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Abstract

This study aims to develop and conceptualize a localized and validated model for marketing and sales of beneficiaries’ products with an
emphasis on marketing—sales integration. The research adopts an applied qualitative design using thematic analysis. Data were collected
through semi-structured interviews with 20 academic and experiential experts, including university scholars in marketing and
management, managers and practitioners from supportive institutions, and beneficiaries with successful sales experience in Razavi
Khorasan Province. Participants were selected purposively, and data analysis followed Braun and Clarke’s six-phase thematic analysis
approach until theoretical saturation was achieved. The analysis resulted in 134 basic themes, 36 organizing themes, and 12 global themes,
structured into a three-part model comprising marketing, integration, and sales. The marketing dimension includes product, price,
distribution, and promotion; the sales dimension emphasizes sales skill empowerment, individual-oriented sales strategies, local
networking, and supportive mechanisms; and the integration dimension—identified as the core of the model-—encompasses strategic
alignment, information exchange, collaborative culture, and enabling technologies. The findings indicate that the lack of integration
between marketing and sales is a major barrier to effective sales of beneficiaries’ products. Strengthening this integration can enhance sales
performance, improve income sustainability, and facilitate the transition toward economic self-sufficiency.
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Extended Abstract

Introduction

In contemporary competitive environments, marketing and sales are increasingly recognized as interdependent
functions whose alignment is critical for sustainable value creation and market performance. Classical
marketing theory conceptualizes marketing as a strategic and relational process focused on identifying
customer needs, designing value propositions, and managing market relationships, while sales is framed as an
execution-oriented function responsible for converting demand into actual revenue streams. Although this
conceptual distinction remains analytically useful, empirical and theoretical research has demonstrated that
rigid separation between marketing and sales often results in fragmented strategies, inconsistent market signals,
and suboptimal performance outcomes. Consequently, the marketing—sales interface has emerged as a central
theme in management and marketing scholarship, emphasizing the need for coordination, shared goals, and
integrated processes to enhance organizational effectiveness (Ingram et al., 2019; Johnston & Marshall,
2020; Kotler & Keller, 2016).

Systematic reviews of the literature indicate that firms with higher levels of marketing—sales integration
achieve superior customer satisfaction, stronger market performance, and more stable revenue growth
compared to organizations that manage these functions in isolation (Chernetsky et al., 2022; Homburg &
Jensen, 2007; Homburg et al., 2008). Conceptual frameworks propose that integration encompasses
strategic alignment, information sharing, coordinated planning, and cultural coherence between marketing and
sales units (Guenzi & Troilo, 2006; Rouziés et al., 2005). Beyond the academic domain, industry reports
corroborate these findings, showing that integrated marketing and sales capabilities significantly enhance deal
closure rates, return on investment, and resilience in volatile markets (Martech, 2025; McKinsey & Company,
2023, 2025).

Despite this growing body of knowledge, most existing models and empirical studies focus on large, formal
organizations operating in developed and structured markets. Limited attention has been paid to micro-level,
socially oriented, and resource-constrained contexts, such as beneficiary-based and supportive businesses.
Theoretical perspectives on social entrepreneurship and bottom-of-the-pyramid markets suggest that economic

activities among low-income and vulnerable groups possess unique characteristics, including limited

resources, strong reliance on social networks, and heightened importance of trust and relational embeddedness



(Granovetter, 1985; Jack & Anderson, 2002; Prahalad, 2009). These features necessitate context-sensitive
marketing and sales approaches rather than direct application of conventional corporate models.

In the Iranian context, national development policies emphasize economic empowerment, sustainable
employment, and poverty alleviation through supportive institutions. However, empirical evidence shows that
while considerable efforts have been invested in training beneficiaries in production skills, many beneficiary-
based businesses struggle to achieve stable income due to weak market access and ineffective sales
mechanisms (Memarian Pour & Rashidi, 2024; Pourahsan & Jalayi Esfandabadi, 2024; Research Center
of the Islamic Consultative, 2017). Previous domestic studies have addressed marketing or sales challenges
in isolation, or examined specific managerial factors such as market timing and customer relationship
management, without offering an integrated and validated conceptual framework (Noursina & Heydari Alavi,
2015; Oromani et al., 2024; Varesteh et al., 2019). Moreover, recent research highlights the growing
relevance of digital marketing orientation and data-driven alignment in enhancing performance, while
cautioning that digital tools alone are insufficient without strategic and functional integration (Ezechi et al.,
2025; Pascaliu et al., 2024; Ruusunen, 2021).

Against this background, there is a clear research gap concerning the development of a localized,
comprehensive, and empirically grounded model that explains how marketing and sales can be effectively
integrated in the context of beneficiaries’ products. Addressing this gap is particularly important for supportive
institutions seeking to enhance income sustainability, reduce dependency, and facilitate economic self-
sufficiency among beneficiaries.

Methods and Materials

This study adopted an applied qualitative research design with an exploratory orientation. Thematic analysis
was employed as the primary methodological approach due to its suitability for uncovering latent patterns and
constructing conceptual models in complex, context-dependent phenomena. Data were collected through semi-
structured, in-depth interviews with 20 participants comprising academic experts in marketing and
management, managers and practitioners from supportive institutions, and beneficiaries with successful and
sustained sales experience. Participants were selected purposively to ensure diversity of perspectives and rich
experiential insight. Interviews lasted between 45 and 75 minutes, were audio-recorded with informed consent,
and transcribed verbatim. Data analysis followed a systematic six-phase thematic analysis process, involving
familiarization, initial coding, theme development, theme review, definition, and integration into a coherent
conceptual model. Theoretical saturation was reached at the twentieth interview, indicating sufficient depth
and completeness of the data.

Findings

The analysis yielded 134 basic themes, which were clustered into 36 organizing themes and further abstracted
into 12 global themes. These global themes were organized into a three-part integrated model consisting of

marketing, integration, and sales dimensions.



The marketing dimension encompassed four global themes corresponding to product, price, distribution, and
promotion. Findings indicated that product-related factors extended beyond functional quality to include
packaging, local creativity, authenticity, and trustworthiness. Pricing strategies were predominantly adaptive,
competitive, and value-based, reflecting sensitivity to customers’ purchasing power and the need for income
sustainability. Distribution relied on a hybrid configuration of local physical channels, supportive market
spaces, and emerging digital platforms. Promotional activities emphasized exhibitions, personal selling,
experiential sampling, and selective use of online communication to build credibility and awareness.

The sales dimension comprised four global themes focusing on sales skill empowerment, individual-oriented
sales strategies, local networking and market development, and supportive mechanisms. Sales effectiveness
was strongly linked to communication skills, experiential learning, self-evaluation, and confidence building.
Local networks, cooperative selling practices, and informal partnerships played a critical role in expanding
market reach. Supportive mechanisms, including financial facilitation, marketing assistance, and gradual
transition toward independence, were identified as essential enablers of sustained sales performance.

The integration dimension emerged as the core of the model and included four global themes: strategic
alignment, information exchange, collaborative culture, and enabling technologies. Strategic alignment
referred to the coherence between individual goals of beneficiaries and the policies of supportive institutions.
Information exchange involved systematic collection and sharing of customer feedback, sales experiences, and
market signals. Collaborative culture emphasized trust, mutual learning, and collective problem-solving among
beneficiaries and facilitators. Enabling technologies included simple customer management tools, supportive
digital platforms, and basic process automation designed to connect marketing activities with sales execution.
Discussion and Conclusion

The findings demonstrate that effective sales of beneficiaries’ products cannot be achieved through isolated
marketing or sales efforts. Instead, sustainable outcomes emerge from the dynamic interaction of marketing
practices, sales capabilities, and integrative mechanisms that bridge these domains. The three-part model
illustrates that marketing activities without linkage to sales tend to remain at the level of awareness creation,
while sales activities without marketing support become short-term and unstable. The integration dimension
functions as a mediating core that transforms marketing inputs into tangible and persistent sales results.
Importantly, the study reconceptualizes marketing—sales integration at an individual and supportive-system
level rather than an exclusively organizational one. In beneficiary-based contexts characterized by limited
resources and informal structures, integration is enacted through behavioral alignment, shared learning, simple
information practices, and accessible technologies. This perspective extends existing theories by
demonstrating that integration is not contingent upon sophisticated organizational infrastructures but can be
operationalized through context-appropriate and scalable mechanisms.

Overall, the proposed model contributes to the literature by addressing a neglected context within marketing

and sales research and by offering a grounded, localized framework with both theoretical and practical



relevance. From a practical standpoint, the model provides supportive institutions and policymakers with a
structured basis for designing empowerment programs that simultaneously strengthen marketing capabilities,
sales skills, and integrative processes. By fostering coherent strategies, informed decision-making, and
collaborative cultures, such interventions can enhance income stability, reduce dependency, and support the

long-term economic self-sufficiency of beneficiaries.
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