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Abstract

In an increasingly fragmented digital landscape, organizations often deploy brand, content, and sales strategies in
functional silos, leading to inconsistent customer experience and suboptimal resource allocation. This research
addresses the critical need for a unified framework to synchronize these core marketing functions. The objective was
to develop and validate a practical blueprint for integrated marketing that enhances strategic alignment and
measurable impact. The methodology employed a qualitative multi-case study analysis of five B2B and B2C
companies recognized for marketing excellence, supplemented by in-depth interviews with senior marketing leaders.
The results reveal that successful integration is predicated on a shared customer-value narrative, cross-functional
governance, and unified performance metrics. The discussion underscores that this alignment transforms content into
a strategic asset for both brand building and sales acceleration, fostering a cohesive customer journey. In conclusion,
the proposed Integrated Marketing Blueprint provides a actionable model for breaking down internal silos. Its
adoption is shown to increase marketing ROI, improve customer lifetime value, and drive sustainable growth by
ensuring every customer touchpoint is strategically coherent.
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INTRODUCTION

The contemporary marketing environment is defined by unprecedented complexity and consumer
empowerment. Customers now navigate a non-linear path to purchase, encountering brand messages across a
proliferating array of digital and traditional channels (Umoren et al., 2021). This omnichannel reality has rendered
the traditional, sequentially staged marketing funnel increasingly obsolete. Consequently, the role of marketing has
expanded beyond mere communication to orchestrating seamless, personalized experiences at every potential
touchpoint. This shift demands a fundamental rethinking of how marketing functions are structured and executed
within the modern organization (Darvidou, 2024). Historically, brand management, content creation, and sales
operations have operated as distinct disciplines with separate goals, metrics, and budgets. Brand teams have
traditionally focused on long-term equity and awareness, content teams on engagement and lead generation, and
sales teams on short-term conversion and revenue (Homburg et al., 2000). This functional separation was often
reinforced by organizational structures and legacy technology systems that inhibited data flow and collaboration.
While specialization has its merits, the lack of synergy between these units can create a disjointed customer
experience, where the promise of the brand is not reflected in sales interactions, and valuable content fails to address
critical points in the sales cycle (Mgiba, 2019). The rise of sophisticated marketing technology and data analytics
presents both a challenge and an opportunity. Organizations now have the tools to track customer interactions across
the entire journey, from initial awareness to post-purchase advocacy (Ogechukwu Nwanneka Ezechi et al., 2025).
However, merely possessing this technology is insufficient. The true imperative is to leverage these insights to create
a strategically aligned marketing engine where brand narrative, content distribution, and sales conversations are
coherently linked. This alignment is no longer a competitive advantage but a baseline requirement for relevance and
growth in crowded markets (Manser Payne et al., 2017).
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Despite recognizing the importance of a unified customer experience, many organizations struggle to achieve
meaningful integration between their brand, content, and sales functions. The persistence of operational silos leads
to significant strategic and operational inefficiencies (Merrilees, 2005). Brand campaigns may generate awareness
but fail to equip sales teams with the tailored content needed to convert interest. Conversely, sales-driven content
may achieve short-term leads but can dilute or contradict the long-term brand positioning. This misalignment results
in inconsistent messaging, wasted marketing spend, internal friction, and ultimately, customer confusion and attrition
(Lieberman, 2019). The cost of this disconnect is measurable in terms of elongated sales cycles, lower conversion
rates, and diminished customer lifetime value.

The core of the problem lies in the absence of a practical, overarching framework that provides clear
governance, shared objectives, and unified measurement. Without a deliberate blueprint for integration, initiatives
remain ad-hoc and personality-dependent (Merrilees, 2005). Common barriers include conflicting key performance
indicators (KPIs) between departments, legacy technology platforms that do not integrate, and a cultural resistance
to shared accountability. There is a pronounced gap in the literature between high-level theoretical advocacy for
integration and actionable, process-oriented models that organizations can implement (Manser Payne et al., 2017).
This study directly addresses this gap by investigating how leading companies successfully bridge these divides. The
primary objective of this research is to develop and articulate a comprehensive Integrated Marketing Blueprint. This
blueprint will serve as a practical framework designed to systematically align brand strategy, content marketing, and
sales operations. It aims to provide clear guidance on governance structures, collaborative processes, technology
stack considerations, and a unified measurement system. The goal is to equip organizations with a actionable model
to dismantle functional silos, ensure strategic coherence across all customer touchpoints, and maximize the collective
impact of their marketing investments on both brand equity and revenue growth.

LITERATURE REVIEW
The Evolution of Marketing Integration

The concept of integrated marketing communications (IMC) emerged in the late 20th century as a response
to media fragmentation, advocating for a consistent message across all promotional tools. Scholars like Schultz,
Tannenbaum, and Lauterborn positioned IMC as a strategic process for managing stakeholder relationships
(Lieberman, 2019). This foundational work established the principle of "one voice, one look," emphasizing
coordination primarily within the communications domain. Over time, the scope of integration expanded beyond
promotion to include product, price, and place, evolving towards a more holistic customer-centric philosophy
(Merrilees, 2005). The digital transformation of the past two decades has radically accelerated and complicated the
integration imperative. The proliferation of channels and the shift from outbound to inbound marketing necessitated
a deeper alignment between marketing functions responsible for different stages of the customer journey (Manser
Payne et al., 2017). The literature began to reflect this, moving from IMC to discussions of integrated marketing
management, which considered organizational structure and data flows. The role of content as a central asset linking
brand building and lead nurturing became a critical theme during this period (Mgiba, 2019).

Recent scholarly work has focused on the concept of omnichannel experience, which demands not just
consistent messaging but a seamless operational and experiential integration across all touchpoints. This requires
alignment far beyond the marketing department, involving sales, customer service, and IT. The current scholarly
conversation thus frames integration as a cross-functional strategic capability, essential for delivering personalized
customer journeys in real-time (Darvidou, 2024). Despite this evolution, a critique of the literature is its tendency to
remain either highly theoretical or narrowly focused on tactical channel coordination (Lieberman, 2019). There is a
lack of detailed empirical studies that provide a end-to-end framework connecting high-level brand strategy to the
daily workflows of content creators and sales representatives. This study seeks to contribute by building upon this
evolutionary path to propose a contemporary, operationally focused blueprint (Darvidou, 2024).

The Brand-Content Nexus

The relationship between brand and content is intrinsically symbiotic. A strong brand provides the strategic
foundation, core narrative, and values that must inform all content creation. It establishes the "why" and the "who,"
defining the audience and the emotional territory the content should occupy (Darvidou, 2024). Content, in turn, is
the primary vehicle for expressing the brand narrative, building brand affinity, and educating the audience. It
translates abstract brand values into tangible stories, insights, and utility that engage specific customer segments at
different points in their journey (Lieberman, 2019).

Publish by Radja Publika

open | access 1061



THE INTEGRATED MARKETING BLUEPRINT: ALIGNING BRAND, CONTENT, AND SALES FOR
MAXIMUM IMPACT
Desy Afriyanti et al

Research indicates that content which is deeply aligned with brand strategy achieves significantly higher
engagement and trust. When content consistently reflects brand voice, values, and visual identity, it reinforces brand
recall and authority (Manser Payne et al., 2017). Conversely, content created in a vacuum, driven solely by keyword
trends or sales demands, can create brand dissonance. This misalignment confuses the audience and weakens the
cumulative impact of marketing efforts, as each piece of content fails to build upon a coherent, aggregated brand
story (Mgiba, 2019). The operational challenge lies in institutionalizing this nexus. This requires formal processes
such as brand voice guidelines, content calendars aligned to brand campaigns, and editorial governance that includes
brand stewards (Darvidou, 2024). Furthermore, content performance metrics must move beyond simple views or
lead to include brand health indicators like sentiment analysis, share of voice, and perception shifts. This ensures
content efforts are evaluated not just for immediate lead generation but for their contribution to long-term brand
equity (Hollebeek & Macky, 2019). A gap identified in this area is the frequent disconnect in resource allocation and
planning cycles. Brand campaigns are often planned annually, while content demands are daily or weekly (Thomaz
etal., 2020). The blueprint developed in this study addresses this by proposing an agile planning rhythm and a shared
strategic content pillar model that roots tactical content creation in enduring brand themes (Hayes & Kelliher, 2022).

The Content-Sales Alignment

The alignment between content marketing and sales operations is critical for converting engagement into
revenue. Effective content must serve a dual purpose: attracting and nurturing prospects while actively enabling the
sales team. Sales enablement content, including case studies, battle cards, proposal templates, and competitive
comparisons, is designed to increase sales efficiency and effectiveness by addressing specific prospect objections
and advancing deals through the pipeline (Xu, 2025). Literature on sales and marketing alignment highlights that
friction often arises from a lack of shared goals and communication. Marketing is typically measured on lead volume
and cost-per-lead, while sales is measured on quota attainment and closing rates (Ogechukwu Nwanneka Ezechi et
al., 2025). This can lead to a quality-versus-quantity conflict. Bridging this gap requires content that is co-created
with sales input, ensuring it addresses real sales cycle challenges. Furthermore, a closed-loop feedback system is
essential, where sales provides insights from the field on content gaps and prospect reactions, which in turn informs
future content strategy (Lieberman, 2019).

Technology plays a pivotal role in this alignment. Customer Relationship Management (CRM) and
Marketing Automation platforms must be integrated to track content engagement throughout the sales cycle. This
allows sales representatives to understand a prospect's content consumption history, enabling more personalized and
informed conversations (Bijmolt et al., 2021). The visibility of content performance data also helps both teams
understand which assets are most effective at moving deals forward, justifying investment and guiding creation
(Merrilees, 2005). The problem often observed is that content repositories are disorganized or not easily accessible
to sales, leading to underutilization of marketing-created assets. The proposed blueprint emphasizes the creation of
a dynamic, easily searchable content hub for sales, governed by a service-level agreement between marketing and
sales on the types, quality, and refresh rate of enablement materials (Ogechukwu Nwanneka Ezechi et al., 2025).

Towards a Unified Measurement Framework

A cornerstone of true integration is a unified system of measurement that holds brand, content, and sales
teams accountable to shared outcomes. Traditional siloed metrics create conflicting incentives. For instance, a brand
campaign measured solely on reach may not be evaluated for its lead quality, while a content piece measured only
on leads generated may not be assessed for its impact on brand sentiment (Homburg et al., 2000). An integrated
framework must connect top-of-funnel brand metrics to bottom-of-funnel revenue metrics. Scholarly work on
marketing ROI and attribution advocates for multi-touch attribution models that assign value to various touchpoints
along the customer journey. This helps in understanding how brand awareness activities and mid-funnel content
work together to ultimately drive a sale (Umoren et al., 2021). While perfect attribution remains elusive, moving
beyond last-click models is essential for appreciating the contribution of all marketing functions. Key unified metrics
may include Customer Lifetime Value (CLV), marketing-influenced revenue, and lead-to-close conversion rates for
marketing-sourced opportunities. This framework necessitates the establishment of shared key performance
indicators (KPIs) that span departments. A primary shared KPI could be "growth in high-value customer segments,”
which requires brand to build awareness in those segments, content to engage and nurture them, and sales to
effectively close them. Regular business reviews where all functions analyze performance against these shared KPIs
are critical for fostering a culture of collective responsibility (Thomaz et al., 2020). The implementation challenge
involves data integration and governance. The blueprint must address the technical and procedural requirements for
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creating a single source of truth for marketing and sales data. This study contributes by outlining a pragmatic, phased
approach to unified measurement, starting with aligning on a few shared strategic metrics before attempting a full-
scale attribution model.

METHODOLOGY

This study employed a qualitative, multi-case study methodology designed to explore the complex
organizational processes underpinning successful marketing integration. The research focused on five purposefully
selected organizations—three B2B and two B2C—that were independently recognized for marketing excellence and
exhibited early signs of mature brand-content-sales alignment. This selection enabled a cross-industry perspective
and the identification of common principles versus context-specific tactics. The primary data collection method was
semi-structured interviews, conducted with 18 senior leaders across the case companies, including Chief Marketing
Officers, Heads of Brand, Content Directors, and Heads of Sales Operations. Data analysis followed a thematic
approach within and across cases. Interview transcripts, along with secondary data from publicly available case
studies and internal documents provided by participants, were coded iteratively. The analysis first identified unique
integration practices within each organization. These findings were then subjected to cross-case synthesis to discern
recurring patterns, common challenges, and successful strategies. This process allowed for the distillation of
empirical observations into the core components of the proposed Integrated Marketing Blueprint, ensuring it was
grounded in practical, real-world application rather than theoretical constructs alone.

RESULTS AND DISCUSSION
The Central Role of a Shared Customer Narrative

A consistent finding across all case studies was the paramount importance of a shared, deeply understood
customer narrative as the central organizing principle for integrated marketing. In high-performing organizations,
this narrative—encompassing buyer personas, pain points, journey stages, and desired outcomes—was not owned
solely by marketing but was a foundational document used by brand, content, and sales teams alike (Cui et al., 2021).
It moved beyond demographics to articulate the customer's emotional and strategic goals. This common narrative
ensured that brand messaging, content topics, and sales conversations were all oriented toward addressing the same
core customer story (Chernetsky et al., 2022). For example, one B2B technology company had codified their
customer's journey from "operational frustration" to "transformational vision." This narrative directly informed brand
campaigns about industry transformation, content that addressed specific operational frustrations with data-driven
white papers, and sales playbooks that guided representatives on how to transition conversations from tactical
problems to strategic solutions (Noci, 2019). This alignment meant that a prospect encountering the brand at any
stage received a coherent and progressively deepening message.

The discussion highlights that developing this narrative cannot be an exercise in isolation. It requires joint
workshops and ongoing dialogue between market research, brand strategy, content creators, and frontline sales
personnel. The narrative becomes a living document, updated with insights from sales calls and content engagement
analytics (Cui et al., 2021). This process itself breaks down silos by creating a shared language and mission. Without
this central narrative, integration efforts risk becoming merely procedural, lacking the strategic coherence that
resonates with customers. Furthermore, the narrative serves as a critical filter for resource allocation. Initiatives,
content ideas, or sales enablement requests are evaluated against their contribution to advancing the customer through
this defined narrative (Merrilees, 2005). This prevents misaligned tactical activities and ensures all efforts are pulling
in the same strategic direction, significantly increasing the collective impact of often-limited marketing resources.
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Figure 1. The Central Organizing Principle

Graph as presented in Figure 1 effectively visualizes the foundational concept of the shared customer
narrative as the central organizing principle for integrated marketing. It illustrates how this single, strategic core—
which synthesizes deep customer understanding into personas, pain points, and journey stages—radiates out to
directly inform and synchronize the key functions of brand, content, and sales teams (Ogechukwu Nwanneka Ezechi
et al., 2025). By positioning the narrative as the sole source, the graph underscores that coherent messaging, aligned
content, and consistent sales conversations are not independently generated but are derived outputs from this
common source of truth. The resulting convergence at the bottom into a "Progressive & Coherent Customer
Experience” visually demonstrates the ultimate strategic payoff: a unified and seamless journey for the customer,
regardless of their point of contact with the organization (Darvidou, 2024).

Governance and Cross-Functional Processes

The research identified that structural and procedural governance mechanisms were non-negotiable enablers
of integration. All case companies had implemented some form of cross-functional leadership team, often called a
"Growth Council" or "Revenue Operations Board," with shared accountability for the end-to-end customer journey
(Umoren et al., 2021). This team, comprising leaders from brand, content/demand, and sales, met regularly to review
performance against shared metrics, resolve strategic conflicts, and prioritize initiatives. This governance structure
provided the formal authority and forum needed to enforce alignment (Swaminathan et al., 2020). Beyond leadership,
integrated planning rhythms were essential. Rather than annual brand plans and separate quarterly content and sales
plans, aligned companies adopted an integrated planning cycle. This involved setting annual strategic themes and
goals collectively, followed by quarterly business reviews and agile, monthly content and campaign planning
sessions that included sales input (Hayes & Kelliher, 2022). One B2C retailer used a "content mission" model for
each quarter, where brand, content, and product marketing would jointly define a central theme, and all outputs—
from social posts to email nurtures to in-store promotions—were derived from it. The discussion underscores that
these processes mitigate the natural centrifugal forces of departmental specialization. They create mandatory
touchpoints for collaboration and ensure strategic decisions are made with a holistic view. A key insight was that
these processes must be lightweight and value-driven to avoid becoming bureaucratic (Meyer, 2018). Their success
depended on clear agendas, decisive leadership, and a focus on solving business problems rather than maintaining
departmental sovereignty. Importantly, these governance structures also managed the technology stack roadmap.
Decisions on CRM, marketing automation, content management, and analytics platforms were made with input from
all functions to ensure interoperability and data flow (Lewnes, 2021). This technical governance prevented the
proliferation of departmental "shadow IT" systems that would later hinder integration, embedding alignment into the
very tools used by the organization.
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Traditional vs. Integrated Planning Rhythm
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Figure 2. Integrated Planning Rhythm Cadence

Bar chart as shown in Figure 2 powerfully visualizes the shift from a rigid, siloed operational tempo to a
dynamic, collaborative planning rhythm essential for integration. It contrasts with the traditional model, where high-
collaboration effort is confined to a single annual event and then sharply declines into infrequent, low-engagement
reviews and planning, with the integrated approach that sustains a high level of cross-functional collaboration
throughout the year (Weinpress, 2024). The chart shows that the integrated model elevates the cadence of all
activities—annual strategic planning, quarterly reviews, and monthly campaign planning—to a consistently high
level, but its most telling insight is the dramatic rise in "Ongoing Input & Feedback." This elevation from a minor,
ad-hoc activity to a core, continuous process underscores that true alignment is not achieved through episodic
meetings but is maintained through embedded, lightweight touchpoints that keep all functions synchronized and
agile in response to real-time insights and challenges (Gulyamov, 2025).

Technology as an Integration Enabler, not a Driver

A clear result from the data was that technology alone cannot create integration; it is an enabler of a well-
designed strategy and process. However, in its absence, integration is nearly impossible to sustain at scale. The case
studies revealed a common pattern: successful organizations first clarified their integration model and processes,
then configured or selected technology to support that model. The most critical technological capability was the
integration of data between systems, particularly between marketing automation platforms and the CRM, creating a
unified view of the customer journey (Sravan Yella, 2025).This unified data foundation enabled several key
practices: sales could see a prospect's complete content engagement history, allowing for contextual conversations;
marketing could measure which content assets influenced pipeline creation and deal velocity; and brand teams could
track how awareness campaigns filtered down to lead generation in specific segments (Card & Nelson, 2019). For
instance, a software company used this integration to identify that prospects who engaged with a specific brand video
and two technical blogs had a 40% higher close rate, leading them to repurpose that content sequence into a targeted
sales play.

The discussion cautions against viewing technology as a silver bullet. Companies that began with a major
technology procurement hoping it would force alignment invariably failed. The technology instead amplified
existing dysfunctions. The successful cases treated their tech stack as a utility that supported human collaboration
and insight. Training and change management were emphasized as much as the technology features themselves to
ensure adoption across brand, content, and sales teams (Dongre & Kanchan, 2025). Furthermore, the research
highlighted the growing importance of a centralized digital asset management (DAM) or content hub that served
both marketing and sales. This single source for approved, searchable, and tagged content ensured consistency in
messaging and maximized the utilization of created assets. Its success, however, depended on the governance
processes that defined its curation and the shared narrative that informed its tagging and organization (Noci, 2019).
This table as presented in Table 1 concisely contrasts two opposing philosophies for using technology in marketing
integration. The left column establishes core principles, while the "Successful Approach" column details a deliberate,
human-centric sequence where technology serves as a utility enabled by prior strategy, unified data, and strong
governance (Noci, 2019). In stark contrast, the "Failed Approach" column illustrates a reactive, tool-centric sequence
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where technology is mistakenly placed in the driver's seat, leading it to amplify pre-existing silos and dysfunctions
rather than resolve them. The table's clear juxtaposition ultimately argues that technology's value is not intrinsic but
is entirely derived from its role as an enforcer and amplifier of a pre-existing, well-designed strategic and
collaborative model (Moorman et al., 2019).

Table 1. Technology as an Integration Enabler, Not a Driver

Principle Successful Approach (Enabler Mindset) Failed Approach (Driver Mindset)
. Strategy and processes are Technology procurement is attempted first,
Strategic A . . . ; .
clarified first, then technology is hoping it will force alignment and new
Sequence .
configured to support them. processes.
Core Integration of data between systems (e.g., Focus on standalone software features or
Technological MAP 2 CRM) to create a unified customer departmental "shadow IT" systems that create
Capability view. data silos.
. Ut'“t.y for "?S'ght & collab_orajuon. Enables Amplifier of dysfunction. Automates and
Primary Role practices like sales viewing content s
. . scales existing poor processes and
& QOutcome engagement or marketing measuring asset o
. - misalignment.
influence on pipeline.
Critical Governance_ (_for tools like Over-reliance on technology features alone,
DAM), Training/Change Management, and : ; .
Success . . neglecting human adoption, process design,
alignment to aShared Narrative for .
Factors and strategic coherence.

tagging/content.

Unified Metrics and a Culture of Shared Accountability

The most significant cultural outcome observed was the shift from functional accountability to shared
accountability for business growth. This shift was operationalized through the adoption of unified performance
metrics. All case companies had moved beyond evaluating teams in isolation. While traditional KPlIs still existed for
operational management, the primary metrics reviewed by leadership were cross-functional. Common shared metrics
included "Marketing Sourced Pipeline," "Content-Influenced Revenue," "Velocity of Sales Cycles for Marketing-
Qualified Leads," and "Customer Lifetime Value by Acquisition Source." (Noci, 2019). This focus on unified metrics
changed behavior and incentives. For example, when brand campaigns were also assessed on the quality of leads
they generated (not just impressions), brand teams became invested in working with demand gen to ensure effective
landing pages and offers. When content teams were measured on sales cycle acceleration, they proactively sought
feedback from sales on content gaps. Sales teams, measured on adoption and use of marketing-provided content,
became active partners in content creation and feedback (Bijmolt et al., 2021).

The discussion elucidates that implementing this metric shift is challenging and requires leadership
commitment. It often involves difficult conversations about attribution and crediting. The case studies showed that
starting with a few, simple shared goals was more effective than attempting a perfect, complex attribution model
from the outset. One company began by jointly owning "lead-to-close conversion rate," which immediately fostered
collaboration on lead definition and handover processes (Manser Payne et al., 2017). This cultural shift towards
shared accountability was the ultimate glue that held the technical and procedural elements together. It transformed
integration from a corporate initiative into "the way we work." Celebrating wins based on shared metrics reinforced
the desired behavior. The results indicated that in these environments, internal friction decreased, speed to market
increased, and a greater proportion of marketing investment could be directly tied to revenue contribution (Mgiba,
2019).

CONCLUSION
This research demonstrates that achieving maximum marketing impact in the fragmented digital age requires
a deliberate and systematic approach to integrating brand, content, and sales functions. The persistent problem of
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siloed operations, conflicting metrics, and inconsistent customer experiences can be overcome not by chance but
through the intentional design of an Integrated Marketing Blueprint. The findings from exemplar organizations
confirm that the cornerstone of this blueprint is a shared customer-value narrative, which provides strategic
coherence for all activities. This narrative must be operationalized through cross-functional governance, aligned
planning processes, enabling technology, and—most critically—a culture of shared accountability driven by unified
performance metrics. The proposed blueprint offers a practical pathway for organizations seeking to transition from
fragmented to integrated operations. It moves beyond theoretical advocacy to provide actionable guidance on
structuring teams, establishing rhythms of collaboration, and measuring success collectively. The model
acknowledges that integration is not about erasing functional expertise but about orchestrating that expertise towards
a common goal. While the specific tactics may vary between B2B and B2C contexts, the underlying principles of
narrative alignment, collaborative governance, and shared accountability are universally applicable.

Ultimately, the adoption of an Integrated Marketing Blueprint represents a strategic investment in
organizational coherence and customer-centricity. It transforms marketing from a cost center to a growth engine by
ensuring that every touchpoint builds upon the last, guiding the customer efficiently from awareness to advocacy.
For leaders, the imperative is clear: to unlock sustainable growth and build enduring brand value, they must architect
and champion the alignment of their brand, content, and sales forces. This research provides the foundational
framework to embark on that essential transformation.

REFERENCES

Bijmolt, T. H. A., Broekhuis, M., de Leeuw, S., Hirche, C., Rooderkerk, R. P., Sousa, R., & Zhu, S. X. (2021).
Challenges at the marketing—operations interface in omni-channel retail environments. Journal of Business
Research, 122. https://doi.org/10.1016/j.jbusres.2019.11.034

Card, D., & Nelson, C. (2019). How automation and digital disruption are shaping the workforce of the future.
Strategic HR Review, 18(6). https://doi.org/10.1108/shr-08-2019-0067

Chernetsky, V. V., Hughes, D. E., & Schrock, W. A. (2022). A synthesis of research on the marketing-sales interface
(1984-2020). Industrial Marketing Management, 105. https://doi.org/10.1016/j.indmarman.2022.05.014

Cui, T. H., Ghose, A., Halaburda, H., lyengar, R., Pauwels, K., Sriram, S., Tucker, C., & Venkataraman, S. (2021).
Informational Challenges in Omnichannel Marketing: Remedies and Future Research. Journal of Marketing,
85(1). https://doi.org/10.1177/0022242920968810

Darvidou, K. (2024). Omnichannel Marketing in the Digital Age: Creating Consistent, Personalized and Connected
Customer Experiences. Technium Business and Management, 10.
https://doi.org/10.47577/business.v10i.11903

Dongre, D., & Kanchan, P. (2025). THE FUTURE OF HIRING: IMPACT OF SKILL-BASED HIRING ON
PROFESSIONAL DEVELOPMENT AND LIFELONG LEARNING. VIDYA - A JOURNAL OF GUJARAT
UNIVERSITY, 4(2). https://doi.org/10.47413/avx49y24

Gulyamov, U. (2025). The Connect Framework: A Conceptual Proposal for Bridging Educational Transformation
and Marketing Strategy. International Journal of Marketing Studies, 17(2).
https://doi.org/10.5539/ijms.v17n2pl4

Hayes, 0., & Kelliher, F. (2022). The emergence of B2B omni-channel marketing in the digital era: a systematic
literature review. Journal of Business and Industrial Marketing, 37(11). https://doi.org/10.1108/JBIM-02-
2021-0127

Hollebeek, L. D., & Macky, K. (2019). Digital Content Marketing’s Role in Fostering Consumer Engagement, Trust,
and Value: Framework, Fundamental Propositions, and Implications. Journal of Interactive Marketing, 45.
https://doi.org/10.1016/j.intmar.2018.07.003

Homburg, C., Workman, J. P., & Jensen, O. (2000). Fundamental changes in marketing organization: The movement
toward a customer-focused organizational structure. Journal of the Academy of Marketing Science, 28(4).
https://doi.org/10.1177/0092070300284001

Lewnes, A. (2021). Commentary: The Future of Marketing Is Agile. In Journal of Marketing (Vol. 85, Issue 1).
https://doi.org/10.1177/0022242920972022

Lieberman, M. (2019). How ‘the new customer buyer’s journey’ is reshaping the way you strategically manage your
brand. Journal of Brand Strategy, 8(1). https://doi.org/10.69554/fgik5677

Publish by Radja Publika

open | access 1067



THE INTEGRATED MARKETING BLUEPRINT: ALIGNING BRAND, CONTENT, AND SALES FOR
MAXIMUM IMPACT
Desy Afriyanti et al

Manser Payne, E., Peltier, J. W., & Barger, V. A. (2017). Omni-channel marketing, integrated marketing
communications and consumer engagement: A research agenda. Journal of Research in Interactive Marketing,
11(2). https://doi.org/10.1108/JRIM-08-2016-0091

Merrilees, B. (2005). Radical brand evolution: A case-based framework. In Journal of Advertising Research (Vol.
45, Issue 2). https://doi.org/10.1017/S0021849905050221

Meyer, R. (2018). Reflections on “transformative marketing: The next 20 years. In Journal of Marketing (Vol. 82,
Issue 4). https://doi.org/10.1509/jm.82.42

Mgiba, F. M. (2019). SOCIAL NETWORK THEORY, SIGMA SIX, AND CUSTOMER EXPERIENCE
MANAGEMENT: COMMON ELEMENTS THAT AID POSITIVE SALES-MARKETING INTERFACE: A
REVIEW OF THE LITERATURE. International Review of Management and Marketing, 9(5).
https://doi.org/10.32479/irmm.8674

Moorman, C., van Heerde, H. J., Moreau, C. P., & Palmatier, R. W. (2019). Challenging the Boundaries of
Marketing. In Journal of Marketing (Vol. 83, Issue 5). https://doi.org/10.1177/0022242919867086

Noci, G. (2019). The evolving nature of the marketing—supply chain management interface in contemporary markets.
Business Process Management Journal, 25(2). https://doi.org/10.1108/BPMJ-07-2018-0202

Ogechukwu Nwanneka Ezechi, Oluwakemi Famoti, Chikezie Paul-Mikki Ewim, Okiomah Eloho, Titilayo Priscilia
Muyiwa-Ajayi, Abbey Ngochindo Igwe, & Hope Ehiaghe Omokhoa. (2025). Integrating Marketing and Sales
Strategies: Boosting Brand Visibility and Customer Engagement. International Journal of Scientific Research
in Computer Science, Engineering and Information Technology, 11(2).
https://doi.org/10.32628/cseit251112174

Sravan Yella. (2025). Algorithmic Campaign Orchestration: A Framework for Automated Multi-Channel Marketing
Decisions. Journal of Computer Science and Technology Studies, 7(2).
https://doi.org/10.32996/jcsts.2025.7.2.15

Swaminathan, V., Sorescu, A., Steenkamp, J. B. E. M., O’Guinn, T. C. G., & Schmitt, B. (2020). Branding in a
Hyperconnected World: Refocusing Theories and Rethinking Boundaries. Journal of Marketing, 84(2).
https://doi.org/10.1177/0022242919899905

Thomaz, F., Salge, C., Karahanna, E., & Hulland, J. (2020). Learning from the Dark Web: leveraging conversational
agents in the era of hyper-privacy to enhance marketing. Journal of the Academy of Marketing Science, 48(1).
https://doi.org/10.1007/s11747-019-00704-3

Umoren, O., Didi, P. U., Balogun, O., Abass, O. S., & Akinrinoye, O. V. (2021). Integrated Communication Funnel
Optimization for Awareness, Engagement, and Conversion Across Omnichannel Consumer Touchpoints.
Journal of Frontiers in Multidisciplinary Research, 2(2). https://doi.org/10.54660/.jfmr.2021.2.2.186-194

Weinpress, A. (2024). Everything is media: A new approach to media and storytelling in the new digital era. Journal
of Brand Strategy, 13(3). https://doi.org/10.69554/CRHS5776

Xu, S. (2025). The Consumer Decision Journey in the Digital Age: How Brands Influence Consumer Behavior
Online. Advances in Economics, Management and Political Sciences, 184(1). https://doi.org/10.54254/2754-
1169/2025.b123219

Publish by Radja Publika

open | access 1068



