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Does Marketing and Sales Integration Always Pay Off?
Evidence from a Social Capital Per spective

Abstract

Building on social capital theory, we view the marketing and saes interface as a set of
inter-group ties and investigate how firms (1) generate value from inter-group relationships and
(2) develop the socid capital embedded in these relationships. Our findings suggest that socia
capital enhances — but can also limit - a firm's performance depending on the characteristics of
its customers. Our results aso demondtrate that managing the marketing and sales interface at

different levels of customer concentration is critical to the success of a firm's performance,

Key words: Marketing organization, sales organization, interface, socia capita theory.



