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Abstract

In order to increase chances of success and reduce uncertainty and failure along the launch process
of new products, especially innovative ones, it is important that the R&D and the Marketing de-
partments of an organization work in an integrated manner. In this context, the present study
sought to identify the level of integration between the R&D and Marketing departments of a Brazili-
an manufacturer of cosmetic raw materials. The aims were: to find the determinants of the level of
required integration; to point out the determinants of the level of achieved integration; to deter-
mine the level of importance of each analyzed item; and to diagnose the elements to be dealt with
primarily, based on the model proposed by Gupta, Raj and Wilemon. The data consisted of collected
material: first, meetings were held with the R&D and Marketing director; and once the data collec-
tion instrument had been elaborated with closed questions, answers were obtained by the supervi-
sors, managers and senior managers of the company. After data analysis, tables were organized to
show the determinants of required integration level, achieved integration level, and representa-
tiveness, valuation and results of the company's integration level. The results show an active and
productive integration and allow one to infer the company makes efforts to create and foster inte-
gration between the departments. Nonetheless, there is space for improvements. The study's limi-
tations stem from the impossibility to generalize the results due to the method used and due to the
fact that the research was conducted in one company only.
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Introduction

The globalized market, marked by intense technological advance, speed of
change in the most diverse areas and transformations in modes of consumption, have
imposed a new dynamic on organizations when it comes to developing and launching
new products.

In order to meet, adapt, and survive in this new environment, organizations
must direct their efforts to formulate a competitive strategy to relate the company with
its environment. Since the organizational environment is very broad and encompasses
both social and economic aspects, the main aspect to be considered are the industries
with which it competes (PORTER, 2004).

In this context, one way to stand out among competitors is through innovation.
Innovation has the power to redefine an industry and is not limited to growth and
survival, but includes the ability to decisively influence the direction of the industry
(DAVILA; EPSTEIN; SHELTON; 2007).

In this respect, a division of tasks seems to be rational. Developmental stages of
innovation would be left to scientists hired to develop and maintain technology,
whereas everything related to making such innovation available to the market would
be under the responsibility of the Marketing department (GRIFFIN; HAUSER; 1996).

Integration between the R&D and Marketing departments is a recurring theme
in discussions on innovation management. Many academic and marketing studies have
been conducted aiming at understanding the main factors accounting for the success or
failure in the integration between departments, and special attention has been given to
the relationship between the R&D and the Marketing departments (SMETS; LANG-
ERAK; RIJSDIJK; 2013; GRIFFIN; HAUSER; 1996; BROCKHOFF; CHAKRABARTTI; 1988).

Over the last five years, a Brazilian manufacturer of cosmetic raw materials has
made efforts to integrate its R&D and Marketing departments through procedural and
behavioral initiatives. In this context, the present study aims to identify the level of
integration of the company's R&D and Marketing departments. The objectives include:
to find the determinants of the level of required integration; to point out the determi-
nants of the level of achieved integration; to determine the level of importance of each
analyzed item; and to diagnose the elements to be primarily dealt with.

In order to meet the proposed objectives, the theoretical basis used for identify-
ing the level of Integration between the R&D and the Marketing departments was the
model proposed by Gupta, Raj and Wilemon (1986), who have proposed a model for
studying the interface between R&D and Marketing and who pointed out some key
concepts for its understanding.

The study involved the participation of fifteen collaborators from the raw mate-
rials manufacturer - ten from the R&D department and five from the Marketing de-
partment.

The following was conducted: Face-to-face and interactive collective meetings,
individual distance meetings, and sending and receiving questionnaires. Aiming at
validating the results, a meeting with the innovation director was held to collect the
criticisms and suggestions, which were incorporated to the research after evaluation.

It was possible to verify that the levels of required and achieved integration
were practically the same. Results suggest that the company's efforts to foster and
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develop integration between departments is present, active and productive, even
though some elements may be improved.

Review-of-Literature

Technological innovation may provide the potential needed to change the status
of Companies and nations. It may contribute to increased sales and profits, as well as to
the well-being and security of the individual and of the nation. Innovation is comprised
of two parts: generating an idea or invention and the conversion of such invention into
a business or its application to something useful (ROBERTS, 2007).

In this respect, dividing tasks seems rational. Developmental stages of innova-
tion should be left to scientists hired to develop and maintain technology, whereas
everything related to making such innovation available to the market should be under
the responsibility of the Marketing department. Over time, by following this pattern,
the two groups grew apart, becoming experts in their own function and unaware of the
importance and competitive differential their integrated work could bring to the com-
pany (GRIFFIN; HAUSER; 1996).

The lack of integration between the R&D and the Marketing departments is
pointed out in many studies as one of the main factors accounting for the failure in the
development of new products. Although integration between departments is perceived
as essential in the success of developing new products, the level of integration is still
low (GUPTA, ROGERS, 1991; GUPTA, RAJ, WILEMON, 1986; OFEK, SARVARY, 2003;
BROCKHOFF, CHAKRABART], 1988).

In today's competitive environment, successful companies are the ones that de-
velop products and services that meet their consumers' needs and demands better
than their competitors. Satisfying customer needs is, in effect, a prerequisite for the
viability of an industry and the companies within it (PORTER, 1989).

The more innovative the product development project, the greater the need for
integration between the R&D and the Marketing areas (FAIN, KLINE, DUHOVNIK,
2011).

In most organizations, Marketing departments perceive R&D as an unfocused,
secondary and scientific function. In contrast, R&D departments perceive Marketing as
being too focused on financial returns and customer satisfaction, giving little or no
importance to technical barriers.

Kahn and Mentzer (1998) suggest that interaction alone does not seem to have a
direct effect on the success of the performance. In fact, the lack of a positive relation-
ship would affect the process. They propose that by simply increasing the number of
meetings and/or documentation of information exchange between departments would
not result in improved performances or integration level. Instead, they propose that it
may be appropriate to use interaction to establish a contact and then let collaboration
itself conduct the integration process.

Integration between R&D and Marketing is critical in the development of new
products (FAIN, KLINE, DUHOVNIK, 2011). Developing new products requires the
participation of several areas within the company, involving people with different
knowledge, skills, competencies and resources.

Cooperation between the two departments should be fostered by companies
that seek a competitive advantage and market leadership (GRIFFIN; HAUSER, 1996).
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Song and Parry (1993) argue that several studies point to the fact that the best results
in new product design come from companies where the R&D and the Marketing de-
partments have a harmonic relationship. Mutual respect and trust are essential factors
in this interrelationship.

Presumably, the Marketing department holds information related to the market.
Marketing professionals do not create needs, rather they identify them. Alongside oth-
er influential forces in society, such professionals influence desires (KOTLER, 2000).
The R&D department is made up of scientists hired to maintain and develop technolo-
gy. R&D may be responsible for establishing long-term research lines, keeping abreast
of competitive technologies, identifying and correcting design flaws for future versions
of the product, and so on. Responsibilities of the R&D and Marketing departments in
new product developments are neither independent nor static, making it difficult to
analyze them separately (GRIFFIN, HAUSER, 1996).

In the 1970s Souder and Chakrabarti (1978) identified that the problem of col-
laboration between functionally differentiated groups, such as R&D and Marketing, is
imminent. In their research, they pointed out that the main factors causing conflicts
among subunits are: mutual dependence on tasks, task-related asymmetry, differences
in reward criteria, functional specialization, dependency on common resources, and
ambiguities in job descriptions and expectations from these subunits. Reciprocal ac-
tions by the various sectors are necessary to achieve common organizational goals.
Furthermore, some organizational factors indicate the need for integration between
various departments. Under such circumstances, integration between functionally
separated groups becomes a necessity.

Even if the success of innovation is closely linked to the success in R&D and Mar-
keting integration, the level of integration must be proportional to the innovation
strategy and to the perceived environmental uncertainties.

In 1995, Griffin and Hauser from The International Center for Research on the
Management of Technology (MIT Sloan) developed a relevant academic research re-
view where they examine the impact of communication, cooperation, and integration
between R&D and Marketing on new product development. Griffin and Hauser related
the impact of cooperation with the level of organizational success advocating that
companies believe cooperation to be important and that they have been taking steps to
improve it. In this context, they point out some communication barriers to cooperation.
Among the main ones they list: personality, culture and worldview, language, organiza-
tion of responsibilities, and physical barriers. When linking empirical with scientific
evidence, they conclude that communication between R&D and Marketing is key to
success in new product development that will generate competitive advantage, and
that those barriers must be eliminated or at least circumvented if the company wishes
to remain profitable in the long run.

Gupta, Raj and Wilemon (1986) propose a model for studying the interface be-
tween R&D and Marketing and point out some key concepts for its understanding:

e How much integration is required? The level of integration between R&D and
Marketing will depend on the strategy adopted for the new products and on the per-
ceived environmental uncertainty;

e How much integration is achieved? The company's ability to achieve integra-
tion is affected by two factors: organizational factors and sociocultural factors;
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e Integration and innovation success: The discrepancy between the ideal re-
quired integration level and what is actually achieved may hinder innovation success.

Organizational
strategy
Percerved need
for integration
Environmental
uncertainty
Integration [nnovation
gap suCCess
Organizational *
factors
Degree of
integration
Individual
factors

Figure 1 - R&D and Marketing integration model
Source: Gupta, Raj, Wilemon, 1986, p.8.

Figure 1 outlines the approach of a model aimed at solving the problem of R&D
and Marketing integration, based on the identification of organizational strategies,
environmental uncertainties, organizational innovation context, and Sociocultural
differences between managers, technicians and experts.

Once these points have been identified, an analysis is conducted to reveal the
degree of perceived required integration, as well as the degree of achieved integra-
tion. The difference between the two values, i.e., the difference between the degree of
required integration and the degree of achieved integration, results in the integration
gap. This gap is precisely where the company must direct its efforts to allow the
equalization between the required and the actual integration.

The authors also point out the relevance of seeking answers to a preponderant
question in this context: to what extent can the environment determine the actions of
the organization and to what extent can the organization influence the environment?
(GUPTA, RAJ, WILEMON, 1986).

Methodology

Several methodological procedures were adopted to reach the objectives of the
research. Preliminary, face-to-face and distance meetings were held with the manager
responsible for the R&D and Marketing departments. Based on information from the
meetings and the conceptual model by Gupta, Raj and Wilemon (1986), a data collec-
tion instrument was developed. Next, the collected data was analyzed and the consid-
erations were elaborated.
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Individual Development Meeting

and group ofthedata | — Data —> to validate

meetings collection analysis results
instrument

Figure 2 - Research stages
Source: elaborated by the authors

The first step of the field research was to hold meetings with the innovation di-
rector and members of the R&D and Marketing departments, who presented their
expectations, syllogisms and the options regarding the research objectives.

The closed-ended questionnaire based on Gupta, Raj and Wilemon's model
(1986) was made available electronically to be answered individually and in an iso-
lated manner, so as to minimize interference and influences by hierarchical superiors
and peers.

Participating in this research stage were all employees with supervisory, sen-
ior management and management positions at the cosmetic raw materials manufac-
turer, totalizing fifteen individuals - ten from the R&D and five from the Marketing
department.

The third stage consisted of compiling the collected data and their analysis
based on the conceptual model.

In order to validate the results obtained, a meeting was held with the compa-
ny's innovation director to gather suggestions and criticisms, which were included in
the research after evaluation.

Discussion

The company under study is a cosmetic raw materials manufacturer. Founded
over 10 years ago, it has launched more than 200 products in the pharmaceutical and
cosmetic areas. In addition to developing partnerships with researchers from two
major universities, the company operates with an open innovation model that allows
strategic alliances both within Brazil and abroad. Its products and services are com-
mercialized in over 50 countries.

Up until the end of 2011 the Marketing and R&D areas were separated and did
not show great interaction. From 2012, the decision to unify the areas under a single
directorate was made. In 2014, the areas were again separated and showed no inte-
gration until the beginning of 2015. From that date, great effort was made to foster
interaction between the areas through procedural and behavioral initiatives. From
the procedural point of view, a series of practices were established to make market
evaluation compulsory prior to the initiation of research projects. Such analysis cor-
responds to the market intelligence performed by the Marketing department. After
gathering information such as predictions on investment returns, target costs and
competitors, among countless others, the project is ranked and then directed to the
R&D team, if approved. From the behavioral point of view, the management of both
areas has been making efforts to create an environment of greater harmony, trust
and transparency, so that the flow of information is more efficient and differences in
perception and concepts are minimized.
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Determinants of required integration level

The effects of both strategy and environment were analyzed to determine the
required integration level. The first question asked regarded the organizational
strategy adopted by the company.

Freeman (1974) and Parker (1978) state that there are six major types of in-
novation strategies available to companies: offensive, defensive, imitative, depend-
ent, traditional and opportunistic. In the development of their model, Gupta, Raj and
Wilemon (1986) propose that innovation strategy types can be better understood
through Miles and Snow's (1978) proposal. However, they do not rule out the validity
and relevance of the innovation strategy types pointed out by Freeman and Parker,
used in this study. Result analysis shows the that company adopts the imitative strat-
egy. This strategy model involves following the leader. R&D activities revolve around
scientific and technical areas. Subordinate, subcontracted or satellite companies
usually follow the strategy of other dominant companies. Changes are initiated by
dominant customers or by companies to which they supply products or services.

The second question concerned the ability of the company to anticipate envi-
ronmental uncertainties, a factor that plays a significant role in the need for integra-
tion between R&D and Marketing in new product development. It is the ability to
anticipate the effects of environmental uncertainties on the organizational structure
in order to deal with the different levels of information processing requirements.
Gupta, Raj and Wilemon (1986) point out that high environmental uncertainty tends
to require more information processing capacity and greater integration between
departments. On the other hand, a stable environment poses less threat, making or-
ganizations more predictable. Companies with lower uncertainty levels may be effec-
tive even if they have a lower degree of integration between their departments. Table
1 shows the company's ability to anticipate change.

Table 1 - Ability to anticipate change

ABILITY SCORE
Change of strategy 7
Change in competition 6
Change in technology 5
New consumer demands 6
Emergence of new competitors 5
New regulatory restrictions 7
Changes in Product Design 7

Source: elaborated by the authors
Note: 1=lowest ability; 10=highest ability

Porter (2004, p. 3) states that “The essence of formulating a competitive strat-
egy is to relate a company to its environment”. He also highlights the broadness of
the relevant environment in this analysis, which involves social and economic forces.
According to Mintzberg (2009, 32) “although the formulas for strategic change may
be easily developed, its management is difficult, especially when it involves changes
in perspective”. Table 1 shows that, on a scale of 1 to 10, the company's ability to
anticipate change in strategy is 7. This may mean the company has the ability to an-
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ticipate strategic changes to be adopted in order to maintain its competitiveness in
the market. As discussed by Porter and Mintzberg, in order to adapt to the market,
companies may decide to change their strategy. In that sense, the company studied is
perceived by its employees as having a good capacity to anticipate change.

Another ability to anticipate change that was studied regards competition. Por-
ter (2004, p.18) states that “for most industries a firm's competitive moves have
noticeable effects on its competitors and may therefore incite retaliation or efforts to
contain such moves”. The author points this out as a pattern of action and reaction in
the market, in other words, this may mean that in order to remain competitive or
even just remain in the market, companies must act and react to actions by their
competitors. The company under study scored 6 for this ability, as indicated in table
1. This means that its potential to anticipate changes may need to be improved. In the
introductory part of this paper we pointed out that some characteristics of the glob-
alized market - i.e. the intense technological advance, speed of change in the most
diverse areas and transformation in consumption patterns - have imposed a new
dynamic in the development and launching of new products by organizations. From
this perspective, it is reasonable to say that the company needs to improve such ca-
pacity. However, if one takes into account the fact that the company's strategy is
imitative, i.e. it follows the market, one may conclude that its response power is
greater than its power to anticipate competitive change.

As for ability to anticipate changes in technology, the company scored 5. Possi-
ble definitions for technology are many and they complement each other. One of the
most respected definitions is the one by Unesco: “technology is the set of scientific or
empirical knowledge directly applicable to the production or improvement of goods
or services” (REIS, 2008, p. 31). Technology is closely related to experience, practice,
and to the improvement of means of generation of products and/or services. Accord-
ing to Dosi (1988) the development and generation of technology encompass using
knowledge generated from previous experiences, whether tacit or explicit, with the
objective of generating economic goods. Nonetheless, new technologies are en-
hanced, developed and made available in the market at such speed and intensity that
simply ignoring them may represent the end of an organization. In this sense, it is
imperative that companies are aware of and direct their efforts to anticipating tech-
nological changes in the market. This is especially true for cosmetic raw materials
and pharmaceutical excipients manufacturers, as is the case of the company under
study. Being perceived by its members as average in this respect, the company
should reconsider its abilities if it seeks to stand out in this area.

The ability to anticipate new consumer demands was another aspect investi-
gated in this research. The company scored 6 in the evaluation. As it has large cos-
metics manufacturers and pharmaceutical industries as customers, this point draws
attention. The Brazilian Association of Personal Hygiene, Perfumery and Cosmetics
industry (ABIHPEC) publishes an evolutionary history of the industry on an annual
basis, as well as a general profile of the industry in the previous year. This document
presents information on the Brazilian market size, its ranking in the world, the evolu-
tion of the sector, the growth of the sector x economic growth, comparative indexes
of prices, foreign trade, among others. The 2015 edition stated that the Brazilian
Personal Hygiene, Perfumery and Cosmetics industry presented an average deflated
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compound growth close to 10% per year in the last 19 years, going from a net turno-
ver of R$ 4.9 billion in 1996 to R$ 43.2 billion in 2014, which represents an exponen-
tial growth (ABIHPEC, 2015). The same yearbook indicates that one of the main
causes for this result is the constant launch of products that increasingly meet mar-
ket demands, marked by both national and international influences. This scenario
presupposes increasingly demanding consumers with regard to product periodicity
and variability. Considering that the company under study scored 6 for its ability to
anticipate new consumers' demands, it is reasonable to say that this aspect needs be
improved if the company wishes to meet its consumer’s demands' in the best possi-
ble way.

Next, the questioning concerned the company's ability to anticipate the emer-
gence of new competitors. According to Porter (2004, p.95) “competitive moves are
also games of delicacy”. They demand analysis, attention and care with the competi-
tion. He further states that: “the game can be structured and the moves chosen and
executed so as to maximize the outcome, regardless of the resources at hand”. Porter
proposes an analysis of actions by competitors, emphasizing that they may or may
not be threatening. The company may not always have sufficient resources to ensure
its position in the market is maintained. However, it is essential the company creates
actions to protect it. The company under study scored 6 in this regard, which means
there may still be actions to be taken.

Regulatory restrictions were another point addressed by the research. Regula-
tions and standards are factors that should be taken seriously by any company want-
ing to remain legally active. The great challenge and perhaps the great differential of
organizations is its potential to address these changes as quickly as possible. By de-
veloping its potential to anticipate such changes, the company has a greater chance of
standing out and meeting new requirements and restrictions before its competitors.
The company scored 7 under this aspect, which may mean it is on the right track in
this regard.

To complete the survey on the level of required integration, the company's
ability to anticipate change in product design was evaluated. The company was also
well rated for this aspect (7), which means that it has been making efforts in this
regard.

Determinants of achieved integration level

Gupta, Raj and Wilemon (1986) state that organizations must collect and pro-
cess environmental information during the innovation process. They point that or-
ganizational structure is a critical variable to determine the processing potential
between departments and the environment. They also emphasize that organizational
structure may facilitate or hinder integration, especially from the point of view of
innovation.

To determine the level of integration achieved between the R&D and Market-
ing departments a series of organizational and personality factors must be analyzed.
These factors can be classified into three categories: (I) effects of organizational
structure; (ii) senior management attitudes towards the integration between R&D
and Marketing and their facilitating actions; and (iii) Sociocultural differences be-
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tween R&D and Marketing managers involved in new product development (GUPTA,
RAJ, WILEMON, 1986).

Analyzing the effect of organizational structure, more specifically complexity,
the company scored 7.

Complexity is based on the number of experts, the more experts there are, the
greater the complexity of the department. From the behavioral point of view, the
greater the number of people, the greater the positive or negative effected on the
result. According to Robbins, Judge and Sobral (2010, p.278), group size undoubtedly
affects its performance, “but the effect depends on the dependent variables consid-
ered”. They also argue that smaller groups are faster at executing tasks, but when the
issue regards problem solving, larger groups achieve more consistent results. The
authors also state that individuals are complex by nature, each with their own per-
sonal background, which makes them unique. This alone is quite challenging for
managers. Score 7 under this aspect points to relatively high department complexi-
ties, which require great efforts to be managed.

The greater the number of people, the greater the bureaucratic complexity to
manage them. Formality, another aspect evaluated under the level of achieved inte-
gration by the company, is the emphasis given by the organization on following rules
and procedures when carrying out its activities (GUPTA, RAJ, WILEMON, 1986). For-
mality may be a facilitator or a barrier to organizations. It serves as bureaucratic
control, which at a certain level favors the development of activities; on the other
hand, when there is too much rigidity or excess of formality, development can be
compromised. The studied company scored 7 in this regard, which means its level of
formality might need adjustments.

Centralization is analyzed based on authority hierarchy and degree of partici-
pation in the decision. The lower the participation of departmental members in deci-
sion-making, the greater the level of centralization. The company was rated at 6,
which demonstrates that decision making is shared in the organization.

When analyzing the effect of senior managers' individual factors on the innova-
tion process, it is assumed that their role must be to encourage entrepreneurial be-
havior, supporting new ideas and taking risks. Thus senior management's attitudes
when performing these roles are of paramount importance to foster integration be-
tween departments (GUPTA, RAJ, WILEMON, 1986). To analyze such individual fac-
tors, this research evaluates the risk aspect. This means analyzing how senior man-
agers share risk-taking, how encouraging they are and whether they are tolerant to
early failure. Another factor of analysis was the establishment of a rewards system by
the departments in a collaborative way, and finally, the degree of promotion adopted
by the senior manager with regard to the need for integration between departments.
The scores obtained by the company under study were respectively: 6, 1 and 10. This
means that senior managers from the R&D and Marketing departments assume a
certain level of risk, however, this aspect needs to be further improved. Much atten-
tion should be given to the establishment of rewards by departments in a collabora-
tive manner, since their score was extremely low, showing that a punctual and brief
action is necessary to develop this aspect. Contrary to the establishment of rewards
in a collaborative way by departments, the promotion of integration between de-
partments is a fact exploited to the maximum by senior managers.
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To finish the analysis of managers' individual factors, an evaluation of the role
of socio-cultural differences was carried out. As mentioned in the review-of-
literature, departments usually have distinct interests, which are characteristic of
each area. The sociocultural profiles of department members may vary considerably
from department to department. Even within the same department these differences
are commonly present. In this regard, two aspects were analyzed: senior managers'
professional and time.

The company scored 7 for both orientations. This means that senior managers
have a good degree of identification with the group. They are highly committed to
their skills and competencies and seek social support from professional colleagues
both inside and outside the organization. As far as managers' time orientation goes,
the study shows that managers from both R&D and Marketing departments have
good levels of long-term orientation.

Gupta, Raj, Wilemon (1986) argue that normally R&D and Marketing managers
have different time orientations - they state that R&D managers often show long-
term orientation and Marketing managers short-term orientation. This research
verified that the company studied does not show such disparity.

To complete the analysis of the integration level of the company studied, the
table below was created, showing the weighted averages and the results obtained.

Table 2 -Representativeness, valuation and results of the integration level

EVALUATED ITEM IM- SCORE TOTAL
PORTANCE

. = Change of strategy 5 7 35
2 £ Change in competition 3 6 18
2 Z = ¢ | Change in technology 4 5 20
80 5§ New consumer demands 5 6 30
=] § S5 Emergence of new competitors 4 5 20
8, S = New regulatory restrictions 2 7 14
§ = Changes in Product Design 3 7 21

WEIGHTED AVERAGE 22,6
. % o Regarding complexity 3 21
E g ag Regarding formality 3 7 21
g §n % Regarding centralization c 6 30
h o
£ | _ 52 |Risks 4 6 24
a g § ~ | Rewards 3 1 3
% | £ & & | Promotion of Integration 5 10 50
= e 8S = Professional orientation 4 7 28
% B E £ | Long-term orientation 3 7 21
WEIGHTED AVERAGE 24,8

Source: elaborated by the authors
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Column “Importance” represents the value attributed by the company to the
importance of each item evaluated, which ranged from 1 to 5. Column “Score”, which
ranges from 1 to 10, effectively represents the score attributed by each employee to
the items analyzed.

It is possible to notice that the degrees of required and achieved integrations
are practically the same. Gupta, Raj, Wilemon (1986) state that several studies con-
cluded that innovation success is based on a combination of technical feasibility and
recognition and market demand interpretation. According to this conception, it is
verified that the technical area - R&D - and the marketing area - Marketing - develop
their activities in an integrated way and in alignment with the objectives of the or-
ganization.

Conclusion

Information exchange across the sectors of a company usually present a great
challenge. Getting departments to work in an integrated way is even harder. Given
the high degree of uncertainty inherent to the process of new product development,
such exchange and integration present an arduous task for managers.

Since the 1970s, there have been several and profitable studies showing that
collaboration between R&D and Marketing have a direct effect on results obtained by
organizations. The strands of these studies range from the search to understand the
integration process to the capacity of companies to create competitive advantage by
adopting this practice. In general, such integration has proven to be a path that ena-
bles organizations to improve their results, reduce uncertainties, decrease innova-
tion failure rates and become more competitive.

The Marketing department channels market demands into the company so
that the R&D department is able to work more assertively, thus breaking the para-
digm that it is a secondary, scientific and unfocused department.

In this context, the present research sought to analyze the integration between
the areas of R&D and Marketing in a cosmetic raw materials manufacturer for suc-
cessful product innovation. It was possible to infer the specificities of R&D and Mar-
keting departments, and the need for joint, integrated actions aligned with innova-
tion strategies and perceived environmental uncertainties. The company showed
active and productive efforts to create and develop integration between depart-
ments, although some elements may be improved.

This study offers both theoretical and practical contributions to the product
innovation process. From the theoretical point of view, this is due to the fact that the
study gathers relevant information for the area, which was used as the basis for the
study, and among which the proposal by Gupta, Raj, Wilemon (1986) deserves a spe-
cial mention. From the practical point of view, this research contributes to the deci-
sion-making process by managers from the studied company and also serves as a
source of information for companies intending to foster or improve integration in
their R&D and Marketing departments.
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