. Their main priority for Plannja is to be close to the 
customer, and the only way to get the marketing department and the sales departments 
closer to each other is to take the centralized marketing department apart and spread it 
to all business units.  
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4.2 Case Two: Gestamp HardTech 
Gestamp Hardtech is a manufacturer of pressurized hardened plate metal. They produce 
parts for the production lines in the car industry. Their business mission is to lower the 
weight which will reduce costs. The company has its headquarters I Luleå where the 
main production facility is situated as well. There are about 500 epmlpoyees working 
for Gestamp in Luleå.  
 
The company also have pure production centres with facilities in the U.S, Germany and 
China. When Gestamp Hardtech entered the market over 20 years ago, they did so with 
a patent, which made them lone producers of pressurized hardened plate metal for the 
entire car industry. When the patent was still valid, the company had no marketing 
department included in their organizational structure. It was a purely sales-oriented 
organization. But when the patent expired some years ago, the competition grew and 
Gestamp Hardtech saw the need for a marketing department.  
 
As Gestamp Hardtech’s main customer base consist of customers with long-term 
contracts, the sales department is divided by customer-groups. There are four sales 
managers responsible for one group of customers each. The marketing department is 
integrated in the sales department. The marketing manager, Åsa Tjärnberg, is along with 
the market manager responsible for all marketing activities. Figure 4.2 shows the 
organizational structure of Gestamp Hardtech.  
 
 

Marketing Manager 
(Åsa Tjärnström) 

Market Manager 

Sales Manager 
Customer A 

Sales Manager 
Customer B 

Sales Manager 
Customer C 

CEO 

Sales Manager 
Customer D 

 
 
 
 
 
 
 

 

 

 

 

 
 
Figure 4.2 The organizational structure of Gestamp Hardtech. 
 

4.2.1 Integration of sales and marketing at Gestamp Hardtech 
Gestamp HardTech is a very sales oriented company with only two people working in 
the marketing department. The sales and marketing department in the company is more 
or less the same people. One problem for the company is to prioritize marketing because 
the organisation is so sales oriented. This is also a result of having such a sales oriented 
organization. The company do not have much marketing at this moment and but 
recognizes a need for this because of the company becoming more and more 
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internationalized.  They do not have a lot of marketing material at this point of time but 
have developed posters and videos that they can display when attending trade shows. 
The sale manager also functions as the marketing manager and is this makes him very 
involved in the daily sales within the sales force as well as with in the marketing 
department. As the sales manager also works as a marketing director, he is one of the 
people responsible for analysing, evaluating and searching for new markets and 
customers.  
 
When analysing new markets or potential new customers, it is the sales department at 
Gestamp HardTech who is responsible for the collection of information at Gestamp 
HardTech. The company is right now in a growth phase and has hired many new sales 
people in order to coop with the increasing demand from already existing customers. 
This makes the search for more and new customers less of a priority for the company 
since they already have a hard time to satisfy there existing customers.  Despite this, 
Gestamp HardTech is looking somewhat at the new markets in east Asia such as China 
and Japan. This is a result of the car production companies that the company is having 
as there customers are moving there production to these regions which gives Gestamp 
HardTech new contacts on these markets. The company have not yet conducted any 
market research for the Asian market but says that they recognize it as a very attractive.  
 
When collecting market data, the company saves the data but do not transmit all of the 
information to their marketing department. This is because the marketing department is 
not responsible for constructing a marketing plan at Gestamp HardTech. It is instead the 
sales department who analyzes the collected information and then develop there own 
sales strategies individually dependant on the customer.  
 
The marketing department’s main task is to attend trade shows and international fairs 
and therefore the sales department mainly provides marketing with information 
concerning factors that are relevant in order to develop billboards, posters and other 
commercial objects to display at these. The sales department collects information 
regarding customers, competitors and other micro economical factors affecting Gestamp 
HardTech and then transmits this information to the sales manager. Since the sales 
manager in charge of both the sales department and the marketing department, this 
insures that the collected information also reaches the marketing department.   
 
The company has 3-4 meetings each year where the sales manager together with the 
marketing manager and people from the economics department construct a sales plan, 
looks at long-term issues and sets up a budget for the year to come. The sales plan is 
constructed so that the sales team can see exactly what to achieve the coming year and 
understand somewhat how the sales plan and sales objectives will look like for the next 
five years to come. The Sales department is the one responsible for creating a sales plan 
and less functionally marketing plan.  Sales is also responsible for defining strategies 
that are supposed to be used as a base when working towards customers.  The marketing 
mix and marketing plan is very dependant on which customer the company work 
towards since each customer has its own sales plan and sales strategy. The company is 
very dependant on having good and long time relationships with its customer. These 
long-term customer stands for most of the company’s revenue. Volvo is one example of 
a big customer that Gestamp is very dependant on. Gestamp is so dependant on each 
customer that the sales force is divided so that one company has its own sales 
representative that only works towards this specific customer. Since the  
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Marketing department do not develop a marketing plan for the company, the sales 
departments have several meetings with each one of their customers during the planning 
phase in order to develop and create a individually adapted sales plan with that 
customer. Since the sales department is responsible for creating the marketing mix, 
sales plan and long term strategies with customers, it is also sales that is responsible for 
both the short and long term aspects of the customer.  
 
Gestamp HardTechs sales department are responsible for all activities regarding the 
daily sales and which strategies and tactics to use in order to sell and develop relations 
to customers after the marketing and sales plan is created. Each customer has its own 
sales representative that designs a specified sales plan for that individual customer. 
Since there is no specific marketing plan developed by the marketing department, sales 
people develop the products and contracts together with each one of Gestamp 
HardTechs customers. When the customer is satisfied with to product and contract they 
start to order that specific product from Gestamp HardTech. This results in a 
combination of the planning phase and the implementation phase as the product is 
specified and developed for and together with each customer. T 
 
he sales department are responsible for organizing a program that attributes time and 
means into concrete activities. The sales plan and marketing mix developed by the sales 
representatives for each customer is the only guideline that the sales department and 
sales people can and will follow since there are no overall marketing plan developed by 
the marketing department.  
 
When evaluating the results from the sales plan, the sales department report the results 
of the performance of each of their customers versus the presumed target, to the sales 
manager. Then the sales manager, together with the economics executive, and the 
marketing manager Åsa Tjärnström, evaluates the results versus the objectives on each 
of the customers The company conducts a preliminary five year marketing and sales 
plan and if corrections are needed to this plan, the plan may be changed and redefine. 
 
According to the company, it is very hard to create a marketing and sales plan because 
Gestamp HardTech is so dependant of how well their customers are doing. The 
company mainly focuses on the car industry and if the car industry is having a bad year, 
Gestamp will have a bad year. This control is conducted by the sales manager together 
whit the companies president and the finance manager. It is very important to look far 
into the future because the car industry is a very long term oriented industry 
 

4.2.2 Improvement of integration of sales and marketing at Gestamp 
Hardtech 
As the patent owned by Gestamp Hardtech expired and the company faced serious 
competition for the firs time, the organizational decision to put more focus on marketing 
efforts was made. The main objective with that decision was to position the company on 
the market and ensure future growth. The development of the marketing department is 
in its early stage, but Gestamp Hardtech knows about the importance to have a close 
cooperation between all departments in the company and the department is developed as 
an integrated function within the organizational structure.  
 
All strategic decision, including marketing and sales related issues, is made at the 
headquarters in Luleå. The company states that communication is a crucial requirement 
for a company to be able to coordinate their strategies and make sure that all people 
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work in the same direction.  When it comes to marketing and sales related issues, there 
are formal daily meetings where people from marketing and sales discuss all short-term 
issues that come up. There are also 3-4 meetings every year where the company looks at 
long-term issues like how to set up the budget for next year or what the business plan 
will look like. Attending these meetings are people from sales, the economics executive, 
the market manager, and the marketing manager (Åsa Tjärnberg). As everyone involved 
in marketing and sales related decisions work in the same building, there are good 
opportunities for casual informal contact. However, as the company is growing rapidly, 
some temporary office modules have been placed around the office building. The 
company admits that having some people working outside the office building in 
barracks lessens the opportunity for casual contacts. Therefore it is within the 
company’s future plans to rebuild the office to be able to have all employees working in 
the same building.  
 
The sharing of information between the departments is something that Gestamp 
Hardtech has identified as a very important factor. The company has an integrated 
information system in the forms of an intranet where the company management put 
information about daily issues and also about the company’s strategic goals. This is 
done to ensure that everyone work towards a common goal. As we mentioned earlier, 
there are also frequent meetings and also telephone communication, which helps to 
enhance the organizational learning.  
 
Market intelligence is mainly gained through the sales department. The sales manager 
for each customer group is responsible for providing the company with the necessary 
information. As the company is a sales oriented organization and marketing is 
developed as we speak, the marketing department has not had time to provide the sales 
department with much information so far. But the intentions are that the marketing 
department will do market analyses and provide the sales department with a knowledge 
base about new markets and potential customers.  
 
As we mentioned earlier, Gestamp Hardtech is very concerned with goal alignment and 
works from the hypothesis that it is crucial for the company’s future to have everyone 
working towards the same goals. “It is not enough for a company just to have a good 
seller, nor is it enough to have a good marketer. The company needs cooperation 
between all functions, throughout the whole process. From research and development, 
through production and marketing and sales, cooperation is crucial. Without 
cooperation, the company will loose the common focus and work towards separate 
goals.”, Tjärnström explains. Most sales managers at Gestamp Hardtech are engineers, 
mainly because it requires deep technical knowledge to be able to sell a very technical 
product. However, the company has not encountered any conflicts of interest either 
caused by not having aligned goals nor due to non-similar education between marketers 
and sellers.  
 
The process of marketing planning looks a bit different for Gestamp Hardtech than for 
most companies. Today the company produces at its maximum limit. They need to 
expand and build more production facilities before they can deal with any more major 
contracts. However, they do have inquiries from many car manufacturers but are unable 
to handle them at the moment due to the restricted production capacity.  This 
uncommon situation and the fact that the company is a sales oriented organization result 
in very little marketing planning activities. However, as the company senses a growing 
competition and strives to position themselves on the market, they do visit different 
trade fairs to show their products and expose themselves to new customers. To visit the 
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trade fairs is mainly the sales manager’s responsibility, but the preparations are made in 
close collaboration with the marketing department. The marketing department has 
developed a custom made trade fair-kit which includes everything the sales manager 
will need to be able to present the products at the trade fair. As Tjärnström points out, 
“the main responsibility for the marketing department in a selling organization is to 
provide the sales department with the tools and information necessary to enhance to 
possibility for the salesperson to get the contract for the company”.   
 
Gestamp Hardtech works actively to enhance the integration between all departments in 
the company. They have regular meetings where people from all departments discuss 
how to make collaboration even better. One facilitating activity is to have cross-
functional teams. This is a natural way of forking for Gestamp Hardtech as they mean 
that they have a sales-oriented integrated sales and marketing department. However, this 
gains the sales department more than the marketing department, as the company has not 
been investing enough resources in marketing so far.  
 
Cross-functional training is something that the company has been taking into 
consideration but concluded not being of relevance for the organization. With the 
organization being sales-oriented, the company does not see marketing knowledge as an 
important trait for the sales people. The product is very technical and complex and the 
customers already know what they are looking for. To be able to explain the technical 
details of the products is the important trait of the sales person. As we mentioned 
earlier, the marketing departments role is to provide the sales department with necessary 
tools and information to accomplish the sale. As that role requires more knowledge 
about the products than about selling, it is more important for marketers to look to the 
production department and see what they can learn there.  
 
To enhance communication by having cross-functional meetings and thereby facilitating 
the integration of sales and marketing comes natural for Gestamp Hardtech. They do 
work as a common unit and have these meetings almost everyday. There is seldom any 
decision that is made neither strictly by the marketing department nor by the sales 
department. Most decisions are made in collaboration between the two departments.  
 
The physical integration of the two departments is not as developed as the company 
wishes for. As we mentioned earlier, the company is in the middle of an expansion and 
have not jet been able to build the office structure that they want. But all people 
responsible for sales and marketing are situated at the headquarters in Luleå, even 
though some are placed outside the building in barracks. This helps Gestamp Hardtech 
to facilitate the integration of the two departments further.  
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5. Data Analysis 
 
In this chapter we will compare the data that we presented in chapter four with the 
theoretical framework presented in the conceptualization. We will look at one company 
at a time and compare data collected from both companies to the theories. We will also 
do a cross-case analysis, where the companies will be compared to each other. 
 
To analyze the data concerning the integration of marketing and sales functions in a 
company, we will look at the theories stated by Jobber (2007), Matthyssens & Johnston 
(2006) and Beverland, Steel & Dapiran (2006) presented in the literature review and 
narrowed down in the conceptual framework. To analyze the data concerning the 
improvement of integration of sales and marketing in a company, we will look at the 
theories by Meunier-FitzHugh & Piercy (2007) and Biemans & Brencic (2007) 
presented in the literature review and narrowed down in the conceptual framework. 
 

5.1 Within-Case Analysis of Plannja 

5.1.1 Description of sales-marketing integration  
Plannja identifies the four stages of Analysis, Planning Implementation and control as a 
part of their marketing activities. The company acknowledges that sales are very 
involved in all of the phases and that marketing and sales have to cooperate and have 
good communication in order to be successful during these four stages.  
 
According to the theories stated by Jobber (2007), marketing management is a business 
discipline that focuses on the practical application of marketing techniques and the 
management of a firm's marketing resources and activities.  
 
During the Phase of Analysis at Plannja, sales are the ones to collect information about 
customers and competition and then to transmit the information to marketing 
department for further analysis and evaluation.  
 
Matthyssens & Johnston (2006) state in their theories that the sales task during the 
analysis phase is to collect information regarding the competitors and pass on this 
information to marketing who then collect and analyze the information. 
 
Plannja regularly performs analysis of new potential markets and this is initiated by the 
sales department. The marketing department at Plannja performs brand and market 
evaluations in order analyze the environment of the company during the phase of 
analysis. These brand and market evaluations are done with the support of sales that 
provide marketing with the necessary information.  When finished evaluating, the 
marketing department then transmits the results from these evaluations back to sales 
 
According to the theories stated by Beverland, Steel & Dapiran (2006), information 
regarding the macro environmental factors affecting the company is usually generated 
by the marketing department or bought from other companies 
The theories stated by Matthyssens & Johnston (2006)  describes how sales are 
supposed to collect information concerning competition during the analysis phase and 
then transmit the results to marketing. Marketing are then supposed to evaluate and 
analyze the data and send the results back to sales.  
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The marketing department’s primary task in Plannja during this evaluation is to look at 
market opportunities and threats in the macro environment of the company. The sales 
department mainly focuses on investigating customer preferences in the micro 
environment of the company. Plannja also acknowledge the importance of having 
people from both the sales and marketing departments working together and with a 
great amount of communication during the phase of analysis. 
 
According to Beverland, Steel & Dapiran (2006), information about the macro 
environmental factors that affect the company is generally generated by the marketing 
department. Information about the micro environment is generally generated by the 
sales department.  
The theories by Matthyssens & Johnston (2006) states that the marketing department is 
very dependent on sales since they are the ones who collect much of the data needed. 
 
During the phase of Planning at Plannja, the marketing department is the one 
responsible for creating a marketing plan and also to define different strategies to use as 
a base when working.   
 
The theories by Matthyssens & Johnston (2006) state that marketing has the task of 
defining a strategy and develops a marketing plan during the phase of planning. 
 
The two departments have several meetings during this phase and during these meetings 
they develop and create the marketing mix and also solve any unforeseen problems that 
might arise.  
 
According to the theories by Matthyssens & Johnston (2006), the sales department has 
to provide necessary feedback to marketing during the development of the marketing 
mix and marketing must inform sales on the range of freedom of acting that they will 
get during this phase. Therefore good communication is necessary. 
 
The sales department is the ones who see the effects of the marketing plan at Plannja 
and therefore it is important for sales to report and give feedback back to marketing 
about the effectiveness of the marketing mix and the new marketing plan.  
 
According to Matthyssens & Johnston (2006), the marketing department draws up a 
marketing plan from the collected data received from sales department and that the sales 
department is strongly dependant on the content from this plan which results in vast 
communication between the two departments.  
 
During the Implementation phase at Plannja, the marketing plan is submitted by the 
marketing department and then the sales manager sets up a sales plan for the sales 
people with the use of this marketing plan. The sales plan is then implemented into 
concrete work by the sales force.  
 
According to Matthyssens & Johnston (2006), the sales manager is responsible for the 
creation and design of a sales plan during this stage. The sales plan uses the marketing 
plan as a guideline and then implements the plan into work. Marketing have the task of 
organizing a marketing program that attributes time and means into concrete work.   
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During this phase Plannja uses a great amount of communication between the marketing 
and sales department. Marketing and sales also have intensive communication and 
cooperation during this phase to solve the daily unforeseen problems that arise. 
During the control phase, the two departments have scheduled meetings and intense e-
mail communication with each other in order to provide the necessary support and 
backup that the two departments need to check and compare the performance and 
results of the marketing and sales plan.  
 
According to the theories stated by Matthyssens & Johnston (2006), massive exchange 
of information between sales and marketing is necessary during the control phase.  

 
Marketing’s task during the control phase is to check for the results of the marketing 
plan. This is done by analysing the information received from the sales department 
regarding the effectiveness of the marketing plan.  
 
Matthyssens & Johnston (2006) state that marketing has the task of checking for the 
results versus the objectives during this phase. 

 
The Sales task at Plannja during the control phase is to check how successful the 
performance of the sales people has been compared to the target. 
 
According to Matthyssens & Johnston (2006) the sales department have the task of 
comparing the performance of the sales people to the target. 
 

5.1.2 Improvement of sales-marketing integration 
Collaboration between the sales and marketing functions are of great importance to 
achieve integration of the both. (Meunier-FitzHugh & Piercy, 2007) Plannja identifies 
all of the integrating factors as having a major impact upon collaboration between the 
two functions.  
 
When it comes to communication, Meunier-FitzHugh & Piercy (2007) states that it is 
important for companies to have both formal and informal communication between the 
functions. Plannja has regular formal meetings between the two departments 6 times 
every year and have extra meetings whenever needed. Plannja agrees on the statement 
that informal communications is an important aspect as well, but admits that there are 
very few opportunities for people from marketing and sales to just sit down and chat, as 
they are geographically distant from each other.  
 
According to Meunier-FitzHugh & Piercy (2007), organizational learning is gained by 
having integrated systems where knowledge can be shared across departments and 
functions. This is also identified as an integrating factor for Plannja. They do have an 
integrated desktop where they can share important documents across the departments. 
They also have an intranet where the company management post information to all 
departments.  
 
To do marketing planning with personnel from both the marketing department and the 
sales department is important for integration. It also ensures that both departments work 
towards similar goals and by that avoiding misunderstandings and conflicts. (Meunier-
FitzHugh & Piercy, 2007) The marketing department at Plannja do the marketing 
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planning together with people from sales. They believe it is important for marketers to 
listen to what salespeople view as important factors to enhance about a product, as they 
often are more involved with the product that the marketers are.  
 
The fact that conflicts of interest should be caused by having different goals or purposes 
with their work (Meunier-FitzHugh & Piercy, 2007) is not in line with the statements of 
Plannja. They do agree that conflicts of interest have a negative impact upon the 
collaboration between the sales and marketing functions but that it is caused by another 
difference. As marketers and sellers work with different tasks, the marketing department 
have difficulties explaining the complex theories of marketing to the salespeople, who 
are not as educated in marketing. This is more in line with the theories brought up by 
Biemans & Brencic (2007). These authors state that there is a common belief in sales 
departments that they are the ones generating income for the company and that the 
marketing department is just an expensive waste of the company’s money. Plannja did 
not only agree on this statement. They have also taken actions to solve the problem. To 
ensure that the sales department understood the marketing strategies, the company used 
cross-functional training to reduce the conflicts and facilitate the integration of 
marketing and sales. 
 
As Meunier-FitzHugh & Piercy (2007) explains, cross-functional training helps 
employees and managers to understand their and their colleagues’ roles and what is 
required of them. That way conflicts are reduced and it becomes easier to collaborate. 
Plannja offered cross-functional training to their sales staff by hiring a teacher who 
lectured them about the basics of marketing and especially about the strategies that 
Plannja works by. Plannja states that the training was of great success and has made the 
collaboration between the two departments easier. 
 
Another process that can be used to enhance the coordination and collaboration is an 
integration mechanism, which means that project groups are formed with people from 
different departments of an organisation. (Meunier-FitzHugh & Piercy, 2007)  To have 
more meetings between the functions is another integration mechansism that enhances 
collaboration. (Biemans & Brencic, 2007) Plannja have a project group called the 
market management team where people from both the sales department and the 
marketing department in meetings decide about future budgets and strategies. Plannja 
expands the theory and states that having a person with marketing background in the 
sales department and vice versa would make communication easier between the 
departments. This would reduce the risk of misunderstandings due to lack of knowledge 
about the different theories and strategies used by both departments.  
 
By having an integrated office layout, where the marketing and sales departments are 
physically close to each other, the informal communication between the functions may 
be enhanced. (Biemans & Brencic, 2007) Plannja admits that having an integrated office 
layout is an advantage for a company, and that they would like to be able to meet more 
often. But the widely spread organization requires Plannja to have sales managers at 
many places and they have to settle with telephone and e-mail communication. 
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5.2 Within-Case Analysis of Gestamp HardTech 

5.2.1 Description of sales-marketing integration 
Gestamp HardTech identifies the four phases of Analysis, Planning, implementation and 
control as parts of there marketing management.  The company states that it is 
necessary with communication and cooperation between the sales and marketing 
department during these stages and that communication between the functions is crucial 
to successfully run the daily business of the company.  
 
Jobber (2007) states that marketing management an important discipline because it 
affects the company’s ability of applying available resources to create or change the 
awareness of a product 
 
The marketing department at Gestamp HardTech only consists of two people and both 
of them work as sales people as well as marketers. Sales and marketing communicate by 
using formal communication such as face-to-face communication during meetings, 
letters and e-mail and since the two people in the marketing department work within the 
sales department, the shared office building provide good opportunities for informal 
communication such as unplanned meetings and daily contact.  
 
During the Phase of Analysis at Gestamp HardTech, the sales department is responsible 
for the collection of information regarding customers and competition. The company 
saves the data but do not transmit all of the information to the marketing department. 
The marketing department is not responsible for constructing a marketing plan from the 
collected information at Gestamp HardTech, instead the sales department analyzes the 
information collected and then develop there own sales strategies dependant on the 
customer. Marketing receives information from sales concerning factors that are 
relevant in order to develop billboards, posters and other commercial objects to display 
on showcases and international fairs around the world.  
 
This is contrasting to what the theories states. According to Beverland, Steel & Dapiran 
(2006), sales department are required to collect information about competition, 
customers and other micro environmental factors affecting the company and then 
transmit this collected information to the marketing department for further analysis in 
order to create a marketing plan at the Planning phase.  
 
The sales manager at Gestamp HardTech receives the collected information from the 
sales department regarding customers, competitors and other micro economical factors. 
But the person in charge of the sales department is also the one responsible to 
administer and manage the marketing department and this insures that the collected 
information also reaches and receives to the marketing department.  The sales/ 
marketing manager is involved in both the daily sales within the sales force and the 
marketing tasks such as analysing the collected information. He is both marketing 
director and sales manager at the same time and work as a sales person, sales manager 
and marketing manager.  This makes him responsible for both collecting market 
information and to analyse collected market information.  
 
The theories by Matthyssens & Johnston (2006), state that the sales manager formulates 
the sales departments needs and then transmits this information to the marketing 
department that give the feedback from the result of its analysis to the sales manager.  
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During the phase of Planning at Gestamp HardTech, the Sales department is the one 
responsible for creating a sales plan and marketing plan.  Sales are also the department 
responsible for defining different strategies to use as a base when working towards each 
customer.  The marketing mix and marketing plan is very dependant on which customer 
the company work towards since each customer has its own sales plan and sales 
strategy.  
 
According to Matthyssens & Johnston (2006), the marketing task during the planning 
phase is to define a strategy and develops a marketing plan. Sales have the task of 
providing necessary feedback to the marketing department about the marketing mix, 
especially concerning pricing policies.  
 
The company has 3-4 meetings each year where the company looks at long-term issues 
such as how the budget will be set up next year or what the business plan will look like. 
Since the Marketing department do not develop a marketing plan for the company, the 
sales departments have several meetings with customers during the planning phase in 
order to develop and create the sales plan and marketing mix and therefore developing 
and engaging in both short term aspects as well as in long term aspects of the customer. 
Gestamp HardTech does not have the marketing department developing the marketing 
plan. Instead the sales representatives develop a sales plan, specially developed for each 
customer.  
 
According to Matthyssens & Johnston (2006),, the marketing department draws up a 
marketing plan from the collected data received from sales department and its own 
sources, The sales department is dependant on the content from this plan and 
communication between the two departments is therefore necessary. The theories also 
state that sales is supposed to focus on short term aspects and marketing on the long 
term aspects of the customers. 
The theory states that the marketing department draws up a marketing plan from the 
collected data received from sales department and that the sales department is strongly 
dependant on the content from this plan which results in vast communication between 
the two departments.  

 
During the implementation phase, Gestamp HardTechs sales department have more or 
less total control over all activities. Each customer has its own sales representative that 
designs a specified sales plan for that individual customer. The sales department are in 
full charge of organizing a program that attributes time and means into concrete 
activities to each customer. The sales plan and marketing mix developed by the sales 
representatives for each customer is the only guideline that the sales department and 
sales people can and will follow since there are no overall marketing plan developed by 
the marketing department.  
 
Matthyssens & Johnston (2006), say that marketing have the task of organizing a 
marketing program that attributes time and means into concrete activities during the 
stage of implementation. It also says that the sales manager is responsible for designing 
a sales plan using the marketing plan as a guideline.   
 
During the control phase, the sales department report the results of the performance of 
each customer versus the presumed target, to the sales manager. Then the sales 
manager, together with the economics executive, and the marketing manager Åsa 
Tjärnberg, evaluates the results versus the objectives on each of the customers.  
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According to Matthyssens & Johnston (2006), the marketing task during the control 
phase is to check for the results versus the objectives and the Sales task is to compare 
the performance of the sales people to the target.  
 

5.2.2 Improvement of sales-marketing integration 
Gestamp identifies all of the integrators brought up by Meunier-FitzHugh & Piercy 
(2007) and states that they all have an impact upon interaction of the sales and 
marketing functions. Communication between the functions is crucial for the company. 
By communicating properly, the organization avoids the risk of not working towards 
similar goals and not having aligned strategies. People from sales and marketing 
communicate formally on a daily basis during face-to-face meetings. There are also 
good opportunities for informal communication as they all work within the same office 
building.  
 
By having frequent meetings on a daily basis, Gestamp ensures that they work towards 
the same goals and they also have an integrated computer network with a common 
intranet. This is inline with the statement by Meunier-FitzHugh & Piercy (2007) saying 
that organizational learning is crucial for the integration of sales and marketing in a 
company.  
 
During the phase of marketing planning, Gestamp is in line with the theory by Meunier-
FitzHugh & Piercy (2007). There are meetings 3-4 times every year where people from 
both marketing and sales discuss future plans and budgets. The marketing department 
has not done much marketing so far, but they have developed a kit for the sales 
department to use during trade fairs. The intentions are that the marketing department 
will work as a supporting department for the sales department, assisting them with 
information and tools to make the process of selling more effective.  
 
The fact that no conflicts of interest were identified in Gestamp, is a sign of good 
communication between the departments. This can by connected to the statement by 
Meunier-FitzHugh & Piercy (2007) saying that good collaboration is dependent on 
communication. The departments in Gestamp are integrated both physically and 
functionally and they state that collaboration is good.  
 
Gestamp does not reject the suggestion that cross-functional training can improve the 
integration of sales and marketing, but the company have not seen any need for any 
such program. They do however have cross-functional teams with people from both 
marketing and sales.  
 
To enhance integration between the departments, Gestamp has and integrated computer 
network where employees from different departments can share information. The 
company management post recent news and information about the company’s strategies 
and future plans on their intranet. This is in line with the statement by Meunier-
FitzHugh & Piercy (2007) saying that integration mechanisms can be used to improve 
integration.  
 
Gestamp also confirms the statement by Biemans & Brencic (2007) saying that 
integration can be improved by having the departments physically integrated. The 
company has all sales and marketing personnel working at their headquarters. For the 
moment some managers are situated in barracks outside the office building, but the 
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intensions are that the building will be expanded in the future to ensure that all 
personnel will be situated under the same roof.  
 

5.3 Cross-Case Analysis 

5.3.1 Description of sales-marketing integration: Comparing Plannja and Gestamp 
HardTech 
Both of the companies recognized the four marketing management phases of analysis, 
planning, implementation and control as parts of their marketing strategies. They also 
argue that communication between the sales and marketing department is necessary in 
order to be as successful as possible.  
 
Both of the companies argued that sales are responsible for collecting micro 
environmental information regarding customers and competition during the analysis 
phase but only at Plannja did the information from sales get transmitted to the 
marketing department for further analysis. Plannja was also the only company that let 
the marketing department collect the macro environmental factors affecting the 
company. This is mainly due to the fact that Gestamp HardTech do not have a very well 
developed marketing department and do not develop any marketing programs at this 
point of time. Plannja has an intense communication between the sales and marketing 
departments during the analysis phase because the two departments are very dependent 
on each others information. This is very contrasting to how Gestamp HardTech is 
operated since they do not use the marketing department in the same extent as Plannja. 
Gestamp HardTech mainly provides marketing with information that they can use when 
entering tradeshows and international fairs and therefore the need for communication 
between the two departments is not as big as in Plannja. 
 
Plannja was the only company that has the marketing department to draw a marketing 
plan and to define a sales strategy during the planning phase. Gestamp HardTech do not 
develop a marketing plan but the sales department creates an individually constructed 
sales plan for each of there customers. This has to do with the differences in customer 
interaction between the two companies. Gestamp HardTech only develops long term 
contracts with there customers and therefore the sales person responsible for a certain 
customer creates a individually adapted sales plan. The marketing department at 
Gestamp HardTech is at this point not focusing on marketing objectives such as 
defining strategies and conducting analyses. This is instead more of a sales objective for 
the company.   
 
Both companies stated that the sales manager is the person responsible for designing 
and developing the sales plan during the implementation phase. This is done by 
guidance by the marketing plan in the case of Plannja but not in the case of Gestamp 
HardTech. It is also only in Plannja were communication between sales and marketing 
can be found during this phase and were a marketing program that attributes time and 
means into concrete work is constructed by the marketing department. 
 
The two companies both address the importance of having the sales manager comparing 
the performance of sales people to the target during the control phase but it is only in 
Plannja were marketing has the function of checking the results versus the objectives. 
Gestamp HardTech has the sales department and the sales manager conduct this 
analysis. There are also not as much communication between the sales and marketing 
department in Gestamp HardTech as there is in Plannja during the control phase.  
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To summarize the cross case analysis for the first research question, which investigated 
how the integration of marketing and sales functions in a company can be described, a 
matrix summary will follow. 
 
Integration of marketing and 
sales functions 

Plannja Gestamp 
HardTech 

 
Analysis  
- Sales task is to collect information regarding 

the competitors and the micro environment  
- Marketing task is to collect and analyze 

market information that comes from sales 
and to investigate the macro environment 

- Sales give information and feedback to 
marketing 

- Marketing collects and analyse information 
coming from sales 

Planning 
- Marketing task is to draw up a marketing 

plan  
- Marketing defines a strategy from the 

collected data received from sales and its 
own sources 

- Sales task is to provide necessary feedback to 
marketing during the development of the 
marketing mix and marketing plan  

- Marketing informs sales on the decisions 
taken 

Implementation 
- Marketing have the task of organizing a 

marketing program that attributes time and 
means into concrete activities  

-  The sales manager designs a sales plan  
-  Marketing and sales have intensive 

communication  
Control 
-  Marketing has the task of checking the results 

versus the objectives  
-  Sales have the task of comparing the 

performance of the sales people to the target 
-  Both sales and marketing need each others 

support and assistance to accomplice their 
tasks  

-  Massive exchange of information is  
necessary 

 

 
 
 

/  
 
 

/  
 

/  
 

/  
 
 

/  
 
 

/  
 
 

/  
 

/  
 
 

/○ 

 
/  

 
/  

 
 

/  
 
 

/  
  

/  
 

/  

 
 
 

/  
 
 

/  
 

/  
 

/  
 
 

/  
 
 

/  
 
 

/○ 
 

/  
 
 

/  
 

/  
 

/  
 
 

/  
 
 

/  
 

/  
 

/  
 

 
Codes to understand the matrix: 
 

/  Identified in theory and by the company. 
 

/   Identified in theory but not by the company. 
 

/○ Identified in theory and to some extent by the company. 
 

/  Not identified in theory but by the company. 
 
Exhibit 5.1 Matrix summary of research question one. 
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The matrix in exhibit 5.1 shows that the companies do not agree on many of the 
statements. Only Plannja is the one that is consistent with the stated theories. Almost all 
statements that have to do with the marketing department is not identified by Gestamp 
HardTech. Both companies agrees on the fact that it is the sales departments 
responsibility of collecting market information during the analysis phase.  The two 
companies also agrees somewhat on the statement that sale is also the one department 
that is supposed to give necessary feedback to marketing about the development of the 
marketing mix during the planning phase. The statement that the sales manager is 
responsible for the design of the sales plan is stated by both the companies and they 
both agree on the statement that sales have the task of comparing the performance of the 
sales people to the target during the control phase.  
 

5.3.2 Improvement of sales-marketing integration: Comparing Plannja and 
Gestamp HardTech 
All of the integrators that affect the interaction of sales and marketing were to some 
extent identified at both Plannja and Gestamp. Both companies argue that 
communication is crucial for a successful integration of the two business functions. 
While Plannja have strictly formal communication between the sales and marketing 
departments – due to the great geographical distance between them – Gestamp have a 
mix of both formal and informal communication. Gestamp states that being physically 
integrated enhances integration and Plannja states that they would like to have their 
departments closer as they too have seen the importance of informal communication. 
Plannja have scheduled meetings where people from both sales and marketing discuss 
future sales and marketing related issues. All other issues are handled by 
communication via telephone or by e-mail. Gestamp does also have scheduled meetings 
with people from sales and marketing, but as the two functions are integrated to a 
greater extent than at Plannja, the functions interact on a daily basis.  
 
To share information between the departments and enhance organizational learning, 
both companies have integrative systems. Plannja has a common desktop, where the 
sales and marketing departments can place documents of interest for both functions. 
Both companies also have an intranet, where the company management put recent 
information about the company and its future strategies. Gestamp states that this is done 
to ensure that all employees work towards a common goal and Plannja argues that as the 
two departments work with customer-oriented tasks, collaboration between them are 
crucial for the companies success.  
  
To further strengthen the market intelligence, both companies work to share their 
information and knowledge. In Gestamp, the sales managers are responsible for 
providing the marketing department with the necessary information. The marketing 
department however, have not presented any market information so far, but the 
intentions are that they will do so in the future. In Plannja, where the marketing 
department is far more developed, information about the marketing plan is given to the 
sales department, who then gives feedback on how the customers reacted to it.  
 
Both companies deny that any conflicts of interest should be caused by not having 
aligned goals. However, they do not reject the statement. Instead they argue that due to 
good communication between the departments, the goals of the companies is clear to 
everyone and therefore there are no conflicts caused by non-similar goals. Plannja have 
encountered conflicts when it comes to educational differences. The marketing 
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department have trouble explaining how the expensive strategies developed by them 
will bring revenues to the company. Gestamp were unable to identify any factors of 
conflict within their organization.  
 
As the market situation look different for Plannja than for Gestamp, the companies 
conduct their marketing planning differently. While Gestamp produce at its maximum 
capacity and needs to expand its production capability before singing contracts with 
more customers, Plannja is actively screening markets for new customers. In Plannja, 
the marketing department in cooperation with the sales department conducts the 
marketing planning, both on the strategic and tactical level. This is done in order make 
sure that the marketing is in line with what the sales department wants to enhance about 
the products. The marketing department have taken a small step towards marketing 
planning and plans to develop strategies to position themselves on the market. At the 
moment, the do support the sales manager with tools to visit trade fairs.  
 
When it comes to improving the integration of sales and marketing, both companies 
work actively with a number of facilitators. Plannja offered their sales department 
cross-functional training. The training meant that the sales managers were educated in 
marketing in order to enhance their understanding of the work of the marketing 
department. They also have a cross-functional team where people from both sales and 
marketing work together. The team have cross-functional meetings where sales and 
marketing related decisions are made. However, they have not thought of integrating the 
two departments physically. Instead, they are focusing on enhancing communication in 
other ways, mainly by encouraging the use of the integrated desktop. Gestamp also have 
a cross-functional team, but as the team members work together on a daily basis, this 
comes natural. All marketing and sales related decisions are made in cooperation 
between the departments.  
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To summarize the second research question, which investigated how companies can 
improve integration of sales and marketing, we will provide a matrix summary. The 
matrix shows the extent to which the companies and the theory agree with certain 
statements. 
 
Improve integration of sales 
and marketing 

Plannja Gestamp 
HardTech 

 
Integrators 
- Formal meetings are crucial for integration 
- Informal communication is important 
- Integrative systems aids goal alignment 
- Both marketing and sales provides market 

intelligence 
- Differences in education creates conflicts 
- Market planning should be done in 

cooperation between marketing and sales 
 

Facilitators 
- Cross-functional training improve integration 
- Cross-functional teams improve integration 
- Cross-functional meetings improve 

integration 
- The physical distance affect integration 
 

 
 

/  
/○ 
/  
/  

 
/○ 

 

/  
 
 

/  
/  
/  

 
/○ 

 

 
 

/  
/  
/  
/  

 
/  

 

/  
 
 

/○ 
/  
/  

 
/  

 

Codes to understand the matrix:  
 

/  Both the theory and the company agree with the statement. 
 

/   The theory agrees with the statement but not the company. 
 

/○ The theory agrees with the statement. The company agrees to some extent. 
 

/  The theory does not agree with the statement but the company does. 
 
Exhibit 5.2 Matrix summary of research question two. 
 
The matrix in exhibit 5.2 shows that both companies agree on most of the statements 
and so does the theory. The statement saying that informal communication is important 
to both companies but Plannja has not applied any functions to ease the use of formal 
communication so far. Gestamp does not agree with the statement saying that 
differences in education should cause conflicts. Plannja agrees to some extent but have 
solved the problem by educating their sales managers in marketing. Cross-functional 
training does enhance integration, both companie and the theory agrees. But Gestamp 
believes that their departments is integrated to such extent that they are one unit. Cross-
functional training is therefore not an integration-enhancing factor for them. Both 
companies and the theory agrees that physical integration affects integration. Plannja 
however, claims that they catch up the to the loss of integration due to great 
geographical distance by having intense communication between the departments and 
frequent meetings.  
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6. Findings and Conclusions 
 
In this final chapter we present our findings and conclusions. We will use the analysis 
of our data to answer the research questions one at a time. By answering each question 
we will achieve the purpose of this thesis. 

6.1 RQ 1: How can the integration of marketing and sales 
functions in a company be described? 
Marketing management is a discipline that focuses on the applications of marketing 
techniques and management of a company’s marketing resources and activities in a 
manner that will help the company to achieve its objectives. This study found that 
companies identify this discipline as important in order to be successful towards 
customers.  
 
Marketing management was found to be divided into four different phases and these 
phases are; analysis, planning, implementation and control. It is important for 
companies that the sales department and marketing departments communicate and 
provide each other with necessary information during each one of these phases in order 
to be successful but this is very depending on how the integration of sales and 
marketing looks for a company. If the two departments are divided into different 
functions that work together and towards a common goal, the importance of good and 
intense communication between them is crucial.  
 
It was also found that if the integration of the two departments is more loose or if the 
company does not have a very well developed marketing department, for example if the 
company is very sales oriented and mainly focuses on the needs of each of their existing 
customers than to create a brand image or brand value, the interaction between 
marketing and sales is not as important.  
 
Companies were found to use the sales department to obtain market information such as 
consumer information, competition information and other micro environmental factors 
that affect the company. Sales then provide the gathered information to the marketing 
department for further analyse of the data.  
 
It was found to be especially important for sales to gather and send information to 
marketing during the analysis and control phases sales are also in charge of creating a 
sales plan and implementing the plan into concrete work. The sales department are very 
important in order for the marketing department to function since they are the ones who 
provide information about micro environmental factors and implement the marketing 
plans and strategies into concrete activities. 
 
The marketing department was found to be the function responsible of collecting and 
analysing information from sales and its own sources. After receiving all necessary 
information, the marketing department are supposed to create a marketing plan and 
support sales with feedback and help so that they can implement the plan into concrete 
work.  
 
The information flow and the amount of information that is sent differ depending on in 
which phase the company is working in. During the analysis phase, the information 
stream is mainly directed from sales to marketing and the amount of information is 
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immense. During the planning phase the information stream is mainly directed from 
marketing towards sales and the amount of information is rather big during this phase 
too. During the implementation and control phase, the two departments send 
information needed by the other department but neither of the departments are very 
dependent of the other departments and the information stream between them is 
therefore smaller.  
 
Thus we conclude that: 
 

 Sales department is responsible for obtaining market information such as micro 
environmental factors that affect the company 

 
 The marketing departments function is to collect and analyse information from sales 

and its own sources 
 

 The information flow and the amount of information sent between sales and 
marketing differ depending on which phase the company is working in 

 
 The importance of communication between sales and marketing is dependant of 

how the integration and development of the two departments look like in a company 
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6.2 RQ 2: How can companies improve the integration of the 
sales and marketing functions? 
To have the marketing and sales functions integrated was found to be important for all 
companies. As both functions deal with customer-oriented task, cooperation between 
them is crucial. Factors that have an impact upon integration are referred to as 
integrators. An integrator is a function or trait that has an indirect effect on the 
integration of sales and marketing. The integrators are: 
 
- Communication 
- Organizational Learning 
- Market intelligence 
- Conflicts of interests 
- Marketing planning 
 
The integrators were found to work as a bridge between the two functions and by 
avoiding or enhancing certain integrators, the integration of them can be improved. By 
implementing certain functions or traits that can affect the integrator in a positive way, 
companies can improve the integration of sales and marketing. These functions and 
traits are referred to as facilitators.  
 
The study also found that by offering cross-functional training, companies can avoid 
any conflicts of interest due to lack of cross-functional knowledge. One proved effective 
way of doing cross-functional training is to have the sales managers educated in 
marketing, providing them with basic knowledge about the subject and also about how 
the company’s strategies will increase sales.  
 
To increase the organizational learning, companies can implement integration 
mechanisms to ease the spreading of information. An integration mechanism can be a 
intranet of a common desktop. On an intranet, the company management can post recent 
news or information regarding the company goals and main strategies. To have a 
common desktop means that employees have a virtual desktop where they can share 
documents and other files. That way it is easier to share information not only between 
employees but also between functions or departments.  
 
Communication was found to be important for a company to maintain a good 
collaboration between the marketing and sales functions. By having cross-functional 
meetings where people from both departments attend, companies can enhance the 
communication frequency and thereby improve the integration of them. Cross-
functional teams are another good way of making the connection between the 
departments even better. It makes the departments work towards a common goal and 
strengthen the cooperation between them further.  
 
By having a person with marketing background at the sales department, companies can 
avoid any conflicts due to educational differences. It will ease the communication 
between the departments, as the marketer would understand the academic language used 
by the marketing department. This is a new statement that no other researcher has 
mentioned before.  
 
Finnally, the research found that to physically integrate the two departments, meaning 
that they are geographically close to each other, preferably in the same office building, 
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will ease collaboration between both departments but most importantly, it will enhance 
informal communication and thereby the integration of the two departments. 
 
Thus we conclude: 
 
 

  To have a person with marketing background in the sales department improves 
integration of sales and marketing in a company. 

 
 Physical integration of the sales and marketing departments enhances informal 

communication. 
 

 By facilitating the integrators, companies can improve the integration of sales 
and marketing. 
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6.3 Implications and Recommendations 
In this final section we will provide the implications for theory, practitioners, and 
further research. We base this on the findings from our empirical data and our data 
analysis in chapter four and five, and also on our conclusions in chapter six.   

6.3.1 Implications for Theory 
The purpose of this study was to gain a better understanding of integration of the sales 
and marketing functions in a company. To fulfil the purpose, two research questions 
where stated. The first question strived to describe the integration of the sales and 
marketing functions in a company and the second question strived to find out how 
companies can improve the integration.  
 
The study was mainly descriptive and partly explanatory, as we strived to investigate 
the phenomenon of integration. We conducted two separate interviews with two 
companies situated in Luleå, Sweden. The companies were Plannja and Gestamp 
HardTech. Both companies are on the market for steel and their main customers are on 
the construction market.   
 
The previous theories concerning the integration of sales and marketing where narrowed 
down to become a base for our conceptual framework. We studied the theories by 
Meunier-FitzHugh & Piercy (2007), who investigated how the integration could be 
improved and Matthyssens & Johnston (2006), who looked at the connection between 
the sales and marketing departments during the marketing management process.  
 
Our study was able to confirm all of the theories in our conceptual framework and it 
was also able to contribute with some new findings. The statement saying that having a 
person with marketing background in the sales department improves integration of sales 
and marketing in a company has not been suggested by any other researchers so far.  

6.3.2 Implications for Practitioners  
This study investigated how a better understanding of the integration between the sales 
and marketing function in companies could be achieved. The implications for 
practitioners will focus on the two companies that we conducted this study on  
 
The two companies Plannja and Gestamp HardTech should, in order to be as successful 
as possible, develop a functioning marketing and sales department with specific and 
separated tasks that support and assist each other. They should also improve the 
communication between the two departments in order to have them work together and 
be supportive to each other. It is important for the companies to follow the marketing 
management phases and to know what the two departments have as their task during 
each of these phases.  
 
Another matter that companies should consider is to position a person with marketing 
background in the sales department. By doing so, the company makes communication 
between the two departments easier and they also avoid misunderstandings and conflicts 
due to educational background. 
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6.3.3 Implications for further Research 
As there has not been very much research done on the subjects of integration of the 
sales and marketing functions in a company, we recommend future research to look 
deeper into the area. As most researchers agree that the integration of the two functions 
is of great importance to all companies, we also recommend to put focus on the 
facilitators that can improve the integration. Both to confirm the effect of the already 
known facilitators and also to see if there are any other ways or facilitators that not jet 
has been brought to light.  
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Appendix 

I 
 

Appendix 1: Interview Guide, Swedish Version 
 
Marknadsföring (marketing management) brukar ofta delas upp i fyra stadier; 
Analysstadiet, planeringsstadiet, Införandestadiet och Kontrollstadiet.  

- Använder ni er av någon eller alla av dessa faser? 
- Anser ni dem som viktiga för marknadsföringen av erat företag? 

 
Under analysstadiet samlar företaget in information som de senare använder för att 
bland annat skapa en marknadsplan från. Företag är därför ofta beroende av information 
om sin omgivning och sin egen position. 

-  Vilken information samlas in när en utvärdering av en ny marknad eller kund 
görs? 

-  Vilken avdelning är ansvarig för insamlandet av information 
-  Hur fungerar informationsflödet mellan marknadsföringsavdelningen och 

säljavdelningen under denna fas i erat företag? 
 
Under planeringstadiet sammanfattar företaget den insamlade informationen, drar 
beslut och skapar en marknadsplan. 

-  Vad har marknadsföringsavdelningen för uppgifter efter att information om en 
ny marknad eller kund samlats in? 

-  Vilka uppgifter har säljavdelningen under denna fas? 
-   Hur fungerar kommunikationen mellan marknadsföringsavdelningen och 

säljavdelningen under denna fas i erat företag? 
 
Under Införandestadiet omvandlar företaget marknadsplanen till konkret arbete. 

-  Vad har marknadsföringsavdelningen för uppgift efter att sälj och 
marknadsplanerna har blivit utformade?  

-  Vad är säljavdelningens uppgift under denna fas? 
-  Hur fungerar informationsflödet mellan marknadsföringsavdelningen och 

säljavdelningen under denna fas? 
 

Under Kontrollstadiet utvärderar företaget resultatet av marknadsplanen och säljplanen 
för att kunna göra ändringar ifall det skulle behövas.   

- Vilken avdelning är huvudansvarig för att kontrollera graden av effektivitet från 
marknadsplanen? 

-  Vilken avdelning har ansvar för att kontrollera om säljarna uppnått de mål 
ställda i säljplanen? 

-  Hur fungerar informationsflödet mellan marknadsföringsavdelningen och 
säljavdelningen? 

 
Jobbar ni för att stärka kommunikationen mellan marknadsföringsavdelning och 
försäljningsavdelningen? 

- Hur? (formella möten, icke-formella möten i fikarum etc?) 
 
Hur fungerar informationsflödet mellan marknadsföringsavdelning och 
försäljningsavdelning? 

- Integrerade databaser med kundinformation etc? 
 
I vilken riktning går informationen? 

-     Från marknadsföringsavdelningen till försäljningsavdelningen? 
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-    Från försäljningsavdelning till marknadsföringsavdelning? 
-    Från båda håll? 

 
Finns det någon gång intressekonflikter mellan de olika avdelningarna? 

- Olika mål (marknadsföring vill nå ut till speciell kundgrupp, medan försäljning 
fokuserar på kvantiteter, etc?) 

- Hur påverkar det i så fall samarbetet mellan de båda avdelningarna? 
 
Är både försäljning och marknadsavdelning närvarande under 
marknadsplaneringsfasen? 

- Varför? 
- Varför inte? 

 
Vidtar ni några åtgärder för att förbättra samarbetet mellan försäljning och 
marknadsföring? 

- Personal från båda avdelningar arbetar tillsammans som ett team, etc? 
 
Anser du att utbildningsnivån hos cheferna på de båda avdelningar påverkar deras 
möjlighet till samarbete? 

- Varför? 
- Varför inte? 
- Akademiskt språk, osv. 

 
Hur ser det fysiska avståndet mellan marknadsföringsavdelning och 
försäljningsavdelning ut hos er? 

- Samma byggnad? 
- Samma kontrslandskap? 
- Sammanslagna? 
- Övrigt? 

 
Anser Du att ett samarbete mellan marknadsavdelning och försäljningsavdelning är 
viktigt? 

- Varför? 
- Varför inte? 

 
Kan Du tänka på någonting övrigt som kan förbättra eller påverka samarbetet mellan de 
båda avdelningarna? 
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Appendix 2: Interview Guide, English Version 
 
Marketing management is usually divided into four phases; Analysis, Planning, 
Implementation and control. 

- Do you any single one or all of these phases in your company? 
- Do you consider these stages as important for the marketing management of 

your company? 
 
During the analysis phase, companies gather information that they then develop 
there marketing plan from. Companies are therefore dependent of information 
regarding its own position and its surroundings. 
- What information is gathered when a new market or new customer is being 

analyzed? 
- Which department is responsible for the collection of information 
- How is the information flow and the amount of information between marketing 

and sales directed during this phase? 
 
During the planning phase does the company summarize the collected information and 
then use it in order to draw conclusions and create a marketing plan.  

- What are the responsibilities of the marketing department after the collection of 
information regarding a new market has been conducted? 

- What are the sales department’s tasks during this phase? 
- How does the information exchange work during this phase between the two 

departments? 
 
During the implementation phase, the company transform the marketing plan into 
concrete work.  

- What is the marketing department’s task after the marketing plan and sales plan 
has been developed? 

- What is the task for sales during this phase? 
- How does the information flow between the two departments work during this 

phase? 
 
During the control phase, the company usually analyse and results from the marketing 
and sales plan in order to make necessary changes if needed.  

- Which department is responsible for the evaluation of the effectiveness of the 
marketing plan? 

- Which department is responsible for the evaluation of the results from the sales 
plan?  

- How is the information flow directed and how does it function during this 
phase? 

 
Do you work in order to strengthen the communication between marketing and sales? 

- How? (Formal, informal meetings etc?) 
 
How does the information flow between sales and marketing work? 

- integrated databases consisting of customer information? 
 
In which direction is the information flow directed? 

- from marketing to sales ? 
- from sales to marketing? 
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- both? 
 
Is there any interest conflicts between the two departments?  

- Different goals (marketing wants to reach a specific target area but sales focuses 
on quantities?) 

- How does this affect the two departments? 
 
Is both sales and marketing present during the development of the marketing plan? 

- Why? 
- Why not? 

 
Do you take any precautions in order to improve the collaboration between sales and 
marketing? 

- people from both departments work together as a team? 
 
Do you consider the level of education among managers to an obstacle for them when 
working together and between the two departments?   

- Why? 
- Why not? 
- Academic language etc? 

 
How is the physical distance between the sales department and the marketing 
department? 

- The same building? 
- The same office  
- Together 
- Other 

 
Do you consider the collaboration of marketing and sales to be important? 

- Why? 
- Why not? 

 
Can you think of any other factor that can affect or improve the collaboration between 
marketing and sales in your company? 
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