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Improving marketing success: The role of tacit knowledge

exchange between sales and marketing
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5. Conclusion

Research suggests the importance of adapting marketing
strategies to marketplace changes. One key component in this
process is the sales-person. Because they are able to embed
themselves both within exter-nal networks made up of customers
and internal networks made up of employees from other
functional areas, they become an important source of knowledge
for their organizations. The concept that knowl-edge is a resource
that should be shared is intuitive. However, the pro-cesses, factors,
and issues involved in sharing knowledge, especially tacit
knowledge, are complex. This study explores just a few of the
many factors involved. There is still much to be understood.
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