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Abstract
Personal selling, especially in knowledge intensive contexts, demands effective knowledge transfer between all
the parties involved. In our study, we have developed a new conceptual model of sequential coherence that helps
to better understand knowledge flows in personal selling. The model describes how social capital, contact
intensity, trust and rewards influence sequential coherence. Sequential coherence refers to the reciprocal result of
the pushing effects induced by individuals of a teaching firm and the pulling effects induced by individuals of a
learning firm that enables knowledge to flow across the boundaries of firms (Yapa et al., 2019). The objective of
this concept paper is to explain how sequential coherence can be used as a success factor in personal selling of
technology products. Our contribution is useful to both scholars and practitioners.
Keywords: personal selling, knowledge transfer, sequential coherence, social capital, contact intensity, trust,
rewards
1. Introduction
The old adage of nothing happens until a sale is made is still appropriate for today’s business organizations and
how to convince the buyer remains as a challenge for sales employees. Perceived value is a primary factor
influencing the purchase decision of buyers (Ku et al., 2020; Itani et al., 2019; Şen Küpeli & Özer, 2020; Chang
& Wildt, 1994). A rational customer will make a purchase decision if the perceived value exceeds the cost of
purchase (Chae et al., 2020; Dennis et al., 2020). Product knowledge is vital when making purchase decisions
(Jefriansyah et al., 2018; McEachern & Warnaby, 2008). Wang and Hazen (2016) observed how product
knowledge concerning cost, quality and green attributes affects consumer perception of value and risk which
then influence the purchase decisions. In the case of such products as software, automobiles, chemicals,
pharmaceuticals, engineering equipment, insurance plans, and investment banking the seller should transfer a
wide array of detailed knowledge to the buyer to facilitate the purchase decision.
The combination of the different promotional channels that the seller is using is described as the promotional
mix (Rowley, 1998). Such channels can include: advertising, publicity, direct marketing, personal selling and
sales promotion. A versatile and balanced promotional mix is vital for a seller to succeed in sales. Personal
selling building on a face-to-face contact process between the seller and the buyer enables the seller to achieve
sales goals and build long-term relationships with customers (Kotler & Armstrong, 2018). Personal selling
efforts increase consumer knowledge of the products enabling purchase decisions (Kotler & Keller, 2009). By
personal selling, sales people convince prospective buyers of the advantages that the products have and eliminate
consumer doubts about the products (Sridhar & Lyngdoh, 2019; Erevelles & Fukawa, 2013). However, extant
literature does not discuss adequately how knowledge is transferred from the manufacturer to the buyer through
the value chain to facilitate personal selling.
2. Objective of the Paper
The objective of this concept paper is to explain how sequential coherence can be used as a success factor in
personal selling of technology products. We first present a literature review by highlighting scholarly work of
prior researchers to establish connections between knowledge transfer and personal selling success. Next, we
describe sequential coherence and its measurable dimensions. Factors that can influence sequential coherence in
the context of personal selling are highlighted as the final section of the literature review. Then, we present a
conceptual model with a brief note on operationalization followed by a discussion and a conclusion.
13

ijms.ccsenet.org

International Journal of Marketing Studies

Vol. 12, No. 2; 2020

3. Significance of the Paper
Extant literature mostly covers upstream knowledge transfer where the focus has been on how organizations can
acquire customer knowledge. However, our paper mainly discusses downstream knowledge transfer where the
focus is on how product knowledge is transferred from the manufacturer to the end user. Furthermore, to our best
of knowledge this is the first attempt in using sequential coherence as a concept in explaining knowledge needs
in sales. The proposed conceptual model can assist researchers when they are empirically testing and validating
the relevant knowledge flows.
4. Literature Review
4.1 Knowledge & Personal Selling
In the competitive business environment, sales play a vital role (Moradi et al., 2013). Knowledge management
and sales are interconnected along the value chain (Schlegelmilch & Penz, 2002; Farhikhteh et al., 2020). As
Davenport et al. (1998) define knowledge is information combined with experience, context, interpretation and
reflection. Effective knowledge transfer enhances organizational performance measured by, for example,
increased profitability and market share (Susanty et al., 2012). An organization’s capacity to learn is influenced
by its prior related knowledge (Cohen & Levinthal, 1990). Troilo (2006) emphasizes three places where market
related knowledge resides: localized knowledge with individual actors, interactions within a community of
practice in the organization, and interactions of the marketing department of the organization with other
departments and with external actors. Knowledge is useful to an organization when it is transferred to the
organization, integrated with the existing knowledge of the organization and applied in practice (Yang et al.,
2011). Arnette and Wittmann (2014) emphasize that sales benefit from tacit knowledge exchange about the
markets. Customer relationship knowledge is mostly tacit and transferred via conversations (Bennett & Gabriel,
1999; Edvinsson, 1996).
Anderson (1983) has described procedural knowledge and declarative knowledge. Procedural knowledge
includes knowledge and scientific theory. Declarative knowledge (Szymanski, 1988) takes in to consideration
the contexts that organizations are embedded in when the organizations intend to operate rationally. Declarative
knowledge is also called contextual knowledge. Knowledge transfer becomes difficult when the recipients do not
see the source of the knowledge as reliable, trustworthy and knowledgeable (Szulanski, 1996). Prior knowledge
helps organizations when they are making use of new information (Cohen & Levinthal, 1990; von Hippel, 1994).
The type of the technology has a strong influence on personal selling. For example, selling of technology
products that are based on sustainable technologies is relatively easy in comparison to selling products that are
based on disruptive technologies.
Although some current trends such as e-commerce undermine importance of personal selling there are many
other trends enhancing the importance of building strong relationships through personal selling (Arli et al., 2018).
Palmatier et al. (2006) suggest that relationship selling is more effective when the relationships are built with an
individual person than when the relationships are built with an organization. Business-to-business selling has
evolved over the years more and more towards a consultative and solution-selling approach. In parallel, buyers
have become better informed and more demanding (Paesbrugghe et al., 2018). To succeed in personal selling of
technology products, Sharma et al. (2008) suggest a demand driven approach where the attention is on the
strategies of the buying firm. Churchill (1985) has suggested that future research should focus more on
‘influenceable’ factors such as skill levels, role perceptions and motivation instead of enduring’ factors such as
aptitudes and personal traits. Coletti and Tubridi (1993) have argued that the discrepancies within the sales
people of the same organization increase as sales jobs are moving towards greater task specializations.
Personal selling can be described as personal communication of information to persuade a prospective customer
to buy a product (Futrell, 1992; Santosa et al., 2020). Due to the fact that face-to-face communication with
customers happens in personal selling, the messages have to be more persuasive than in advertising or publicity
(Jhonston & Marshall, 2003). Unlike multi-channel retailing which has received considerably increasing
academic attention, there is a dearth of theoretical frameworks concerning business-to-business selling
(Rodriguez et al., 2014).
Lehtimaki et al. (2008) emphasize the importance of knowledge management when selling projects. Loebecke et
al. (1999) describe the paradoxical situation in co-petition where knowledge shared for cooperation may also be
used for competition. In a typical setting, the manufacturer should transfer knowledge to the reseller who would
then transfer the knowledge to the distributor. The distributor transfers the knowledge to the retailer who in turn
transfers the knowledge to the buyer. In case the end user is different there will be knowledge transfer from the
buyer to the end user. In accordance, product knowledge is transferred along the value chain and each transferor
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has to convince the respective transferee.
4.2 Sequential Coherence
Sequential coherence refers to the reciprocal result of the pushing effects induced by individuals of a teaching
firm and the pulling effects induced by individuals of a learning firm that enables knowledge to flow across the
boundaries of firms (Yapa et al., 2019a). Sequential coherence can be measured by the ability and willingness to
teach by the individuals in the teacher firm and the ability and readiness to learn by the individuals in the student
firm. The knowledge transfer can take place between individuals or between teams. Sequential coherence goes
beyond the knowledge value chain (Chyi Lee & Yang, 2000). In the knowledge value chain, the focus is on the
organization only; whereas sequential coherence covers the whole industry value chain. With an understanding
of sequential coherence, managers can ensure smooth knowledge flows across the boundaries of firms and take
corrective measures.
Complex information characteristically is more ambiguous (Ottesen & Gronhoug, 2004) and the complexity of
information is a barrier to effective knowledge transfer (Simonin, 1999). Choices and attributes of information
providers and information users can also be barriers to effective knowledge transfer. Furthermore, such barriers
can be created because of volume and characteristics of the information itself (Von Hippel, 1994).
When using sequential coherence to understand knowledge flows across the boundaries of firms, the focus is
shifted from observing the organizations to observing the individuals that facilitate the knowledge flows. It is the
willingness and ability of individuals in the teacher firm and readiness and ability of individuals in the student
firm that enable the smooth flow of knowledge. Although, sequential coherence was originally introduced to
better understand knowledge flows across boundaries of firms, we see ample opportunities in using sequential
coherence for increasing understanding in other business contexts, among others, is personal selling.
4.3 Factors that Can Influence Knowledge Flows
Social capital influences the success of selling especially in knowledge intensive contexts (Mangus et al., 2020;
Ustuner, 2005; Chen et al., 2020). Social capital influences knowledge transfer and knowledge absorption which
are important for effective selling (Yang et al., 2011; Kang et al., 2019). Nahapiet and Ghoshal (1998) describe
three dimensions of social capital: structural, relational and cognitive. Kano (2018) emphasizes the importance
of relational capital in enhancing global value chain efficiencies. Reagens and Zuckerman (2001) divide social
capital into internal and external social capital. The internal network of a team represents internal social capital;
and the external network of a team represents external social capital (Katz & Lazer, 2001).
The difficulty of evaluating the quality of the product prior to purchasing and consuming, and also in some cases
even after consuming is a challenge in the relationship between the seller and the buyer (Tam & Wong, 2001).
Crosby et al. (1990) define contact intensity as the duration and the frequency of interactions between the seller
and the customer. We argue that contact intensity is a determinant of sequential coherence. In creating and
maintaining personal relationships among parties, information disclosure is an important variable (Ritzen, 2020;
Tam & Wong, 2001).
Adequate rewards should be made available to encourage people to share their knowledge (Sharma & Garg,
2020; Danthanarayana et al., 2020; Disester, 2003; Szulanski, 1996; Nguyen et al., 2019). According to Osterloh
and Frey (2000) motivation to share knowledge is based on cost-benefit analyses. Knowledge sharing happens
when the perceived benefits equal or exceed the corresponding costs (Kelly & Thibaut, 1978). Rewards and
reciprocity are key benefits perceived when sharing knowledge (Ko et al., 2005; Lin, 2007).
Similarly, mutual trust is identified as an important factor in knowledge transfer (Wang et al., 2020; Zhang, 2020;
Joia, 2006; Foos et al., 2006; Davenport & Prusak, 2003; Massaro et al., 2019). Fink and Kessler (2010), Welter
(2012), Chae et al., (2020), Becerra et al. (2008), Geneste and Galvin (2013) also emphasize trust as a factor
influencing knowledge transfer.
5. New Conceptual Model
Based on our literature review, we developed a new conceptual model of sequential coherence shown in Figure 1
that helps to better understand knowledge flows in personal selling. The model describes how social capital,
contact intensity, trust and rewards influence sequential coherence.
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Figure 1. A new conceptual model of sequential coherence that helps to better understand knowledge flows in
personal selling
We suggest conducting a quantitative study with an appropriate sample to validate the hypotheses of the
conceptual model presented in Figure 1. The dimensions shown in Table 1 below can assist the researchers to
identify the relevant indicators to measure the independent variables.
Table 1. Dimensions of the independent variables
Variable
Social capital

Contact intensity
Mutual trust

Rewards

Dimensions
Structural, cognitive and relational social capital
Trust based ties
Strong cooperation agreements
Duration of interactions
Frequency of interactions
Personal relationships
Information disclosure

Cost-benefit analyses
Perceived benefits and corresponding costs

Authors/Year
Chen et al., 2020; Mangus et al., 2020; Inkpen & Tsang, 2005
Mu et al., 2008; Kang et al., 2019
Perez-luno et al., 2011
Wang et al., 2019; Ohiomah et al., 2019; Crosby et al., 1990
Narayanan & Raja, 2020; Zhang, 2020; Joia, 2006; Chae et al.,
2020; Foos et al., 2006; Wang et al., 2020; Shrama & Klein,
2020; Davenport & Prusak, 2003; Roberts, 2000; Massaro et al.,
2019, Fink & Kessler, 2010; Welter, 2012
Sharma & Garg, 2020; Disterer, 2003; Szulanski, 1996; Hansen
et al., 1999; Leonard & Senesiper, 1998; O’Del & Grayson, 1998;
Davenport & Prusak, 2003; Nguyen et al., 2019

6. Discussion and Conclusion
Customer purchase decisions are influenced by product knowledge and personal selling is an important source of
such knowledge (Jefriansyah et al., 2018; Sridhar & Lyngdoh, 2019; Huang, 2019; Kasemsap, 2019). Hindrance
to the required knowledge flows from one entity to another along the value chain may create problems in
convincing the next party or even lead to a complete standstill in the sales dialogue. Therefore, the seller should
be able to quickly scan the upstream and downstream participants in the value chain as regards to smooth
knowledge flow. When appropriate, the seller should be equipped to take appropriate corrective actions. Given
the time and effort exerted on selling technology-based products such as software, automobiles, chemicals,
pharmaceuticals, engineering equipment, insurance plans, and investment banking it is of utmost importance to
ensure that appropriate product knowledge is transferred in a convincing manner so that the purchase decision is
made.
Increasing inter-organizational collaborations and distributive forms of organizations demand knowledge
transfer among organizations where information about each other is asymmetric and incomplete (Lin et al.,
2005). The necessity to pay attention to knowledge flows beyond the firm’s boundaries is essential. Wortuba
(1991) suggests the evolution of selling over five stages: provider, persuader, prospector, problem-solver, and
procreator. Reverse knowledge transfers (Kogut & Mello, 2017), co-creation (Paswan et al., 2014) and
crowdsourcing (Fang et al., 2014) practices make it essential for organizations to understand technology trends
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and market trends to retain competitiveness. Therefore, it is important to pay attention to sequential coherence in
personal selling to ensure that knowledge transfer happens smoothly.
Sequential coherence allows knowledge to flow across the boundaries of firms, from one entity to another (Yapa
et al., 2019b). Crossing the boundaries means changing the medium. It is like moving from one vessel to another.
Product knowledge that is necessary for end users to benefit from the product and make purchase decisions
(Jefriansyah et al., 2018; Farhikhteh et al., 2020) should essentially pass down from upstream players to
downstream. This will also ensure transparency, ethical practices and sustainable relationships along the value
chain.
As the purchase decision is made with an emphasis on comparing the perceived benefits with the corresponding
costs (Itani et al., 2019; Silva et al., 2019; Chang & Wildt, 1994), the seller must pay much attention to how the
seller can convince prospective buyers. Relevant product knowledge is needed by the buyer in order to make a
rational decision. We argue that sequential coherence is a success factor in personal selling of technology-based
products.
References
Anderson, J. R. (1983). The Architecture of Cognition. Harvard University Press, Cambridge, Massachusetts,
USA.
Arli, D., Bauer, C., & Palmatier, R. W. (2018). Relational selling: Past, present and future. Industrial Marketing
Management, 69, 169–184. https://doi.org/10.1016/j.indmarman.2017.07.018
Arnett, D. B., & Wittmann, C. M. (2014). Improving marketing success: The role of tacit knowledge exchange
between
sales
and
marketing.
Journal
of
Business
Research,
67(3),
324–331.
https://doi.org/10.1016/j.jbusres.2013.01.018
Becerra, M., Lunnan, R., & Huemer, L. (2008) Trustworthiness, risk, and the transfer of tacit and explicit
knowledge between alliance partners. Journal of Management Studies, 45(4), 691–713.
https://doi.org/10.1111/j.1467-6486.2008.00766.x
Bennett, R., & Gabriel, H. (1999). Organizational factors and knowledge management within large marketing
departments: A an empirical study. Journal of Knowledge Management, 3(3), 212–225.
https://doi.org/10.1108/13673279910288707
Chae, H., Kim, S., Lee, J., & Park, K. (2020). Impact of product characteristics of limited-edition shoes on
perceived value, brand trust, and purchase intention; focused on the scarcity message frequency. Journal of
Business Research. https://doi.org/10.1016/j.jbusres.2019.11.040
Chang, T. Z., & Wildt, A. R. (1994). Price, product information, and purchase intention: An empirical study.
Journal of the Academy of Marketing Science, 22(1), 16–27. https://doi.org/10.1177/0092070394221002
Chen, X., Ma, J., Wei, J., & Yang, S. (2020). The role of perceived integration in WeChat usages for seeking
information and sharing comments: A social capital perspective. Information & Management.
https://doi.org/10.1016/j.im.2020.103280
Churchill, G. A. Jr, Ford, N. M., Hartley, S. W., & Walker, O. C. Jr. (1985). The determinants of salesperson
performance:
A
meta-analysis.
Journal
of
Marketing
Research,
22,
103–118.
https://doi.org/10.1177/002224378502200201
Chyi Lee, C., & Yang, J. (2000). Knowledge value chain. Journal of Management Development, 19(9), 783–794.
https://doi.org/10.1108/02621710010378228
Cohen, W. M., & Levinthal, D. A. (1990). Absorptive capacity: Aa new perspective on learning and innovation.
Administrative Science Quarterly, 35, 128–152. https://doi.org/10.2307/2393553
Colletti, J., & Tubridy, G. (1993). Reinventing the Sales Organization. Alexander Group, Scottsdale, Arizona,
USAZ.
Crosby, L. A., Evans, K. R., & Cowles, D. (1990). Relationship quality in services selling: Aan interpersonal
influence perspective. Journal of Marketing, 54, 68–81. https://doi.org/10.1177/002224299005400306
Danthanarayana, C. P., Kumara, P. H. T., Wijesundara, W. G. S. R., & Sutha, J. (2020). The Effect of
Knowledge Sharing Practices on Employees’ Knowledge and Capabilities in the Hotel Industry in Sri
Lanka. In Travel and Tourism: Sustainability, Economics, and Management Issues (pp. 171–192). Springer,
Singapore. https://doi.org/10.1007/978-981-10-7068-6_11

17

ijms.ccsenet.org

International Journal of Marketing Studies

Vol. 12, No. 2; 2020

Davenport, T., & Prusak, L. (2003). Conhecimento Empresarial: Como as Organisações Gerenciam Seu Capital
(12th ed.). Elsevier, Rio de Janeiro, Brazil.
Dennis, A. R., Yuan, L., Feng, X., Webb, E., & Hsieh, C. J. (2020). Digital Nudging: Numeric and Semantic
Priming in E-Commerce. Journal of Management Information Systems, 37(1), 39–65.
https://doi.org/10.1080/07421222.2019.1705505
Disterer, G. (2003). Fostering knowledge sharing: Why and how? In A. Reis & P. Isaias (Eds), Proceedings of
the IADIS International Conference e‐Society 2003 (pp. 219–226). Lisbon, Portugal.
Edvinsson, L. (1996). Developing a model for managing intellectual capital. European Management Journal,
14(4), 356–364. https://doi.org/10.1016/0263-2373(96)00022-9
Erevelles, S., & Fukawa, N. (2013). The role of affect in personal selling and sales management. Journal of
Personal Selling & Sales Management, 33(1), 7–24. https://doi.org/10.2753/PSS0885-3134330102
Fang, M., Yin, J., & Tao, D. (2014, June). Active learning for crowdsourcing using knowledge transfer. In
Twenty-Eighth AAAI Conference on Artificial Intelligence.
Farhikhteh, S., Kazemi, A., Shahin, A., & Shafiee, M. M. (2020). How competitiveness factors propel SMEs to
achieve competitive advantage? Competitiveness Review: An International Business Journal.
https://doi.org/10.1108/CR-12-2018-0090
Fink, M., & Kessler, A. (2010). Cooperation, trust and performance—empirical results from three countries. Br J
Manag, 21(2), 469–483.
Foos, T., Schum, G., & Rothenberg, S. (2006). Tacit knowledge transfer and the knowledge disconnect. Journal
of Knowledge Management, 10(1), 6–18. https://doi.org/10.1108/13673270610650067
Futrell, C. (1992). Personal Selling: How to Succeed in Sales. Irwin, Burr Ridge, IL.
Geneste, L. A., & Galvin, P. (2013). Trust and knowledge acquisition by small and medium-sized firms in weak
client-firm exchange relationships. International Small Business Journal: Researching Entrepreneurship,
33, 277–298. https://doi.org/10.1177/0266242613497379
Hansen, M., Nohria, N., & Tierney, T. (1999). What’s your strategy for managing knowledge? Harvard Business
Review, March‐April, 1–10.
Huang, D. (2019). Research into the application of linguistic adaptation theory in personal selling
communication.
Theory
and
Practice
in
Language
Studies,
9(3),
261–270.
https://doi.org/10.17507/tpls.0903.02
Inkpen, A. C., & Tsang, E. W. (2005). Social capital, networks, and knowledge transfer. Academy of
Management Review, 30(1), 146–165. https://doi.org/10.5465/amr.2005.15281445
Itani, O. S., Kassar, A. N., & Loureiro, S. M. C. (2019). Value get, value give: The relationships among
perceived value, relationship quality, customer engagement, and value consciousness. International Journal
of Hospitality Management, 80, 78–90. https://doi.org/10.1016/j.ijhm.2019.01.014
Jefriansyah, F., Wahdiniwaty, R., Suryadi, K., & Aprilliani, D. S. (2018). Improving Product Knowledge
Through Personal Selling Activities. In International Conference on Business, Economic, Social Science
and Humanities (ICOBEST 2018). Atlantis Press. https://doi.org/10.2991/icobest-18.2018.50
Jeng, S. P., & Lo, M. F. (2019). Lowest price guarantees on airline websites: Perceived believability, perceived
value, and purchase intentions. Journal of Air Transport Management, 75, 85–91.
https://doi.org/10.1016/j.jairtraman.2018.12.002
Johnston, M. W., & Marshall, G. W. (2003). Sales Force Management (7th ed.). McGraw-Hill, Boston, MA.
Joia, L. A. (2006). Distributive knowledge transfer processes in G2G endeavours: a heuristic frame. In R.
Traunmüller (Ed.), Knowledge Transfer for eGovernment: Seeking Better eGovernment Solutions (pp.
170–183). Trauner Verlag Universität, Linz.
Kang, D., Ryu, S., & Lee, S. H. (2019). I need to be your only friend: the effect of salesperson network centrality
on opportunistic behavior. Journal of Personal Selling & Sales Management, 39(2), 159–171.
https://doi.org/10.1080/08853134.2019.1572511
Kano, L. (2018). Global value chain governance: A relational perspective. Journal of International Business
Studies, 49(6), 684–705. https://doi.org/10.1057/s41267-017-0086-8

18

ijms.ccsenet.org

International Journal of Marketing Studies

Vol. 12, No. 2; 2020

Kasemsap, K. (2019). Facilitating customer relationship management in modern business. In Advanced
Methodologies and Technologies in Digital Marketing and Entrepreneurship (pp. 44–56). IGI Global.
https://doi.org/10.4018/978-1-5225-7766-9.ch004
Katz, N., & Lazer, D. (2001). Building effective intra‐organizational networks: the role of teams. Working
paper, Kennedy School of Governance, Harvard University, Cambridge.
Kelly, H., & Thibaut, J. (1978). Interpersonal Relations: A Theory of Interdependence. John Wiley & Sons, New
York, NY.
Ko, D.-G., Kirsch, L. J., & King, W. R. (2005). Antecedents of knowledge transfer from consultants to clients in
enterprise system implementations. MIS Quarterly, 29(1), 59–85. https://doi.org/10.2307/25148668
Kogut, C. S., & Mello, R. C. D. (2017). Reverse knowledge transfer in multinational companies: A systematic
literature
review.
BAR-Brazilian
Administration
Review,
14(1).
https://doi.org/10.1590/1807-7692bar2017160097
Kotler, P., & Armstrong, G. M. (2018). Marketing Mix: Selected Chapters From: Principles of Marketing, Philip
Kotler and Gary Armstrong. Pearson.
Kotler, P., & Keller, K. L. (2009). Marketing Management. New Jersey, USA: Pearson Education, Inc.
Ku, H. H., Wang, S. H., & Chiang, H. W. (2020). Framing a promotional offer as free-with-purchase or as a
bundle? The perspective of information salience. Marketing Intelligence & Planning.
https://doi.org/10.1108/MIP-04-2019-0198
Lehtimäki, T., Simula, H., & Salo, J. (2009). Applying knowledge management to project marketing in a
demanding technology transfer project: Convincing the industrial customer over the knowledge gap.
Industrial Marketing Management, 38(2), 228–236. https://doi.org/10.1016/j.indmarman.2008.12.008
Leonard, D., & Sensiper, S. (1998). The role of tacit knowledge in group innovation. California Management
Review, 40(3), 112–132. https://doi.org/10.2307/41165946
Lin, H. F. (2007). Effects of extrinsic and intrinsic motivation on employee knowledge sharing intentions.
Journal of Information Science, 33(2), 135–149. https://doi.org/10.1177/0165551506068174
Lin, L., Geng, X., & Whinston, A. B. (2005). A sender-receiver framework for knowledge transfer. MIS
Quarterly, 197–219. https://doi.org/10.2307/25148677
Loebbecke, C., van Fenema, P. C., & Powell, P. (1998). Co-opetition and knowledge transfer. ACM SIGMIS
Database:
the
DATABASE
for
Advances
in
Information
Systems,
30(2).
https://doi.org/10.1145/383371.383373
Mangus, S. M., Bock, D. E., Jones, E., & Folse, J. A. G. (2020). Examining the effects of mutual information
sharing and relationship empathy: A social penetration theory perspective. Journal of Business Research,
109, 375–384. https://doi.org/10.1016/j.jbusres.2019.12.019
Massaro, M., Moro, A., Aschauer, E., & Fink, M. (2019). Trust, control and knowledge transfer in small
business
networks.
Review
of
Managerial
Science,
13(2),
267–301.
https://doi.org/10.1007/s11846-017-0247-y
McEachern, M. G., & Warnaby, G. (2008). Exploring the relationship between consumer knowledge and
purchase behaviour of value‐based labels. International Journal of Consumer Studies, 32(5), 414–426.
https://doi.org/10.1111/j.1470-6431.2008.00712.x
Moradi, M., Aghaie, A., & Hosseini, M. (2013). Knowledge-collector agents: Applying intelligent agents in
marketing decisions with knowledge management approach. Knowledge-Based Systems, 52, 181–193.
https://doi.org/10.1016/j.knosys.2013.08.014
Mu, J., Peng, G., & Love, E. (2008). Interfirm networks, social capital, and knowledge flow. Journal of
Knowledge Management, 12(4), 86–100. https://doi.org/10.1108/13673270810884273
Nahapiet, J., & Ghoshal, S. (1998). Social capital, intellectual capital and the organizational advantage. Academy
of Management Review, 23(2), 242–266. https://doi.org/10.5465/amr.1998.533225
Narayanan, M., & Raja, B. (2020). Consumer Purchase Decision and Satisfaction of Digital Marketing in India.
Our Heritage, 68(1), 5190–5194.
Nguyen, T. M., Nham, T. P., Froese, F. J., & Malik, A. (2019). Motivation and knowledge sharing: a
meta-analysis of main and moderating effects. Journal of Knowledge Management, 23(5), 998–1016.
19

ijms.ccsenet.org

International Journal of Marketing Studies

Vol. 12, No. 2; 2020

https://doi.org/10.1108/JKM-01-2019-0029
O’Dell, C., & Grayson, C. J. (1998). If only we knew what we know: identification and transfer of internal best
practices. California Management Review, 40(3), 154–174. https://doi.org/10.2307/41165948
Ohiomah, A., Andreev, P., Benyoucef, M., & Hood, D. (2019). The role of lead management systems in inside
sales
performance.
Journal
of
Business
Research,
102,
163–177.
https://doi.org/10.1016/j.jbusres.2019.05.018
Osterloh, M., & Frey, B. S. (2000). Motivation, knowledge transfer, and organizational forms. Organization
Science, 11(5), 538–550. https://doi.org/10.1287/orsc.11.5.538.15204
Ottesen, G., & Grønhaug, K. (2004). Barriers to practical use of academic marketing knowledge. Marketing
Intelligence & Planning, 22(5), 520–530. https://doi.org/10.1108/02634500410551905
Paesbrugghe, B., Sharma, A., Rangarajan, D., & Syam, N. (2018). Personal selling and the purchasing function:
where do we go from here? Journal of Personal Selling & Sales Management, 38(1), 123–143.
https://doi.org/10.1080/08853134.2018.1425881
Palmatier, R. W., Dant, R. P., Grewal, D., & Evans, K. R. (2006). Factors influencing the effectiveness of
relationship
marketing:
a
meta-analysis.
Journal
of
Marketing,
70(4),
136–153.
https://doi.org/10.1509/jmkg.70.4.136
Paswan, K., D’Souza, A., & Rajamma, K. R. (2014). Value co-creation through knowledge exchange in
franchising. Journal of Services Marketing, 28(2), 116–125. https://doi.org/10.1108/JSM-09-2013-0254
Pérez-Luño, A., Medina, C. C., Lavado, A. C., & Rodríguez, G. C. (2011). How social capital and knowledge
affect
innovation.
Journal
of
Business
Research,
64(12),
1369–1376.
https://doi.org/10.1016/j.jbusres.2011.01.014
Reagans, M. A. R., & Zuckerman, E. W. (2001). Networks, diversity and productivity: the social capital of
corporate R&D teams. Organization Science, 12, 502–517. https://doi.org/10.1287/orsc.12.4.502.10637
Ritzen, J. (2020). Making ideas work for society: university cooperation in knowledge transfer. In Successful
global collaborations in higher education institutions (pp. 51–62). Springer, Cham.
https://doi.org/10.1007/978-3-030-25525-1_6
Roberts, J. (2000). From know‐how to show‐how? Questioning the role of information and communication
technologies in knowledge transfer. Technology Analysis and Strategic Management, 12(4), 429–443.
https://doi.org/10.1080/713698499
Rodriguez, M. L., Dixon, A., & Peltier, W. J. (2014). A review of the interactive marketing literature in the
context of personal selling and sales management: a research agenda. Journal of Research in Interactive
Marketing, 8(4), 294–308. https://doi.org/10.1108/JRIM-06-2014-0035
Rowley, J. (1998). Promotion and marketing communications in the information marketplace. Library Review,
47(8), 383–387. https://doi.org/10.1108/00242539810239543
Santosa, S., Resi, P. T., Widiyanto, G., & Sutrisna, S. (2020). Measuring Attribute of Product of Vegetable Salad
of “Mamake” Micro Business of Buddhist Community Group at Buddhi Vardhana Temple in Tangerang
City. Primanomics: Journal Ekonomi & Bisnis, 18(1), 35–44.
Schlegelmilch, B. B., & Penz, E. (2002). Knowledge management in marketing. The Marketing Review, 3(1), 5–19.
https://doi.org/10.1362/146934702321477208
Şen Küpeli, T., & Özer, L. (2020). Assessing perceived risk and perceived value in the hotel industry: An
integrated approach. Anatolia, 1–20. https://doi.org/10.1080/13032917.2020.1711785
Sharma, A., & Garg, A. (2020). Knowledge Transfer: An Empirical Study on Factors Yielding the Effectiveness
of the Academia–Industry Interface (With Special Reference to Moradabad City). Manag Econ Res J, 6,
11645.
Sharma, A., Iyer, G. R., & Evanschitzky, H. (2008). Personal selling of high-technology products: The
solution-selling
imperative.
Journal
of
Relationship
Marketing,
7(3),
287–308.
https://doi.org/10.1080/15332660802409639
Sharma, V. M., & Klein, A. (2020). Consumer perceived value, involvement, trust, susceptibility to interpersonal
influence, and intention to participate in online group buying. Journal of Retailing and Consumer Services,
52, 101946. https://doi.org/10.1016/j.jretconser.2019.101946

20

ijms.ccsenet.org

International Journal of Marketing Studies

Vol. 12, No. 2; 2020

Silva, J., Pinho, J. C., Soares, A., & Sá, E. (2019). Antecedents of online purchase intention and behaviour:
uncovering unobserved heterogeneity. Journal of Business Economics and Management, 20(1), 131–148.
https://doi.org/10.3846/jbem.2019.7060
Simonin, B. L. (1999). Ambiguity and the process of knowledge transfer in strategic alliances. Strategic
Management
Journal,
20(7),
595–623.
https://doi.org/10.1002/(SICI)1097-0266(199907)20:7<595::AID-SMJ47>3.0.CO;2-5
Sridhar, G., & Lyngdoh, T. (2019). Flow and Information Sharing as Predictors of Ethical Selling Behavior.
Journal of Business Ethics, 158(3), 807–823. https://doi.org/10.1007/s10551-017-3743-8
Susanty, A., Handayani, N. U., & Henrawan, M. Y. (2012). Key success factors that influence knowledge
transfer effectiveness: a case study of Garment Sentra at Kabupaten Sragen. Procedia Economics and
Finance, 4, 23–32. https://doi.org/10.1016/S2212-5671(12)00317-6
Szulanski, G. (1996). Exploring internal stickiness: impediments to the transfer of best practice within the firm.
Strategic Management Journal, 17, 27–43. https://doi.org/10.1002/smj.4250171105
Szymanski, D. M. (1988). Determinants of selling effectiveness: the importance of declarative knowledge to the
personal selling concept. Journal of Marketing, 52(1), 64–77. https://doi.org/10.1177/002224298805200106
Tam, J. L., & Wong, Y. H. (2001). Interactive selling: a dynamic framework for services. Journal of Services
Marketing, 15(5), 379–396. https://doi.org/10.1108/EUM0000000005656
Troilo, G. (2006). Marketing Knowledge
https://doi.org/10.4337/9781781954379

Management.

Edward

Elgar,

Northampton,

MA.

Üstüner, T. (2005). Selling in knowledge intensive contexts: the role of social capital. Doctoral dissertation,
Harvard Business School, Boston, MA.
Von Hippel, E. (1994). Sticky information and the locus of problem solving: implications for innovation.
Managment Science, 40(4), 429–439. https://doi.org/10.1287/mnsc.40.4.429
Wang, J., Tao, J., & Chu, M. (2020). Behind the label: Chinese consumers’ trust in food certification and the
effect of perceived quality on purchase intention. Food Control, 108, 106825.
https://doi.org/10.1016/j.foodcont.2019.106825
Wang, W. L., Malthouse, E. C., Calder, B., & Uzunoglu, E. (2019). B2B content marketing for professional
services: In-person versus digital contacts. Industrial Marketing Management, 81, 160–168.
https://doi.org/10.1016/j.indmarman.2017.11.006
Wang, Y., & Hazen, B. T. (2016). Consumer product knowledge and intention to purchase remanufactured
products.
International
Journal
of
Production
Economics,
181,
460–469.
https://doi.org/10.1016/j.ijpe.2015.08.031
Welter, F. (2012). All you need is trust? A critical review of the trust and entrepreneurship literature.
International Small Business Journal: Researching Entrepreneurship, 30(4), 193–212.
https://doi.org/10.1177/0266242612439588
Wotruba, T. R. (1991). The evolution of personal selling. Journal of Personal Selling & Sales Management,
11(3), 1–12.
Yang, J., Brashear Alejandro, T. G., & Boles, J. S. (2011). The role of social capital and knowledge transfer in
selling center performance. Journal of Business & Industrial Marketing, 26(3), 152–161.
https://doi.org/10.1108/08858621111115877
Yapa, S. R., Senathiraja, R., Poesche, J., & Kauranen, I. (2019a). Sequential Coherence: A Novel Determinant of
Open Innovation Performance. American Journal of Industrial and Business Management, 9, 1781–1799.
https://doi.org/10.4236/ajibm.2019.99117
Yapa, S. R., Senathiraja, R., Poesche, J., & Kauranen, I. (2019b). Why adoption of some Technologies is faster?
An Explanation through Sequential Coherence. Sri Lanka Journal of Management Studies, 1(11), 58–74.
Zhang, M. J. (2020). Interpersonal Trust and Knowledge Seeking in China. In Current Issues and Trends in
Knowledge
Management,
Discovery,
and
Transfer
(pp.
127–147).
IGI
Global.
https://doi.org/10.4018/978-1-7998-2189-2.ch006

21

ijms.ccsenet.org

International Journal of Marketing Studies

Vol. 12, No. 2; 2020

Copyrights
Copyright for this article is retained by the author, with first publication rights granted to the journal.
This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/4.0/).

22

