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Key words 

The paper is an extensive review of inter organizational relation. Every 

organization wants to attain the competitive position in the Global market. The 

organization is effectively utilizing the R&D, production and marketing units, 

to develop the innovative products to accomplish the consumer needs.  The 

need for innovation is growing every day. The innovation success depends on 

the vital link between R&D, production and Marketing. In this paper 

concentrated on R&D and Marketing units at Ericsson Telecom Company, 

because these two units are combined and work together to discover new 

innovative products according to the customer requirements and to improve 

their operational excellence. The paper analyzed the relation between the R&D 

and Marketing departments of Ericsson is Strong or weak by using the factors 

like communication, decision making, formal and informal mechanism 

between the two units and also identified the relationship between these two 

units has it improved during last three years (2006- 2008).  

In this dissertation work the authors were taken the interpretative research. The 

researchers used Primary data and secondary data. The primary data collected 

by E mail questions to Ericsson’s employees and secondary data collected by 

Journals, Ericsson home page, magazines and library online database etc. 

The researchers analyzed the current relationship between R&D and Marketing 

units at Ericsson Organization. We scrutinized communication, decision 

making, and formal and informal mechanism are giving positive support and 

build the strong relationship between two units. The researchers also found few 

gaps between two units, but the overall relationship between two units were 

strong. It positively contributes to Ericsson’s operational excellence.

  

R&D, Marketing, Relationship. 
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1. Introduction: 

The International Business can be defined as any business transaction between parties from 

more than one country is part of International Business. A multinational enterprise is any 

business that has productive activities in two or more countries. Enterprise is operating in 

several countries but managed from one country. Such firms are called the Multinational 

corporations (MNC’s). The firms have various operations like Research and Development, 

Manufacturing, Marketing, Personnel, Financial, Logistics and Supply chain departments. 

The Global firms plan, to operate and coordinate their activities on a worldwide basis.  Every 

organization wants to attain the competitive position in the Global market. They are 

effectively utilizing the R&D, production and marketing units, to produce the innovative 

products to fulfill the consumer needs and wants. The need for innovation is growing every 

day. The consumer taste and preference has been changing day by day. The inter-

organizational relation is getting very crucial section for every organization to attain the 

competitive position. In technological organization like Microsoft, Apple, Ericsson, 

Automobile industries like Volvo, Hyundai, TATA they are able to stay stable and maintain 

their market share.  

As part of creating as effective design for itself, as international firm must also address its 

coordination needs. In this sense, coordination is the process of linking, and integrating 

functions and activities of different groups, units and divisions. Relationship needs vary as a 

function of interdependence among the firm’s divisions and functions. MNCs use any of 

several strategies to achieve and manage their desired level of coordination. The organization 

requires the coordination between the Research and Development, Production and Marketing 

departments. There are many factors contributing to build the relationship between R&D and 

marketing units. The factors like communication, decision making, organizational culture, 

vision and mission, organizational hierarchy, leadership, goals and objectives and policy 

making. This paper addresses the relationship between the R&D and Marketing units of the 

Ericsson organizations.  

Indian Former President Dr. A.P.J. Abdul Kalam says “Co-ordination - the key to success” 

(Annual Management convention of the Madras, 2003). 
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1.1. Company Profile: 

Ericsson is the leading telecommunication company in Sweden. It is a Public Sector 

Company. They are world-leading provider of telecommunications equipment and related 

services to mobile and fixed network operators globally. The company was founded on 1879 

in Sweden by Lars Magnus Ericsson. Organization was formed way back in 1876. The parent 

company is Telefonaktiebolaget LM Ericsson (company registration number 556016-0680). 

Headquarters is located in Stockholm, Sweden. They offer products and services like network 

components, multimedia and mobile phones. They are Over 1,000 networks in more than 175 

countries utilize.  Ericsson network equipment and 40 percent of all mobile calls are made 

through Ericsson systems. The organization is one of the few companies worldwide that can 

offer end-to-end solutions for all major mobile communication standards. Their major 

subsidiaries are Sony Ericsson. Through Sony Ericsson Mobile Communications joint venture 

offer a range of mobile devices, including those supporting multimedia applications and other 

services allowing richer communication. There are 78,750 employees are working for 

Ericsson. The key people of Ericsson Michael Treschow-Chairman, Carl-Henric Svanberg - 

President and CEO, Marcus Wallenberg- Deputy Chairman.  

Ericsson’s vision is “The prime driver in an all communicating world”. Sustainability 

requires vision. Ericsson’s vision reflects goal to use technology to change lives for the better. 

Ericsson wants to use their voice to show leadership. The organization wants to listen to 

others to hear their side of the story. Ericsson believes commitment to sustainability creates 

enduring value. 

Ericsson organization: 

Leadership in this changing industry requires a clear understanding of operator and consumer 

needs in different markets," says Carl-Henric Svanberg, President and CEO. "The ability to 

support operators in their launch of new services, changing business models and high quality 

standards in end-to-end solutions is crucial. A prerequisite is operational excellence in all 

aspects of Ericsson business. Organization has all this, and direction is clear. Ericsson is well 

positioned to capture new opportunities and is encouraged by continued leading position in 

the market. 

 

 



 

8  

 

 

 

 

 

      

                                                

 

 

     

                                                      * Figure 1: Ericsson organizational Structure 

Ericsson Research and Development: 

Ericsson’s Research and Development is strong committed to innovation. Organization 

invests heavily in R&D and actively promotes open standards and systems. Also company is 

reflecting their ongoing commitment to technological leadership. Ericsson has one of the 

industry's most comprehensive intellectual property portfolio containing over 23,000 patents. 

The Ericsson R&D centers in 17 countries and 19,300 employees are working in R&D, 

Expenditure of R&D SEK 29 billion (Annual Report, 2008). 

Ericsson Markets: 

Ericsson views the future in which the power lies in the hand of consumers who expect 

“anything, anywhere anytime”. They intend to grow their organization by increasing their 

business network, professional services, and multimedia. Ericsson creates the right 

environment for each business to prosper and to balance the long term growth and short term 

profitability. Ericsson’s strength has been their global presence, largest customer base, strong 

customer relationships, innovation, end-2-end solutions, deep end-user understanding, and 

operational excellence. Ericsson has the Global presence and strong customer relationships 

for over 130 years in 140 countries which put them in top position. Some of the Ericsson’s 

customers in the year 2007 were Deutsche Telekom, China Mobile, Telecom Italia, Vodafone, 

Telenor, Hutchison, Telefonica, Celtel, MTN, and SingTel. Ericsson has “Forward-Looking 

statements” about future market conditions, operations and results. Expressions such as 

“believe”, “expect”, “anticipate”, “intend”, “may”, “could”, “plan” and similar words are 

intended to help identify forward-looking statements. 
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1.2. Case of Ericsson: 

The researchers were interested in Ericsson, Sweden for Master thesis because it is the 

world’s largest telecom company. The Headquarter is located in Sweden. They are operating 

in 140 countries around the Globe. Ericsson provides new and better products and services 

than their competitors fulfilling the customer needs.  

  

We analyzed Ericsson organization; identified some areas of improvements in the marketing 

and R&D departments. During 2001 – 2002, the quality of operation and market sales 

declined. One of the reasons for the decline was over investment in R&D. Compared to R&D, 

Marketing department was hardly given priority and as a result they could not deliver as per 

the expectations of customers. So the expectation from the products and services were not 

met. The R&D did not function properly as per the expectation. Ericsson’s R&D had designed 

products which were not in the lines of the demands made by customers (Annual report, 

2002). The products were not accepted in the market. There was lack of communication, 

misunderstanding, and conflict with new and existing projects. It had affected their 

relationship. Also it had negatively impacted their operational excellence. The quality of 

relationship between R&D and marketing departments were very weak. The figure below 

shows that the relationship between Ericsson’s R&D and the marketing unit were in opposing 

direction. 

 

 

 

 

 

 

 

 

 

* Figure 2: The weak relationship between R&D and Marketing departments 

(Source: Developed by authors) 

 

 

 

 

                                          

                                           

 

ERICSSON 

R & D MARKETING 



 

10  

In 2003 Carl-Henric Svanberg was appointed as CEO of Ericsson. He noticed “we are acting 

decisively to improve our efficiency, reduce our costs, grow our revenues and increase our 

margin”. He formulated the ‘cost reduction program’ and concentrated on research and 

development activities and reduced the number of R&D centers from 85 to 25. The cost 

cutting was done by adopting various measures like reducing number of employees and 

investment in core technological products. It somewhat positively impacted the sales and the 

quality of relationship between the two units.  The reductions of employees in R&D lead to 

better relationship. It has enabled to close the gap between the marketing and R&D functions. 

The relationship between the R&D and Marketing helped to understand, what consumers 

want, what they are willing to pay and how to adapt our business models accordingly (Annual 

report, 2003). 

Empirical Findings: (Annual Report, 2003, p.79) 

Years 2003 2002 2001 

1. R&D centers 25 30 70 

2. R&D 

employees 

16500 20500 25200 

*Table no: 1 Ericsson Annual report 2003 about R&D 

According to above the table addressed Ericsson’s R&D information in terms of R&D centers 

and R&D employees from 2001 to 2003. 

1.2.1. Problem statement: 

As the case above talks about the lack of good interface between the R&D and the marketing 

unit which have affected the performance of the organization. The proper action taken by the 

management reduced the problem. In the statement of problem, the researchers are 

concentrating on the current interaction between the R&D and Marketing units of the Ericsson 

in Sweden. 

The main motive for choosing the Ericsson telecom industry in Sweden is that the major 

challenge the firm faces now is to have a good relationship between the two departments, as 

the relationship indirectly impacts the operational excellence and sales performance of 

Ericsson.  Our research will be helpful to gain knowledge about interaction between different 
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organizational units in academic sense and will also help Ericsson to improve the interaction 

between the units in order to improve operational efficiency and evaluate performance. 

1.2.2. Research question 

We are going to analyze, the current relationship with R&D and Marketing departments in 

Ericsson, whether the relationship is strong or weak, what was the relationship in last 3 years. 

The overall problem of Ericsson is build into the one research question: 

Is the relationship between the R&D and Marketing units of the Ericsson organization 

strong or weak? 

In order to answer general research question these sub-tasks should be solved: 

� To analyze the current relationship between the R&D and Marketing units at Ericsson. 

� Did it improve during the last 3 years? 

1.2.3. Strategic question 

Strategic questions cannot be answered by doing research. It can be answered by an act of 

judgment and will (Fisher, 2004, p.28). However, strategic question is important because it 

often provides the managerial motivation for the dissertation.  In this dissertation the 

researchers formulated the strategic question as follows: 

How can the relationship between R&D and marketing units of Ericsson be improved?  

This strategic question is derived from the research question. The answers of strategic 

question will be formulated in recommendation based on the research questions analysis. 

1.2.4. Purpose of the study/ Objectives 

The main importance is for doing research in R&D and marketing Units in Ericsson, because 

the R&D function is the heart of Ericsson. They deliver cutting-edge mobile technology to 

anyone, anywhere. R&D unit is strengthening the market leading position of Ericsson. The 

two units are combined and work together to discover new innovative products according to 

the customer requirements and to improve operational excellence. We hope the result will be 

motivating to the Ericsson employees particularly R&D and Marketing personnel. They will 

know and show their strength of relationship and lead to achieve their vision. 
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2. Literature Review:  

The purpose of this section is to ensure that the different concepts and theories that we will 

take from the literature will help us with our research purpose. The literature review helps 

researcher to build upon the work that has been done in the field of researching. When the 

first step was making the literature review, the researchers were identifying the different 

sources of the secondary data material books, journals, magazines and World Wide Web. The 

concepts, theories, and arguments that researcher take from literature to build the dissertation 

are robust (Fisher, 2004, p.64).   

2. 1. Organizational Communications: 

Communication is meant for sharing of ideas. It transmits messages, ideas, methods, skills 

and thoughts between two or more persons. It is the chain-linking top to bottom, bottom to 

top, and side to side, it is the cohesive force, which holds the groups together. The 

interpersonal communication refers to the exchange of information and transmission of 

meaning between two people. But the Organizational communication refers to the exchange 

of information and transmission of meaning throughout the organizational hierarchy.    

2.1.1. Pattern of Organizational Communication: 

The organizational communication occurs within a complex open system which is influenced 

by and influences its environment, both inside (Culture) and outside of the organization. It 

involves people and their flow of message, direction, purpose and their attitudes, feelings, 

relationships and skills. Organizational communication is the process of creating and 

exchanging messages within a network of interdependent relationship to effectively deal with 

environmental uncertainty (Goldhaber, 1993, p.14-15). There are seven key concepts in 

Organizational communication, process, message, network, interdependence, relationship, 

environment and uncertainty.  

The process is emphasized organizations creating and exchanging message in dynamic, 

continuous, ongoing manner.  The message behavior is considered through assessment of 

language modality (verbal and Nonverbal), intended receivers (internal and external 

audiences), method of diffusion (Oral and written statement) and purpose of flow (task, 

maintenance, human, and innovative). Networks focusing on the role relationships, direction 

of message flow and the serial nature of the message flow i.e. step by step and implies that the 

communication process in organizations goes from person -to –person-to-person, and  formal 
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and informal messages that move upward, downward, horizontally through organizational 

networks.  The concept of the interdependence is the implications for human relationships in 

organizations. Internal environmental organization focusing on the culture or way an 

organization behaves. The external environmental factors that directly impact on organization 

are identified as, political, economical, legal, technological, cultural and social. Finally, the 

concept of uncertainty is the difference between the amount of information an organization 

has and the amount it needs (Goldhaber, 1993, p.15-27).  

The organization as open systems continually takes new information, transform that 

information and give information back to the environment. By the contrast to the closed 

system lack of input communication, making it difficult to make good decision and stay 

current with the needs of the environment (Shockley–Zalabak, 2004, p. 32). The open system 

of organization allows for environment- system interaction. The result is that the structure, 

function and behavior of the open system is changing perpetually (Goldhaber, 1993, p.49) 

2.1. 2. Communication Network relationship: 

Communication networks are the formal and informal patterns of communication that link 

organizational members together. The networks can be described by how formally or 

informally they are organized by the links between the people, and by the roles people 

perform as they link.  

Robert Nobel and Julian Birkinshaw (1998), were addressed the patterns of communication 

and control in international R&D operation. They were selected 110 international R&D units 

from 15 multinational corporations of Swedish firms. They used the three types of R&D unit 

role i.e. local adaptor, international adaptor, and international creator. They found four types 

of coordination mechanisms, “vertical lines of communication with entities in the head office, 

lateral lines of communication with other international R&D units, lateral lines of 

communication to other functions, lines of communication to external entities such as 

customers, sup- pliers, and local universities”. The result was the Local adaptors 

communication was limited with the parent company and outside the local country is very 

low. The International adaptors have significantly more communications than the Local 

adaptors, in the vertical communication, international adaptors were not significantly different 

from local adaptors, and the International creators had significantly more communication with 

rest of two. 
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2.1.3. Communication Channels: 

The channel is the medium through which the message is transmitted. It is the links between 

source and receiver. Channels are frequently used in combination of verbal, non verbal, oral 

and written, face to face and telephone, email and etc; with certain channels generally more 

credible than others. Channels can distort messages both technologically and in sensory 

reception. Indeed, the very selection of one channel over another may become a message in 

and of itself (Shockley–Zalabak, 2004, p. 12). Table shows that the medium, usage and rules     

* Table no: 2 Indicates about communication medium 

Organizations typically have a wide variety of channels available for transmitting oral and 

written messages. Face-to-face interaction, group meetings, memos, letters, computer 

mediated exchanges, websites, teleconferencing, intranet and presentations are among the 

channels commonly used in contemporary organizations. Developing new and improved 

technical channels that speed information transfer and shorten the decision making response 

Medium Best Use Rules 

1.E-mail, 
Intranet 

 

 

2. Fax 

 

 

3. Postal 
mail 

 

4. Telephone 

 

 

5.Face to 
Face 

 

Sending key information, confirming 
and documenting facts and 
appointments 
 
 
Sending complete documents 
requiring a signature, drafts for 
approval, or notes to someone who 
does not have email 

 

Sending long and complicated 
material or short-thank you notes 

 

Communicating information in which 
emotion must be conveyed (If face to 
face discussion are not possible) 

 

Communicating highly sensitive and 
delicate information 

Keep message brief, 
words stay forever, 
so donot be sarcastic or insulting, 
Don’t ignore conventional rules of 
grammar. 
Phone ahead to announce that your fax is 
forthcoming, 
follow up faxes with a quick phone caller 
email to confirm receipt, avoid sending 
personal or confidential information that 
might be seen by others 
 

Verify spelling and grammar, summarize 
the key point at the beginning, avoid long 
sections, break up with bullet points 

Stay focused, avoid multitasking while 
on the phone, make appointments to have 
important phone calls(“phone dates”) , let 
the other person finish speaking before 
talking 

Keep discussion brief and focused on the 
issues; make sure personal discussions 
can’t be overhead, plus for meetings and 
arrive prepared to discuss the topic. 
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time (Shockley–Zalabak, 2004, p.37-38) .In fact the research suggests that our attitude about 

the message and our willingness to have contact with the receiver significantly influence the 

channels we use for communication.    

2.1.4. Formal Communication: 

The formal communications are “official” path of communication, the flow of the message 

from superior to subordinate, from subordinate to superior, superior to superior and 

subordinate to subordinate. These communications may be oral or written.   

Downward communication:  

Downward communication is the transmission of ideas or information from superior to 

subordinate. It is generally used to give orders and directions to subordinates (Goldhaber, 

1993, p.155). ‘The vertical communication, of the international adaptors was not significantly 

different from local adaptors’ (Robert Nobel and Julian Birkinshaw, 1998, p.479-496).  

Upward communication:  

The upward communication describes the movement of message from lower levels of the 

organization to higher level of authority (Shockley–Zalabak, 2004, p. 39).  

Horizontal communication: 

 The Horizontal communication is from a person at one level in an organization to others at 

the same level. The horizontal communication is also important at the executive level. This is 

also called the intra– scalar or Lateral communication. The Message is flowing in accordance 

with the functional principle. Such messages usually relate to task or human purpose: 

coordination, problem solving, conflict resolution, and information sharing.   

Task Coordination:  

Task coordination is the department heads may meet monthly to discuss how each department 

contributes to the system’s goals.  

Problem solving:  

The problem solving is the member of the department assembles and discuss about how to 

handle the situation and solution to the problem. It is also brainstorming technique.  
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Information sharing:  

The information sharing is the members of the one department may meet of another 

department to give them new data. Information is data in a form that is of value to a manager 

in making decision and performing related tasks. 

Information is vitally important to any firm. Managers use it in every phase of their work, 

since it is necessary to the decision making process. Obtaining accumulating timely 

information is of particular importance to international firms. Managers use information to 

better understand their firm’s environment-its customers, competitors, and suppliers; the 

government polices that affect its hiring, producing, and financing decision; and virtually 

every other element of its environment. 

Managers also use information to help them decide how to respond to the situation. Meeting, 

reports, data summaries, telephone calls, and electronic mail messages are all used as 

managers set strategic goals and map out strategic plans. Top managers must communicate 

their goals and expectation co workers of their operations. Information is needed continually 

as managers make decision daily and provide feedback to others in the firm about the 

consequences of those decisions.  

And finally the importance of the information management depends on type of strategy and 

organization design the firm uses. Firms increasingly are working to develop integrated 

information systems in order to more effectively manage their information. An information 

system is a methodology created by a firm to gather, assemble, and provide the data in a form 

or forms useful to managers. Most information systems are computerized, although they do 

not necessarily have to be - routing slips, files, and files storage systems can effectively 

manage information in small firms. But larger firms today almost always use computerized 

systems to manage their information. Managers and employees use information to understand 

their environment and to make decisions (Griffin, Pustay, 1999, p.571-573). 
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Conflict resolution:  

The conflict resolution is the member of one department may meet to discuss a conflict within 

department or between the departments. The resolution of such conflicts is especially 

important to the social and emotional growth of the members of the department (Goldhaber, 

1993, p.163).  

In 1994 the researcher Moenaert et.al. were conducted the study in interaction between 

marketing and research and development (R&D) in 40 technologically innovative Belgian 

companies. They were identified the communication flows between marketing and R&D were 

increased under conditions of ‘formulation of projects’, ‘positive inter functional climate’, 

‘decentralization’ and ‘role flexibility’. 

2.1.5. Informal communications: 

The informal communications are those that are “outside” the formal one. It is not recognized 

communication system. Informal communication originates spontaneously outside the formal 

channels (informal group) and grows by the natural responses to the need for social 

interaction. Example for informal communication is Grapevine. The communication flow 

between organizational members and the organizational environment (i.e., customers, 

vendors, stockholders, regulators) may move with vertically, horizontally all within the 

transmission of a single message (Shockley–Zalabak, 2004, p. 39).  

The informal communication is defined as sharing of unofficial messages, ones that go 

beyond the organization’s formal activities. There are some informal communications  

 Old-Boys Network:  A gender-segregated informal communication network composed of 

men with similar backgrounds. 

Snowball Effect:  The tendency for people to share informal information with others with 

whom they come into contact. 

Grapevine:  An organization’s informal channels of communication based mainly on 

friendship or acquaintance. 

Rumors:  Information with little basis in fact, often transmitted through informal channels. 
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The authors Moenaert et.al. (1994), suggested ‘reduce the physical distance’ among R&D 

engineers and between the R&D and Marketing are believed in result more frequent 

communication and higher product development performance. They found in Belgian 

subsidiary of the large U.S telecommunication corporation, ‘communication between the 

R&D and Marketing was not affected by the increased physical distance’. 

2. 2.  Decision Making: 

Decision making is defined as choosing between alternatives. Most of discussion the decision 

making process are break down into series of steps. Organizational decision making is the 

process of responding to the problem by searching and selecting solution or course of action 

that will create value for organizational stakeholders (Jones, 2001, p.359). Problem-solving 

often involves decision-making. A variety of processes can be identified for both individual 

and group problem solving. The group decision making processes are like Brain storming, and 

nominal group process. These processes help the individuals to groups from the identification 

of the problem to determination of the action to the appropriate problem needs.  These 

processes include numerous decision making activities. It is focusing on the moving situation, 

issues or problem from undesirable to desirable states. The main objective of all these process 

to make the effective decision making that will contribute the organizational excellence.  

2.2.1. Brainstorming:  

The popular process for generating the ideas for problem solving is brain storming. There are 

four basic rules for the brain storming, 1. No criticism, 2. All ideas are welcome 3. Need more 

number of quantity, 4.Combination and alternation of ideas. The brainstorming ideas are very 

much helpful for groups to diagnose the problem and make an alternative or solution to the 

problem. The process encourages maximum idea generation in a short period of time. 

Brainstorming is a means of generating ideas. It can be used to identify alternatives, obtain a 

complete list of items and to solve problems. There are a variety of brainstorming techniques. 

The common principle of brainstorming is to set aside the restrictive thinking processes so 

that many ideas can be generated. When the brain storming is using to develop the solution 

definition, particularly in identifying alternative solutions, identifying all potential risks on a 

project, to develop the Work Breakdown Structure (identifying all the deliverables and work 

items), and to dealing with difficult problems that arise during the course of the project. The 

organizations are using brainstorming because it can break through traditional thinking about 
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a problem, to generate new ways of thinking, to provide an environment for building on new 

ideas, to reduce the tendency to prematurely discard new ideas, to facilitate team building and 

to encourage team problem solving. Brainstorming is not a structured meeting. The processes 

of brainstorming are the environment, setting the scene, rules for the session, running the 

brainstorming session, affinity analysis and summary and further action. A brainstorming 

techniques are to present the problem or opportunity for which brainstorming is being applied, 

to  Allocate 3-5 minutes to write on the post-it notes as many ideas as possible – one idea per 

note, Each person quickly writes their thoughts onto the post-it notes regardless of how 

impractical, outrageous, extreme, crazy they may be (do not filter the ideas). 

2.2.2. Nominal Group Process:  

Nominal group technique (NGT) is structured group meeting which restricts verbal 

communication among members during the decision making process. The individual 

contributes first in writing and then the group discusses and decides to take decision. This 

technique encourages creativity, prevents the fear those people who are fearful of 

freewheeling of discussion, encourage the continued exploration of the issues, individuals 

some time to think about issues before offering solutions (Shockley–Zalabak, 2004, p. 280).  

The researchers X. Michael Song, Sabrina M. Neeley, Yuzhen Zhao (1996) were conducted 

study on the Managing R&D and Marketing Integration in the New Product Development 

Process among 376 U.S. firms. They addressed how organizational characteristics influence 

the new product development success. They were identified one of the organizational factor 

‘decision making’. They found the team employees (Marketing and R&D) to make the 

decision and solve the problems at lower organizational level. The level at which 

organizational decision making has a slight influence on the between the two units. But higher 

level decision making decreases the interaction between the two functional units. Finally they 

argued team members should be allowed and encouraged to make "go/no go" decisions within 

the team and to seek resolution to problems without going to management. 

X Michael; and Parry, (1993) were conducted the study among 274 Japanese firms, they were 

found the participative decision marking is influencing the high integration of R&D and 

Marketing. The decision based on the development, adoption of new products, and 

modification and deletion of existing products.  
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2. 3.  The relationship between R&D and Marketing Units: 

Every manufacturing industries or Organizations desires to become the Global market leader. 

They have been producing new innovative product in the market to satisfy the consumer 

needs. There are two forms of integrating mechanism to maintain and coordinating the 

subunits in the organization. Mohammed Rafiq and Tim Saxon were indicated integrate 

marketing and R&D in the ‘formulation of product development strategy’. The two forms of 

the integrating mechanism i.e. Formal integrating mechanism and informal integrating 

mechanism. 

2. 3 .1. Formal Integrating Mechanism: 

The formal mechanisms used to integrate subunits vary in complexity from simple direct 

contact, liaison roles, to teams, to matrix structure.  

Direct Contact:  

Direct contact between the subunit managers is the simplest integrating mechanism. Managers 

of the various units are to simply contact each other whenever they have common concern. It 

may not be effective.  

Liaison Role:  

It is more complex. When the volume of the contacts between the subunits increases, 

coordination can be improved by giving person in each subunit responsibility for coordinating 

with another subunit on a regular basis. Liaison roles are permanent relationship is established 

by people involved, to easily to coordinate the various subunits in the organizations. 

Teams:  

Now days the team is important tool for effective way of coordination among the 

Organization subunits. The teams may be permanent or temporary teams composed of 

individual from the subunits that need to achieve the coordination. They are typically used to 

coordinate new product development and introduction; teams are composed of personnel from 

R&D, production and marketing.  

Whether a firm is a small domestic company or a large MNC, much of its work is 

accomplished by people working together as a part of team, task force, committee, or 

operating group. Firms use groups frequently because, in theory, people working together as a 
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group can accomplish more than they can work individually. While organizations use a wide 

array of different kinds of groups, teams are especially popular today.  

Indeed many managers now refer to all their groups as teams. Technically, a group is any 

collection of people working together to accomplish a common purpose, while a team is a 

specific type of group that assumes responsibility for its own work. Because teams are so 

ubiquitous today and the term is so common among managers. There are some characteristics 

of organizational teams; 

1. It develops a well defined role- structure; each member has a part to play on 

the team, accepts that part, and makes a worthwhile contribution. 

2. It establishes the norms for its members. Norms are standards of behavior, 

such as how people should dress, when team meetings or activities will begin, the 

consequences of being absent, how much each member should produce, and so on. 

3. It is cohesive. That is, team members identify more and more strongly with 

the team, and each members respects, values, and works well with the others. 

4. Some teams identify informal leaders among their members-individuals 

whom the team accords special status and who can lead and direct the team without benefit of 

formal authority (Griffin, and Pustay, 1999, p.533-534). 

“The team or dyad approach seems to be the most successful method of interfacing marketing 

with R & D”. (Carroad.P, and Carroa.C, 1982, p.28).  

Iuan-yuan Lu, & Tsun-jin Chang (2002) were conducted the study in Taiwan industries 

“R&D-marketing integration, the effect of team formalization could be the dominant of the 

various situational factors and the perceived level of R&D-marketing integration relates 

positively to the team formalization”. 

Matrix structure:  

When the need of integration is very high, firm may establish the matrix structure. The 

structure is designed to facilitate maximum integration among subunits. The most common 

matrix in multinational firms is based on the geographical areas and worldwide product 

divisions. This achieves a high level of integration between the product divisions and areas. 
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The firm can pay the close attention to both local responsiveness and the pursuit of location 

and experience curve economics. 

Griffin, A., & Hauser, J. R. (1996) suggested that “matrix organization increase product 

development success by reducing differences between functional responsibilities while 

increasing the amount of information available during a development project and enabling 

processes to be followed that lead to completed task”.  

Markus C. Becker & Morten Lillemark (2006) were conducted study on Marketing and R&D 

integration in 30 largest pharmaceutical industries. They addressed important contributions of 

“marketing input in R&D”. They were found the new and overlooked roles of Marketing in 

the R&D process in the pharmaceutical industry also lead to implications for how to think 

about that process. It increased interaction has simultaneously strengthened the 

interdependencies between different steps in the process. 

2. 3. 2. Informal Integrating Mechanism: 

To avoid the problems in the Formal integrating mechanism particularly matrix structure the 

firm can use the informal integrating mechanism. There is informal integrating Mechanisms 

i.e. Organization Culture. 

Culture: 

 Culture as a concept has had a long and checkered history. It has been used by the lay person 

as a word to indicate sophistication, as when we say that someone is very “cultured”. In the 

last decade or so it has been used by some organizational researchers and managers to indicate 

the climate and practices that organizations develop around their handling of people or to 

refer to the espoused values and credo of an organization. 

In this context managers speak of developing the “right kind of culture” (Schein, 1992, p. 3) 

or a “cultural quality”, suggesting that culture is concerned with certain values that managers 

are trying to inculcate in their organizations. Also implied in this usage is the assumption that 

there are better or worse cultures, stronger or weaker cultures, and that the “right” kind of 

culture will influence how effective organizations are. 
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Culture will be most useful as a concept if it helps us better understand the hidden and 

complex aspects of organizational life. This understanding cannot be obtained if we use 

superficial definitions. 

A deeper understanding of cultural issues in groups and organizations is necessary to decipher 

what goes on in them but, even more important, to identify what may be the priority issues for 

leaders and leadership.  

Organizational cultures are created in part by leaders, and one of the most decisive functions 

of leadership is the creation, the management, and sometimes even the destruction of culture. 

Culture is the result of a complex group learning process that is only partially influenced by 

leader behavior. 

The culture of a group can now be defined as a pattern of shared basic assumptions that the 

group learned as it solved its problems of external adaptation and internal integration, that has 

worked well enough to be considered valid and, therefore, to be taught to new members as the 

correct way to perceive, think, and feel in relation to those problems (Schein, 1992, p. 12).  

Organizational culture is defined as the set of shared values and norms that controls 

organizational members’ interactions with each other and with suppliers, customers and other 

people outside of the organization. It includes the controls coordination and motivation; 

shapes the behavior of people and the organization. Organizational culture is shaped by 

people, ethics and organizational structure; it can be managed and changed through the 

process of organizational design. It influences how people respond to a situation and how they 

interpret the environment surrounding the organization (Jones, 2001, p.8-9). To maintain the 

proper coordination in the organizational subunits, the organization’s managers must adhere 

to a set of norms and values. The organization is to achieve the strongest coordination among 

the units to create the common culture. The top management needs to determine the mission 

of the firm and how this should be reflected in the organization’s norms and values. 

Leadership is another important tool for build the common culture.  

Organization personnel working together communicate to create the organizational activity 

and practices and interpreting the actions who is involved in important decisions, how 

influences takes place, and how people treat one another helps in understanding the 

“uniqueness” of an organization (Shockley–Zalabak, 2004, p.50). In addition to achieving 

specific goals, internal communications should help create and reflect a culture for 
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communication, where employees at all levels feel free to openly share ideas, opinions and 

suggestions. This will improve employee understanding, build trust, stimulate engagement 

and encourage greater diversity. 

The effectiveness or corporate culture perspective is perhaps best known in the management 

literature and the popular press. This approach treats culture as values or practices that 

account for an organization’s success and that can be managed to produce better business out 

comes. According to Ouchi and Wilkins (1985) observed that “ the contemporary student or 

organizational culture often takes the organization not as a natural solution to deep and 

universal forces but as a rational instrument designed by top management to shape the 

behavior of the employees in purposive ways” (Ouchi and Wilkins, 1985, p.462). This 

tendency is through the eyes of critical theorist, as the dominance of instrumental values in 

service of the technical cognitive interest.  

Griffin, A., & Hauser, J. R. (1996) specified Cultural difference between the R&D and 

Marketing raise the cooperative barriers and informal social network encourage the contact 

both across function within the team as well as outside. In order to encourage they suggested 

management can establish a high tolerated culture that nurture integrated innovation. They 

added top management should support proactively the culture and encourage role revision 

through the mutual understanding of two units.  

Robert Szakonyi (1998) suggested that 3 key steps to strengthen the R&D and Marketing 

units. First step “the R& D and marketing both involves broadening their members’ ideas 

about their own responsibilities”, second step involves “changing how people and/or activities 

are managed”, final step “getting their members to make better efforts to identify customers’ 

needs”. 
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3. Conceptual Frame work: 

According to Fisher, the creating conceptual frame works are means of simplifying the 

research task. The conceptual frame work helps the researchers to provide the structure and 

coherence to dissertation. It also indicates the movement from confusion stage to certainty 

(Fisher, 2004, p.97). 

In this section we will be defined and created the conceptual framework that we will be used 

throughout the report. This paper addresses the interface between the R&D and Marketing 

units of Ericsson organization. There are two major variables influencing the tight close 

relationship between the R&D and Marketing units. 1. Communication and 2.Decision 

making.  
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                     Figure 3: Conceptual framework of Interface between R&D and Marketing units in Ericsson   

(Source: Developed by authors) 

We started our analysis with the communication part then to decision making part; it includes 

the close relation of R&D and Marketing units’ notice in terms of organizational culture and 

team parts. Finally, we will address is the relationship between the R&D and Marketing units 

of Ericsson organization strong or work. 
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4. Research Methodology:  

4.1. Type of Research: 

The Management research is about both Knowledge and Action. The relationship between the 

knowledge and action is not a straight forward. There are five ways (ivory tower, realist 

research, interpretative research, action research, and critical social research) in which 

management researchers to predict the relationship (Fisher, 2004, p.34).   

According to our thesis work the researchers were taken the “interpretative research”. It 

understands problem, provides a context for thinking about action but does not specify it. It 

improving the understanding and knowledge does not tell the best action to take (Fisher, 

2004, p.34)  

The interpretative researches are used to explore the how people’s knowledge about their 

world or work influence and influenced by that of others.  In case the positivist research the 

links between the variables are cause and effect relationships (Fisher, 2004, p.41).  Positivist 

studies generally attempt to test theory, in an attempt to increase the predictive understanding 

of phenomena. Interpretive studies generally attempt to understand phenomena through the 

meanings that people assign to them.   

The interpretative research is useful for our thesis work, tries to map the range and complexity 

views of the respondents ideas through debate and conversation. Interpretative research the 

links between interpretations are “dialogic” (Fisher, 2004, p.41). Interpretative researchers are 

often to take a processual perspective. It is an attempt to simplify about how meaning is 

developed through human interactions (Fisher, 2004, p.42). However, the interpretative 

research helps the understanding a situation to use our judgment   
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4.2. Data Collection: 

In our report we used primary and secondary data. Primary data collected by email questions. 

The primary data are those which are collected afresh and for the first time, and thus happen 

to be original in character. In addition to the secondary data, on other hand, are those which 

have already been collected by someone else and which have already been passed through the 

statistical process.  

4.2.1. Primary Data: 

According to the purpose of the report we used qualitative method (Fisher, 2004, p.53). This 

qualitative method is systematic, subjective approach used to describe knowledge and give the 

meaning. It also focuses on understanding the whole and provides means of exploring the 

depth, richness, and complexity inherent in phenomena. The primary data collected by the E-

mail questions with Ericsson R&D and Marketing employees. Primary data could be precious 

for our work. It could be valuable for the report and could give broader and more objective 

knowledge. 

4.2.2. Interview: 

The ways in which interviews can be conducted in an open interview, pre coded and semi 

structured interview. In our master dissertation, the researchers were taken semi structured 

interviews. It is combination of open and pre coded interview (Fisher, 2004, p.132-133). The 

main motive is to take the semi structured interview the importance issues that need to be 

covered by the respondent. The respondent can answer the questions in a practical manner and 

to encourage the respondent to getting the more valuable data in a sensible way. It also very 

much helpful for discriminate and deepen understanding of the particular issues. The 

researchers were taken interview by email questions with Ericsson R&D and Marketing 

respondents.  
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4.2.3. Respondents: 

The researchers have identified four respondents from Ericsson’s R&D and marketing 

department. The respondent’s names and work status as follows. 

1. Patrick le Fevre, Director Marketing & Communication, Ericsson Power Modules. 

2. Ulf Olsson, Senior Expert, Service Layer Applications and member of the R&D 

Systems Management group. 

3. Rob Morris, Head of Business Control, Sales. 

4. Nina Lövehagen, Senior research engineer, EMF Safety and Sustainability, Ericsson 

Research. 

4.2.3. Secondary data 

Secondary data means data that are already available i.e. it refers to the data which have 

already been collected and analyzed by someone else (Kothari, 2004, p.111). The secondary 

data is collected by the Ericsson home page, journals, magazines and library online database. 

4.3. Limitation: 

There are some limitations of our report; we could not access to take more number of 

interviews with R&D and Marketing personnel of Ericsson. We were focused only Swedish 

Ericson R&D and Marketing units. We were unable to touch with their subsidiaries R&D and 

Marketing functions. Due to the dangerous weapon of economic crisis were difficult to 

getting the valuable primary data of Ericsson. The time limitation is also one of the drawbacks 

of our thesis.  
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5. Empirical Findings: 

These chapter researchers focused on communication, decision making, formal and informal 

mechanisms (teams and culture) between R&D and Marketing units at Ericsson. This 

Empirical findings section is presented primary and secondary data. 

5.1. Ericsson Communication pattern: 

Ericsson’s principle is that Communication is a basic human need (Lars Magnus Ericsson). 

Marketing and R&D respondents addressed the Open system requires everyone within the 

company. Both unit respondents also indicated that building the mutual relationship with 

customers. Ericsson employees, particularly R&D and Marketing people are frequently 

interacting with customers. They have constructive relationship with customers and others 

(Annual Report 2006, p.126-127). According to the R&D and marketing respondents 

indicated both unit personnel are working closely with customers to understand their business 

needs. Ericsson marketing unit also building excellent relations with customers and local 

authorities drive business growth (Corporate Governance Report, 2008, p.165). Ericsson 

actively engages its employees, and it is important that they understand and share the value 

(Ericsson, Employee materiality). Both units respondent also noticed the engaging in work 

and share their values among them. 

5.1.1. Communication Channel at Ericsson: 

According to the Ericsson’s R&D respondents proposed the better possible way to 

communicate with the marketing personnel through face to face, telephone, intranet, web 

based collaboration, E-mail, and teleconferencing. Marketing respondents also suggested and 

using the same communication channel with R&D personnel. Both units respondent indicated 

the main motive for selecting these channel of communication to easily convey their technical 

knowledge, features about the products and also they can run typically multisite projects. The 

R&D respondents also indicated the time is a crucial component when designing a new 

product. Marketing respondents are strongly indicated face to face and intranet 

communication channels are mostly useful for receiving comments and feedback about the 

projects. Ericsson continues to improve internal communication process and support systems 

to drive operational excellence as a competitive advantage (Annual Report, 2006, p.118). 

 



 

30  

5.1.2. Communication Network Relationship: 

The horizontal network communication is between the R&D and Marketing personnel of 

Ericsson. It focused on the Task coordination and information sharing between R&D and 

Marketing units. 

Task Coordination: 

Ericsson’s R&D and Marketing respondents indicated task coordination/projects between two 

units are handled by effectively. Both units respondent also addressed the meeting with their 

unit heads frequently. They have been conducting the weekly meeting with their heads to 

discuss about the different projects. Ericsson R&D and marketing employees would like more 

communications to be focused on the projects (Employee Engagement). According to the 

R&D and Marketing respondent noticed both units have good communication between head 

to head and co workers. 

Information sharing at Ericsson: 

The R&D respondents indicated when sharing the information with marketing units to 

improve the ways of working, to increase the efficiency, and reducing the project cost as well 

as their activities a little impact on environmental issues. Similarly Marketing respondent also 

addressed the information sharing with R&D personnel to gain some technical knowledge, 

features about the project, easily share the market situation and customer demands about 

products. In 9th May 2007, Ericsson CEO Carl-Henric Svanberg presented the “CAPITAL 

MARKETS DAY” in Stockholm. He drives the whole business to focus on "true world 

leadership," clearly this is also a requirement for the internal communication function and 

motivates the sharing the information between these two units (Ericsson, Investors/ events, 

2007, p.23). Both units’ respondents were added the improvement process of sharing the 

information between them is working on simplifying the individual communication through 

specific blogs linked to our collaboration area. 
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5.2. Decision Making: 

Ericsson follows the group decision making method (Ericsson, code of Business Ethics, 2008 

p.10).  Ericsson’s marketing and R&D employees to handle the problem and to make the 

better decision based on the best interest of the group rather than individual decision making 

(Ericsson, code of Business Ethics, 2008, p.10). Ericsson uses ‘brain storming’ improvement 

tool for different stages in the improvement work (Ericsson quality assurance and supporting 

activities, 2006, p.10). R&D and Marketing respondents were pointed out the ‘decision 

forum’ are used to collect different R&D and marketing personnel ideas, views, and 

suggestion. Ericsson employees are promoting the group decision making by participate in 

‘open dialogue’ (The Croatian chamber of commerce, code of Business ethics, p.1). R&D 

respondents were noticed combined group decision making with marketing personnel to take 

better decision related to the project. Both respondents were paying attention to take the 

decision quickly and solve the problems at lower levels. R&D and marketing personnel have 

open and critical discussions for decision quality about the project (Ericsson Annual 

conference, 2005). R&D and Marketing respondents were strongly agreed the statement of 

“group decision making process to build the strongest relationship with R&D and marketing 

units”. In Ericsson all employees are treated with respect and dignity. Ericsson employees 

were highly participating in action plans and implementation of improvements in organization 

(Ericsson, employee survey, 2007). 

5.3. Formal and Informal mechanisms between R&D and Marketing at Ericsson: 

Ericsson project management team has put into the new perspective to inspire the market 

development. This project management teams ties all (R&D, production and marketing) 

activities together (Ericsson, Managing telecom complexity). Ericsson R&D respondents’ 

argument about the marketing personnel role in development of project, the respondents 

indicated the marketing personnel are involved ‘in early beginning of any project’. Because 

R&D respondents were strongly commended two important reasons, 1.New products ideas 

start from customer to designer, 2. Market needs and condition. Marketing respondents 

addressed participating in project management team with R&D personnel, to develop new 

project or modification of existing products, to reduce the entry time of market, and motivate 

to market development. Ericsson working in project teams across organizational and national 

boundaries, employees utilizes the wealth of knowledge, to find creative ways to succeed in 

ever- changing business environment (Ericsson, As an Employer). Shanker, vice president 
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Infrastructure Delivery at Ericsson North America, addressed “the importance of efficient 

project management as key to reaching specific market goals” and “Trust and the ability to 

deliver on time”. 

‘Respect’, ‘professionalism’ and ‘perseverance’ are values that are the foundation of Ericsson 

culture. It is guiding employees’ daily work, relationship with people and how to do business 

(Ericsson, Corporate Goverence, 2008). R&D and marketing respondents were indicated 

about Ericsson culture is ‘common and very visible goal’ for our daily work. Characteristics 

of Ericsson culture are exhibited by passion to win, employee diversity honesty and trust and 

support for each other (Ericsson, Annual Report, 2006, p.126-127). Carl-Henric Svanberg 

addressed about their culture, “The trust and loyalties are deeply rooted within our corporate 

culture”. He added the Good relations among colleagues are fundamental importance for 

Ericsson culture (CEO Message, Code of business Ethics, 2006, p.4). According to marketing 

respondents were commended about their relationship with R&D personnel are working in 

very close relationship. They also addressed the coordination of different activities between 

the ‘customer’ and ‘product definition’. Ericsson code of business ethics also contains rules 

for employees with regard to their interactions with colleagues, customers, suppliers, 

shareholders and stakeholders (Code of Business Ethics, 2006, p.4). Both unit respondents 

were strongly agreed ‘effective communication’ and ‘decision making processes’ between 

R&D and Marketing is a key driver to success. Both unit respondents were also addressed 

Ericsson culture strongly motivates the relationship with R&D and marketing. 

The Marketing and R&D respondents addressed during the past three years, the flow of 

communication and decision process between R&D and marketing facilitate to improve our 

relation. Both units respondent also indicated our emphasis on operational excellence has 

enabled us to increase efficiency without increasing operating expenses at the same rate. Past 

three years the efficiency of the R&D activities has been improved, and enabling the faster 

time to market for products (Ericsson, Annual Report, 2008, p. 24).  
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6. Analysis: 

From the above findings we can analyze the case into three main topics: Communication, 

Decision making and Formal & Informal mechanisms (teams and culture) between R&D and 

Marketing units at Ericsson. This analysis section is presented with relation to the theoretical 

framework. 

6.1. Ericsson Communication pattern: 

Communication is meant for sharing of ideas. It transmits messages, ideas, methods, skills 

and thoughts between two or more persons. The circulation and flow of communication 

between R&D and marketing units at Ericsson are smooth and well defined. The inter-

personnel communication between these two units refers to the exchange of information, 

project ideas etc. In today’s business environment, every organization has an open system 

which continually takes in new information, transform that information and give back 

information to the environment. The result is that the structure, function and behavior of the 

open system are changing perpetually (Goldhaber, 1993, p.49). Ericsson has an open 

communication system. R&D and marketing employees frequently interact with the 

customers. The personnel of both units reciprocate with the environment (customers, 

competitors and suppliers) continually, takes in new information, transform that information 

and give information back to the environment. The open interaction with system and 

environment helps them to understand business and technological needs and this provide 

customized solutions fulfilling their business objectives.  R&D and marketing functions of 

Ericsson have built excellent relationship with customers, bolstering their business growth. 

The outcome is that Ericsson’s business behavior, functions, and organizational structure has 

been changing continually by effective interaction with customers, suppliers, government, and 

competitors. Open system helps them to organize actions efficiently and productively.  
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6.1.1. Communication Channel at Ericsson: 

Channels are the means for transmission of messages (Shockley–Zalabak, 2004, p.37). As 

Goldhaber (1993) indicated the organizational communication process is underlined, creating 

and exchanging message in dynamic, continuous, ongoing manner. Organizations are using 

the wide variety of channels for transmitting oral and written messages like, face to face 

interaction, teleconferencing, intranet etc. Ericsson Telecom Company has invested a 

considerable amount of money and resources for improving their internal communication 

channels. The personnel in R&D and Marketing units communicate within the organization 

through face to face and intranet. Ericsson MNC is communicating with their other business 

units in Asia, Africa, USA and Europe through teleconferencing. R&D and marketing 

employees communicate face to face, through intranet and teleconferencing to easily transmit 

their idea and information to each other. According to Goldhaber (1993), “Inter organizational 

communication is exchanging information in dynamically continually and ongoing manner”. 

By using the web based means of communication, intranet and teleconferencing, R&D and 

marketing personnel can run their multisite projects easily. R&D and marketing employees 

can share the technical and non technical information about their projects. This channel helps 

the personnel of both units in getting the feedbacks about their projects and thus save time 

while designing and delivering the products. Face to face interaction, intranet and 

teleconferencing channel are most dynamically helpful for Ericsson organization to build the 

quality of the relationship with R&D and Marketing units.  

According to the analysis of communication channel at Ericsson, we were able to find 

shortcomings in the way R&D and the marketing personnel communicate with external 

bodies.  Ericsson has two separate forums: R&D and marketing; external and internal people 

communicate through these forums. External bodies can address suggestions, queries through 

these forums to communicate with marketing and R&D employees. But these forums do not 

work properly. The organization has invested money in internal communication resources, but 

they do not periodically check the resources. Sometimes technical failures occur during the 

communication with R&D and marketing personnel. It also leads to misunderstanding 

between the R&D and marketing personnel. 
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6.1.2. Communication Network Relationship: 

The network communication between R&D and Marketing personnel of Ericsson is horizontal 

in nature. It focuses on Task coordination and information sharing between R&D and 

Marketing units. 

Task Coordination: 

Task coordination is done in order to synchronize the tasks of different units in order to 

synchronize their efforts towards achieving the business objectives. This is carried out 

through daily, weekly, monthly meetings of different departments. Ericsson’s R&D and 

marketing personnel meet weekly with their unit heads and fellow workers. The main motive 

of the weekly meeting is to discuss about their projects related to new and existing projects. 

They communicate with their fellow workers (R&D to R&D, Marketing to Marketing, R&D 

to Marketing and vice versa) to discuss about projects/solution and effectively involving the 

task and to reach the destination point within the stipulated time. It is an essential component 

which helps in sustenance of relationship between these two units. 

Information sharing at Ericsson:  

Information is data in a form that is of value to a manager in making decision and performing 

related tasks. The information sharing takes place between members of the two departments. 

(Goldhaber, 1993). It’s R&D and marketing units share their information to improve their 

ways of working, increase their efficiency, and minimize their operating expense and thus 

reducing the project cost. According to Ricky W. Griffin, Michael W. Pustay (1999), 

managers use information to understand their firm’s environment, customers, competitors, 

and suppliers better. Marketing personnel collect information from customers, suppliers and 

competitors. The collected information is then transmitted to the R&D department. Ericsson 

has traditionally been very positive and supportive of internal communication for sharing the 

information. Marketing personnel share information with R&D which helps them grow 

technical knowledge productively and on the other hand they learn more about the features of 

the project, inform them about market situation and customer demands.  R&D and marketing 

employees also use information to decide how to respond to the changing situation 

proactively. Both units do share their information and thus, simplify the individual 

communication through specific blogs linked to our collaboration area. It helps everybody to 

follow-up and also to contribute more to make the collaboration between R&D and Marketing 
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more efficient. We find that there exist some gap between R&D and marketing units in the 

area of information sharing. R&D personnel feel communication with the Marketing people 

can be improved.  The main reason is that the marketing personnel do not have adequate 

technical knowledge and they do not have adequate training about the projects and technical 

resources. This also breaks the relationship between R&D and marketing. 

6.2. Decision Making: 

Decision making process is one of the important parameter to create a close relationship 

between different units. General definition of decision making is choosing between 

alternatives. We have tried to focus on the R&D and marketing decision making style at 

Ericsson. Problem-solving often involves decision-making process. Ericsson uses the group 

decision making process. R&D and marketing personnel focus on the best interest of the 

group rather than individual decisions. The decision making is related to the development, 

adoption of new products, modification and obliteration of existing products. Pamela S. 

Shockley–Zalabak, (2004) noticed the importance of problem solving/decision making by 

“brain storming and “Nominal group process”. Ericsson’s R&D and marketing employees use 

both techniques. But majorly organization has been using the brainstorming techniques to 

collect project information from R&D and marketing personnel. Because to generate new 

ways of thinking, to provide an environment for building on new ideas, to reduce the 

tendency, and to facilitate team building.  At present Ericsson has major challenge to handle 

the situation, and effectively solve the problem this has been the effective means of decision 

making. The brainstorming process helps groups to identify the problem and also the solution 

to appropriate problem needs.  Brainstorming techniques are no criticism; it helps in choosing 

the best alternative and improves decision making process. It can be used to identify 

alternatives and also to solve problems. The brainstorming is used to identify alternative 

solutions and to identify all potential risks in a project. The decision making process are 

broken down into small series steps. Ericsson is also using the ‘decision forum’. It helps to 

avoid delay in decision making. This technique focuses on the movement of problem from 

undesirable state to desirable state. Pamela S. Shockley–Zalabak (2004), discusses about the 

‘Nominal group technique’ (NGT) which restricts verbal communication among members 

during the decision making process. The R&D and marketing individuals contributes first in 

writing and then the group discusses and decides to take the decision. This ‘decision forum’ 

moderately restricts verbal communication among employees during the decision making 
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process. Both R&D and marketing units are concentrating to make the decision making 

process faster and thus, solve the problems earlier at the lower levels. The decision making at 

the lower level create strong bonding. So these group decision making process builds the 

strongest relationship between R&D and marketing units.  

There is a lack of coordination between R&D and marketing units during the decision 

making. The conflict arises between these two units. The conflict is normally related to the 

new and existing projects.  So this conflict of interest also breaks the relationship between 

these units. Researchers also found delay in decision making having a negative impact on the 

relationship between these two units. 

6.3. Formal and Informal mechanisms between R&D and Marketing units at Ericsson: 

Charles W.L.Hill (1997) indicated ‘Formal integrating mechanism’ and ‘informal integrating 

mechanism to maintain the proper coordination between the organizational subunits. The 

formal integrating mechanism ‘teams’ plays crucial role to improve coordination between the 

organizational subunits. The main purpose of project team (R&D, production and marketing) 

role is to coordinate new product development and introduction. Teams are composed of 

personnel from R&D, production and marketing. Ericsson project management teams ties all 

(R&D, production and marketing) activities together. In Ericsson, marketing personnel are 

involved in the design stage of any project. Because new products ideas start from customer 

to designer, it is very important all disciplines cooperate effectively.  It includes matching the 

customer’s expectation; reduce entry market, product specification and cost. According to 

Carroad, Paul A, Carroad, Connie A, (1982) the team or dyad approach seems to be the most 

successful method of interfacing marketing with R & D. According to the above analysis 

Ericsson effectively utilizes the formal integrating mechanism (i.e.) ‘teams’ to increment 

successful coordination between R&D and Marketing departments.  

In Ericsson, Marketing personnel collects the new product ideas from various sources 

(customer, competitors, and etc). In project team R&D personnel are slightly focused on 

marketing personnel ideas. Marketing personnel voices in the project team is limited. 

Marketing people are somewhat dissatisfied with project teams. It also fractures the 

relationship between the R&D and marketing units.  
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In addition Ericsson’s culture also enables to build a strong relationship between these 

organizational subunits. According to Pamela S. Shockley–Zalabak, (2004), the different sub 

units can be in perfect synchronization if a common culture prevails in the same. Ericsson has 

a common culture. This common culture is to achieve the strongest coordination among R&D 

and marketing units. Ericsson’s organizational culture helps the employees of both the units 

understand their common objectives and work towards it. This supports the process of 

learning and sharing knowledge with co- employees. According to Edgar H. Schein (1992) 

managers develop the “right kind of culture” or a “cultural quality”, suggesting that culture is 

concerned with certain values that managers are trying to inculcate in their organizations.  In 

Ericsson, R&D and marketing personnel use their cultural quality, i.e. core values of 

‘Respect’, ‘professionalism’ and ‘perseverance’ to create the better and strong culture in the 

organization. So that the “right” kind of culture will influence how effective organization is. 

Ericsson’s culture strongly motivates relationship with R&D and marketing units. The 

relationship sharing is not only about the technical information but also about how to share 

their successes, awards, orders from their value customers, Press Coverage, etc. Ericsson 

culture is important for employees to have a good understanding of each other, responding to 

a situation, to achieving specific goals, internal communications should help create and reflect 

a culture for communication, where employees at all levels feel free to share ideas openly, 

opinions and suggestions. This will recover employee understanding, build trust, stimulate 

engagement and encourage greater diversity. Marketing and R&D are working in very close 

relationship, and the major link between the two units is done through Marketing Products 

Management. Different activities need to be coordinated such as defining the product, sharing 

of the information between the units, mutual understanding, and to proactively respond to 

problem/situation to build the strongest relationship between R&D and marketing units. So 

the decision making and effective communication between two units is the key driver to 

success and superior performance in product development. 
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Over the last 3 years the quality of relationship between R&D and marketing departments are 

reasonably standard. The circular flow of communication, decision making process, project 

teams and Ericsson’s culture has effectively contributed to a smooth relationship between 

R&D and marketing units. In today’s market conditions, Ericsson’s R&D and marketing 

department’s relationship manifest to develop the new product, reduce the entry time of 

product into the market and helps the organization to deliver products and services matching 

customer’s expectations at a reasonable cost. The quality of relationship between R&D and 

marketing units has increased. It positively contributes to Ericsson’s operational excellence.  

 

 

 

 

 

 

 

 

 

 

 

 

                                                    * Figure 4: Ericsson’s R&D and Marketing strong Relationship 

(Source: Developed by authors) 

Ericsson’s R&D and marketing personnel has focused on delivering the product/solution to 

the customer and tried to meet the expectation but sometimes it has been a disappointment. 

R&D has failed sometimes to meet the demand of the ever changing needs of their customers 

and one of the reason of this seem to be miscommunication between the two departments. 

These products and services did not satisfy the customer needs. It also includes delay of 

product delivery into the market. Due to these reasons, the coordination between two units 

can be said to be weak. 
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R & D 
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7. Recommendation: 

In this section the researchers are trying to find answers to the strategic questions. These      

recommendations were formulated based on the analysis of the research questions. 

Relationship between R&D and marketing units of Ericsson can be improved by,  

� Ericsson has invested considerable amount of money in communication channel. The 

organization may thus maintain these channel resources effectively and efficiently. 

� External people normally contact R&D and marketing personnel through forums. So 

organization may periodically check the forums and provide the necessary response to 

keep people participating in the forums in an active mode.  

� In order to fill the gap between R&D and Marketing, the organization should provide 

training regarding the technical knowledge to marketing people before starting the 

projects.  

� Also, the company should provide training for better improving the project 

management skills of the employees in these two departments. 

� The organization need to take effective steps in order to minimize the conflicts 

between   R&D and Marketing departments. This could be done by working in cross-

functional groups thus, increasing the cohesion between the personnel’s involved. 

� R&D and marketing personnel have to plan their activities before starting of each 

project. This could be done through meetings of the personnel involved in the project 

and also help in realizing the objectives set. 

� Ericsson may take step to promote and protect the interest of the employees. 

� Ericsson´s project team should be a cross-functional team consisting of members from 

R&D and Marketing and thus, ensure product development according to the needs of 

the marketing. The team may take the ideas of R&D and Marketing to build the 

product which delights the customer. 

� Time is a very crucial component for both units. R&D and marketing personnel may 

assign goals and then schedule the delivery of the product. 
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� Ericsson may provide training to both existing and new employees related to their 

culture to making cross functional working easier and effective. 

The following suggestions are provided by the Researchers to build a strong bonding between 

R&D and Marketing units.  

� The organization may conduct informal meeting with R&D and marketing personnel 

like, games etc in order understand each other, share their views and opinions and as a 

result could build strong bond between them. 
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8. Conclusion: 

As stated in the introduction section, our research aims “to analyze the current relationship 

between the R&D and Marketing units at Ericsson”. In order to give comprehensive answer, 

we focused our analysis in three main sections. During our analysis we indicated the 

relationship between R&D and Marketing at Ericsson in terms of Communication, Decision 

making and formal and informal mechanisms between these two units. As we can see from 

presented findings, that there exist a strong relationship between the R&D and Marketing 

units of Ericsson however as it has been discussed the relationship can be improved.    

Firstly, we analyzed that Ericsson has successful internal communication between the R&D 

and marketing units, because Ericsson R&D and marketing personnel are actively engaged, 

understand and share the value between them. We found that Ericsson has an open system of 

communication. This open system helps them organize better and improve communication 

between company and the customers. At present Ericsson’s R&D and marketing personnel 

have been using the face to face mode of interaction, teleconferencing and intranet as 

communication channel. It helps both units to easily communicate their technical as well as 

management knowledge, features, receiving comments and feedback, and avoid confusions. It 

also helps in understanding each other better, reducing time to deliver the product/ solution to 

the customer and effectively drives the operational excellence. Task coordination and 

information sharing support building the relationship between two units. Two units’ personnel 

are frequently meeting with their respective heads and fellow workers, formulate mutual task 

of projects, effectively involving the projects and making possible to follow up on projects. 

Task coordination also helps strengthen the relationship between two units. Sharing 

information helps increase efficiency, and reducing the project cost. At present in Ericsson, 

the circulation flow of internal communication between R&D and marketing personnel are 

strong and open perspectives. 
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Secondly, we found Ericsson follows Group decision making process between marketing and 

R&D units. Marketing and R&D personnel are effectively participating in group decision 

making process related to new / existing projects to offer better solution. Ericsson employees 

are encouraged to participate in an ‘open dialogue’ and take decisions in a group which solves 

the problem quickly and at the lower levels. The lower level decision making are strongly 

contributing to increase the bond between them. It helps increasing understanding of each 

other and increasing group cohesion between two units. Group decision making also builds 

close relationship between R&D and marketing units of Ericsson.  

Finally, Ericsson’s culture helps the various teams and reinforces a good relationship between 

marketing and R&D units. Both units’ employee is participating in project teams to focus on 

the new angle to motivate the market development. Both units employee are utilizing the 

knowledge, to create ways to succeed in ever- changing business environment. R&D and 

marketing personnel are combined together to build the trust and the ability to deliver 

product/ solution on time. In Ericsson R&D and marketing project teams are strongly 

coordinate the relationship between two units. In order to core values of Ericsson common 

culture fortifies the relationship between marketing and R&D units. Researchers were found 

from Ericsson cultural view point, R&D and marketing employees are working together with 

open mind, sharing knowledge, commit the goals and focus is on results. Ericsson code of 

ethics also addresses the good employee relations with regard to their interactions with 

colleagues (Code of Business Ethics, 2006, p.4). This will recover employee understanding, 

build trust, stimulate engagement, and R&D and marketing at all levels feel free to openly 

share ideas, opinions and suggestions and encourage greater diversity. Ericsson culture are 

strongly stimulating the relationship between R&D and marketing units. 

Communication, decision making and formal and informal mechanisms are giving positive 

support and build the strong relationship between two units. Over the past 3 years, the 

relationship has improved, increasing their operational efficiency and leading to achieve their 

vision.  
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APPENDIX 

Interviews with Ericsson R&D and Marketing Personnel 

Company Ericsson Telecom Company, Sweden 

Researcher (Interviewer) Hariharan.G, Khurram Irshad 

Purpose 

 

The Focus of the study is to understand the 

current relationship between the R&D and 

Marketing units of Ericsson, Sweden.  

The Interview will also be used as primary data 

for Master Dissertation.  

Interviewee / Respondent R&D and Marketing personnel of Ericsson, 

Sweden 

E-Mail address of 

R&D and Marketing  

patrick.le-fevre@ericsson.com 

rob.morris@ericsson.com 

ulf.i.olsson@telia.com 

Business Unit R&D and Marketing  

Date of Interview       4th , 5th , May 2009 

May we write your Name as a source of 

informant in our Report? 

            Yes     

             No                             

Can we Record the interview? The 

recording material will not be published 

             Yes 

              No 

* Table no: 3 Interviews with Ericsson R&D and Marketing Personnel Form 
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                                                Interview Questions                                            Time 15 min 

Name:                

Communication: 

1. What kind of main communication is used between R&D and Marketing department 

when communicating with each other?  

(Example of type of communications: Face to Face, News letter, Memo, telephone, E-

mail, Intranet, chat room, and etc)  

 

2. Which one is most important by your opinion to use?  

 

3. Why is the chosen one the most important one? 

 

 

4. Does developing project often involve marketing employees in the team? 

 

5. Do you think this is important, or not, involving both departments in these type of 

projects? 

 

 

6. Are you satisfied with the information sharing between R&D/Marketing? 
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Decision Making 

7. Do you agree on the following statement “Group decision process between units 

builds the strongest relationship between units” 

 

 

 

 

Culture: 

8. How does Ericsson culture (Core Values) motivate your relationship with 

R&D/Marketing? 

 

 

General Question: 

9. Do you agree with the following statement “Effective communication and decision 

making processes between R&D and Marketing is a key driver for superior 

performance in product development?”  

 

 

 

10. How the relationship developed between R&D and Marketing department for the last 

3 years? 

                                                           

 

 

 

Thank you. 
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