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Concerted marketing & sales makes businesses more successful 

Certain patterns of collaboration produce particularly beneficial results 

The smoother the interplay between marketing and sales, the more successful the 

business. Not only is this something that experts are agreed on; it is also the 

reason why visionary leaders put special emphasis on the interface between 

marketing and sales, which is traditionally conflict-ridden. As a result, their 

businesses can exploit potentials that others are unable to unlock. 

A study on this topic shows what is less well known about the collaboration 

between marketing and sales: certain approaches produce significantly better 

results than others. Prof. Barbara Stöttinger, Academic Director of the Professional 

MBA Marketing & Sales and a professor at WU Vienna's Institute for International 

Marketing Management, analyzes what patterns of cooperation are the most 

promising ones and how executives can acquire the theoretical knowledge and 

practical skills they need to help their businesses get the most out of the interplay 

between marketing and sales. 

 

Much has been written—and probably even more said—about how businesses can 

significantly improve their market performance by optimizing the interplay between 

marketing and sales. While it is beyond all question that the two areas belong together, they 

have come to operate in separate silos given their specific needs and responsibilities, and the 

ways in which they communicate and collaborate with each other are less than ideal. 

 

How to make the collaboration between marketing and sales successful ... 

What, then, can be done to achieve the best possible collaboration? Which of the two sides is 

to take the lead? A piece of research from Germany, the results of which were published 

some time ago, set out to establish the characteristics of a truly promising pattern of 

cooperation between marketing and sales. 

The study investigated 

 various aspects that can help or hinder the collaboration process, 

 information exchange methods, 

 structural links (joint planning and teamwork, the internal distribution of power and the 

level of expertise on either side) as well as 

 target orientation (short-term vs. long-term). 



 

 

Assessment was based on the quality of the collaboration, the market performance of the 

business compared to its competitors and the return on sales. 

 

Collaboration between equals is the key to success 

Five different patterns of collaboration—with varying degrees of success—were identified in 

the course of analyzing the study results. "Interestingly, the less successful patterns include 

those where one of the two areas is considered significantly more important and wields more 

organizational clout. Clear differences between marketing and sales in terms of timing or in 

terms of product orientation vs. customer orientation also have an adverse effect on market 

performance," explains Prof. Barbara Stöttinger. 

 

However, an imbalance of power between marketing and sales does not necessarily lead to 

suboptimal results as is illustrated by the two successful patterns of collaboration. Prof. 

Stöttinger: "In both cases, one functional unit takes the strategic lead, but the difference this 

time is that the other one is seen as an equal partner in the planning and decision-making 

process. Moreover, collaboration is fostered through a set of formal rules, teamwork and the 

exchange of information, and is targeted towards long-term objectives." 

 

A unique combination of marketing and sales at MBA level 

The study shows that it is crucially important for marketing and sales to collaborate as equal 

partners if success is to be achieved. Of course, this also means that sales teams must have 

a profound understanding of core concepts and approaches in marketing, and vice versa. 

This is exactly where the WU Executive Academy's Professional MBA Marketing & Sales 

comes into play. The program is designed to teach participants to think in terms of 

alternatives and develop innovative strategies, always assessing financial implications. Over 

an 18-month period, they undergo intensive training, deepening their understanding of both 

the opportunities arising from the smooth interplay between these two key areas and the 

substantial synergies it creates. 

It is precisely this repertoire of expertise, tools and methods that enables managers to 

communicate the benefit and value of products and services in such a way as to create win-

win situations for their businesses and customers in challenging times. 

 

After all, businesses need to do more than just satisfy their clients; they need to fill them 

with enthusiasm. 
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