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CyLIHOCTb, MECTO OTAENA Npoaax U
cneymnmnka ero B3aMMoaencTBus

noapasgeneHnamMmm qupmbl




Buabl opraHn3auMoHHbLIX CTPYKTYP (oMpM B
3aBUCUMMOCTM OT creymanmsaumm u

crneymnmunkn 0eaTenbHOCTH




OToen npogax Kak YacTb KOMMEPYECKOU

CIy>KObl npeanpuaTus




OpraHusauus B3aMmoaencTems otaena

npoaax ¢ Apyrumu nogpasaoeneHmnamm ompmeol




YPOBHU MHTErpaLum n B3aMMoa4eNCTBUS

CIny>X0 MapKeTuHra un cobiTa

YpoBeHb MHTEerpauum n

B3aumoaencTBus
1. OTcyTCcTBME B3aUMOAENCTBUSA

2. Cnaboe B3aumogencreme

3. CornacoBaHHoOe

B3aumopeucrTeme

4. MNMonHasa nHTerpauma

an/ISHaKVI YPOBHSA

oTaenbl coblTa U MapKeTMHra hoKyCUPYHTCS UCKIMIOYUTENBHO Ha CBOEW paboTe;
NcTopuYeckn copMmpoBannch OTAENBHO APYr OT ApYra;

COBMECTHbIE COBeLlaHNA HE NpoBOOATCA U NMPOBOOATCA OJ14 pa3peLueHnd KOHd)J'II/IKTOB.

CYLLLECTBYIOT [MacHble UMK HErnacHble NpaBuna NpegoTBpaLLeHus KOHPNKTOB;
nonb3ytoTcs obLLen TEpMUHONOTMEN (Hanpumep, «NMoucK NOTeHUMarbHbIX KIMEHTOBY)

npoBOAATCA COBMECTHbI€ CoBeLlaHuA Ana yaCHeHunaA NO3nLMIN NO KNHYEBbLIM BOnpocam.

CYLLECTBYIOT YETKME, HO TMOKME rpaHuLbl 30H OTBETCTBEHHOCTM, PAabOTHMKM CObITA UCMONL3YIOT
MapKETUHIOBblE WHCTPYMEHTbl U TEPMUHOSOINIO, MapKETEPbl MPUHMMAIOT y4acTUe B KPYMHbIX
coenkax;

oba oTaena COBMECTHO MNaHMPYOT CBOK [OEATENbHOCTb M Y4acTBYT B obOpasoBaTerbHbIX

MepPONpUSATUSX

aKTUBHO MCMOSb3YT COBMECTHbIE CUCTEMbI (Hanpumep, CRM);
MUMeloT O6LLYI0 CUCTEMY MOTMBALUA U CTUMYITMPOBAHUS;

pa3nendarT OTBETCTBEHHOCTL 3a pe3ynbrart.

()]



[Tpouecc nepexoaa Ha bonee BbICOKUE

YPOBHU UHTETpaLnu cObiTa U
MaAPKETUHIA

+  paboTtHukM cbbiTa n MmapkeTuHra  Cnaboe B3aMmoaencTeme
4acTo KOHMMMKTYIOT U1
COMEPHUYAIOT ApYr C APYroM B
MNony4eHnn pecypcos;

+  byHKuMM oyGnupyroTcs;

° OTCYyTCTBME OTBETCTBEHHOCTW.

c PbIHOK CTaHOBMUTCS Bonee CornacoBaHHoe
3pernblv; B3avmMogencTesue
g COKpaLLEHWNE XXM3HEHHbIX LIUKNOB
TOBapoOB;
. HeCMOTpsi Ha BBOA NpaBurl,
dyHKUMM oyBnupyroTca n
COBMECTHbIE NPOEKThbl HE

peanuayoTcst

dopmanunsaumsi OTHOLUEHUN K
co3gaHue npaeun no
B3aMMOOENCTBUIO B KIKOYEBLIX
BOnpocax (Hanpumep, paspaboTka
KOHTAKTOB C NEPCMNEKTUBHBIMU

KNMeHTamm)

opraHu3aLmsi COBMECTHbIX
coBeLaHum ans obeyxaeHns ooLmx
npobnem 1 BO3MOXHOCTEN;

poTauus KagpoB Mexay oTaernom
npoaaX U MapKeTUHra;

COBMECTHbIE peLLeHnsi No

KIno4eBbIM NPOeKTaM.



[Tpouecc nepexoaa Ha bonee BbICOKUE

YPOBHU UHTETpaLnu cObiTa U
MaAPKETUHIA

CornacoBaHHoOe . PbIHOK CTAHOBUTCA NMonHasa nHTerpauus ° aKTUBHOE€ ucnosnb3oBaHue
B3aMmoaencTBue CUJTIbHOKOHKYPEHTHbIM; Cﬂy)K6bI npogax ans
B MapKeTUHre 4eTKko n3y4vyeHusd, aHanmsa u
BblAenAaArnTCA OCBOE€HUA HOBbIX PbIHKOB
cTpaTernyeckasa n cObITa;
TaKTu4dyecCkKas onepaunoOHHbIe ° noagepxka npoaax co
rpynnbl CTOPOHDbI TaKTU4ecKou

MapKeTUHroBOM rpynnbil,
KoTopas 100% cBOero BpemMeHu
nocssiLlaeT pa3paboTke
MHCTPYMEHTOB TaKoun
NnoAafepPXKu;

BHeApPEeHNe CUCTEMbl OLIEHOK U
BO3HarpaxgeHus ans cobita n
MapKeTUHra ¢ NOMoLLbI
MeTpuK n KPI, obwmnx ansa

oboux otoenos.



Sales and Marketing Integration Checklist

(Kotler, Rackham, Krishnaswamy (2006))

Integrate
Activities

Integrate Processes
and Systems

Enable the
Culture

Integrate
Organizational Structure:

O Jointly involve Sales and
Marketing in product
planning and in setting
sales targets.

[ Jointly involve Sales
and Marketing in gener-
ating value propositions
for different market
segments.

] Jointly involve Sales and
Marketing in assessing
cuslomer needs.

[J Jointly involve Sales and
Marketing in signing off

on advertising materials.

U Jointly involve Sales and
Marketing in analyzing
the top opportunities by
segment.

O Implement systems to
track and manage Sales
and Marketing’s joint
activities.

[ Utilize and regularly up-
date shared databases.

O Establish commaon met-
rics for evaluating the
overall success of Sales
and Marketing efforts.

[J Create reward systems
to laud successful efforts
by Sales and Marketing.

0 Mandate that teams
from Sales and Market-
ing meet periodically
to review and improve
relations.

[] Require Sales and Mar-
keting heads to attend
each other’s budget
reviews with the CEO.

[J Emphasize shared
responsibility for
results between the
different divisions of
the organization.

] Emphasize metrics.
[J Tie rewards to results.
0 Enforce divisions’ con-

formity to systems and
processes,

[1 Split Marketing into
upstream and down-
stream teams.

[ Hire a chief revenue
officer.



Buying Funnel

(Kotler, Rackham, Krishnaswamy (2006))

customer
Y / awareness
MARKETING
brand
\ / consideration

ntion
D purchase
SALES
custamer
advocacy 10



Interaction during the marketing management

process (Matthyssens&Johnston, 2006)

require input from the
sales manager. Marketing
informs sales on the
decisions taken and
defines its freedom of
acting.

Phase Task Marketing RIS (1) Task Sales

Analysis The product and Collecting information
marketing manager have concerning competition
to collect and analyze = (prices, product range),
market information coming clients (purchase
from marketing support = criteria), and
and sales. They give transmission to
feedback on the results of marketing. The sales
the analysis to the sales management formulates
manager. its information needs.

Planning The marketers define a The sales manager
strategy and develop a should give the
marketing plan. necessary feedback
Depending on the during the development
marketing mix aspect they of the marketing mix

especially concerning
the pricing policy.
Check the consistency
of the marketing mix
and its feasibility. Give
feedback to marketing
on this subject.

Implementation

Organization of a
marketing program which

The sales manager
designs the sales plan,

attributes time and means <= supported by the

to concrete activities. marketing department.

Intensive cooperation with Sales people count on

sales to solve the daily - the support by the

unforeseen problems. product managers
during the
implementation of the
plan.

Control Checking of the results Compare the

versus the objectives by <= performance of the

means of the information sales people to the

provided by sales and targets with the

marketing support. —) assistance of marketing

support.

Notes: (1) RIS stands for Resources and Information Stream. The size of the arrow
indicates its importance




Interaction during the sales management

process (Matthyssens&Johnston, 2006)

Phase Task Marketing MIS (1) Task Sales
Recruitment To set criteria for the profile Definition of an ideal
and selection of commercial people. If profile, taking into

possible, be present at the account market and

interview with candidates “ company

for these functions. > characteristics. Run
through selection
procedure and set
priorities, possibly
taking into account
advice by marketing.

Training and Provide information on To get to know the

development marketing mix and market company and its
tendencies. Clarify the role > market. See clear in
and expectations of the responsibilities and
marketing. tasks. Get familiar with

sales techniques.

Management Help to switch motivating Daily coordination of the

and motivation marketing objectives into sales team.
sales objectives. Correct >
and on-time support (show
empathy).

Remuneration Lobby to adapt Set up a stimulating
remuneration so that sales remuneration system.
strategy is directed towards >
marketing strategy.

Allocation Transmit information from Attribute sales people
market research (such as and budgets to a
expected market growth in specific product,

a certain segment). <« market, region,
Product managers need to application etc.
negotiate on priorities with e

the sales manager.

Evaluation and | Provide information on Judge the sales team

control market position, customer based on qualitative
satisfaction and turnover/ <« and quantitative
return on investment. > evaluation criteria. Give

feedback and adjust.

Notes: (1) MIS stands for Means and Information Stream. The size of the arrow
indicates its importance




Recommendations for better integration of sales

and marketing (Matthyssens&Johnston, 2006)

Table | Recommendations for better integration of sales and marketing

1.

Make sure product management functions effectively as a
coordination mechanism between marketing and sales

Make sure there is central coordination between marketing and
sales

Make sure the organizational structure is customer-centric

Make sure communication is timely and of high quality at all times

Make sure everyone in sales and marketing has an appreciation of
the others’ roles and contribution

Product managers need to be directly involved in client-oriented activities
Get product managers out of the ivory tower and on to the street

Keep the market contacts of the product managers in the sales department
Create the position of sales and marketing manager responsible for both
departments

Coordinate visions, objectives and activities between both departments
Create multifunctional teams for specific markets and individual customers if
they are large enough

Hold regular meetings to coordinate all team members

Utilize technology to support communication including an intranet

Use management information systems, including sales force automation and
CRM customer databases

Use job rotation from sales to marketing to sales

Use incentives to support cooperation

Conduct joint training

Reward successful examples when they occur




Antecedents and consequences of collaboration
between sales and marketing

(Meunier-FitzHugh, Nigel F. Piercy, 2007)

Integrators
Management Collaboration .
Attitude between Sales Business
towards and ——p Performance
Coordination Marketin
Facilitators

Explanation of Factors affecting Collaboration between Sales and Marketing

Integrators Management attitudes to Facilitators
coordination
Communication Collective factors Rewards
Organisational Learning Align Goals Cross-functional Training
Market Intelligence Foster Mutual Integration Mechanisms
Conflict of Interests Understanding (e.g. job rotation, project
Marketing Planning Establish Esprit de Corp groups)

Share Resources
Create a Common Vision



Cross-case comparison of 3
organizations(Meunier-FitzHugh, Nigel F. Piercy,

2010)

Themes

Organization 1

Organization 2

Organization 3

Management attitudes
to coordination

Interdepartmental
culture
Structure

Orientation
Communication

Inter-functional conflict

Market intelligence

Learning

Collaboration between
sales and marketing

Excellent — goals and
targets are agreed
jointly

Culture of cooperation

Sales and marketing in
same office

Market

LExcellent — frequent,
timely, formal and
informal
Low-dysfunctional and
high-functional conflict

Good sharing and
systems

High, supportive and
cross-learning

High level of
collaboration and
profits well above
industry norm

Average — independent
targets set by separate
managers

Independent culture
and culture of blame
Sales and marketing in
different offices, same
building

Market

Low - infrequent
formal, but stronger
informal

Evidence of
dysfunctional and
functional conflict
Evidence of lack of
sharing and adequate
systems

Low, little evidence of
cross-learning or best
practice

Lower level of
collaboration and
profits below industry
norm

Good — integrated
targets set by senior
manager, but some
misalignment of goals
Supportive culture

Sales and marketing in
different buildings

Sales

Average — fairly
frequent, formal and
informal
Low-dysfunctional and
low-functional conflict

Information shared and
analysed and excellent
systems

Some evidence of
learning and supportive

High level of
collaboration and
profits are above
industry norm



Improving collaboration between sales and
marketing(Meunier-FitzHugh, Nigel F. Piercy,

2010)

Management
attitudes towards
coordination

'

Communication

mter-funcaonal )
Interdepartmental conflict Collaboration
P —> | between sales
culture market )
. : and marketing
intelligence

learning

Structure and
orientation




3agaHuve

1.

2.

[TpounTaTb OOHY U3 NEPEYNCIEHHBLIX B CMNCKE
nuTepaTypbl cTaten

Cpenatb goknapa Ha crnieaytowem HAC ¢
KPUTUYECKUM aHarm3oM PacCMOTPEHHOIO
MaTepuana Ha 5-7 MUHYT

. ['lpnHATL yyacTne B 3aKnNOYUTENBHOW ONCKYCCUN

Ha HANC



INutepatypa

Paul Matthyssens, Wesley J. Johnston, (2006) "Marketing and sales: optimization of a
neglected relationship", Journal of Business & Industrial Marketing, Vol. 21 Iss: 6,
pp.338 — 345

Philip Kotler, Neil Rackham, and Suj Krishnaswamy (2006). Ending the War Between
Sales and Marketing. Harvard Business Review July—August.

Ken Le Meunier-FitzHugh, Nigel F. Piercy, (2007) "Exploring collaboration between
sales and marketing", European Journal of Marketing, Vol. 41 Iss: 7/8, pp.939 — 955

Kenneth Le Meunier-FitzHugh, Nigel F. Piercy, (2010) "Improving the relationship
between sales and marketing", European Business Review, Vol. 22 Iss: 3, pp.287 - 305



