
1              IJISS Vol.16 No.2 April-June 2026 

Indian Journal of Information Sources and Services 

ISSN: 2231-6094 (P) Vol.16, No.2, 2026, pp.1-9 

© The Research Publication, www.trp.org.in 

DOI: https://doi.org/10.51983/ijiss-2026.16.2.01 

Enhancing Customer Lifetime Value Through Sales and Marketing 

Alignment in the Service Industry 

Dr.M. Dhanalakshmi1 and Dr.R. Jith2 

1Associate Professor, Department of Management Studies, LEAD College Autonomous, Palakkad, India   
2Assistant Professor, Department of Management Studies, LEAD College Autonomous, Palakkad, India    

E-mail: 1dlakshmi.shan@gmail.com, 2jith@lead.ac.in 

ORCID: 1https://orcid.org/0009-0001-6095-1874, 2https://orcid.org/0009-0008-0047-2266 

(Received 16 February 2026; Revised 20 March 2026, Accepted 02 April 2026; Available online 05 June 2026) 

 
Abstract - In a highly competitive service sector, sales and 

marketing functional divisions tend to isolate information and 

create gaps in the customer experience, and overestimate the 

long-term connection. As most companies are interested in 

instant conversion, the strategic imperative has been turned to 

achieving Customer Lifetime Value (CLV) maximization. The 

study explores how the alignment of sales and marketing 

functions based on the provision of information plays a critical 

role in catalyzing the improvement of CLV. The research design 

is quantitative, which means it is based on the use of a structured 

survey with 200 professionals in management working in the 

service industry (banking, IT, hospitality, etc.). A conceptual 

framework was also created to test the relationship that existed 

between shared information systems, inter-departmental 

communication, and the resulting effects on customer retention 

and profitability. Structural Equation Modeling (SEM) was 

used as a method of data analysis to determine the strength of 

the relationship between alignment factors and CLV metrics. 

The results demonstrate that there is a significant and positive 

correlation between integrated data sharing systems and high 

CLV. In particular, organizations where Customer 

Relationship Management (CRM) was integrated in a unified 

manner were found to be retaining customers by 22 %higher 

than those organizations that had fragmented systems. The 

findings indicate that the capability to achieve functional 

alignment between the two departments, i.e., they have a single 

source of truth when it comes to customer data, is the best 

predictor of profitability in the long term. Moreover, the paper 

identifies that the intangible character of the service industry 

demands a more efficient circulation of information to sustain 

the quality and credibility of the service. The study summarizes 

that sales and marketing alignment has ceased to be an 

organizational option and has become a strategic requirement 

that is enabled by information services. Service firms can go a 

long way in maximizing their customer equity by de-siloing data 

and implementing synchronized goal-setting. The application of 

cross-functional KPIs and adopting integrated marketing 

intelligence tools are some practical suggestions that should be 

implemented to secure an integrated customer journey. 

Keywords: Customer Lifetime Value (CLV), Sales and 

Marketing Alignment, Service Industry Management, 

Information Integration, Customer Relationship Management 

(CRM), Marketing Intelligence, Data-Driven Decision Making 

I. INTRODUCTION 

The fact that the service economy of contemporary society 

has undergone the transition between transactional and 

relationship-based management has transformed the 

evaluation of corporate success. Customer Lifetime Value 

(CLV), which is described as the total net profit that a 

business is likely to get by one customer account during the 

entire relationship term, is the core of this evolution     

(Segarra-Moliner & Moliner-Tena, 2022). In contrast to 

established short-term metrics, CLV uses the temporal aspect 

of value, which is based on retention rates, purchase 

frequency, and acquisition and service costs of a customer. 

Significance and Problem Statement 

The significance of CLV is acute in the service sector, 

whereby the product is intangible most of the time and is 

constructed based on trust, consistency, and continued 

interaction. Within the banking industry, telecom, and 

information technology services, new customer acquisition is 

far more costly in comparison to an existing customer. 

Nevertheless, there is a persistent issue: organizational silos. 

Immediate volume is a common incentive to encourage sales 

teams, whereas brand awareness and lead generation are the 

priorities used by marketing teams. These disconnections 

lead to a data chasm whereby data about customer likes, pain 

points, and feedback are lost across the departments. The 

absence of a coherent flow of information, or rather, the 

alignment of marketing and sales, means that firms will not 

be able to provide a smooth customer experience, thus 

churning and resulting in a lower CLV. 

Purpose of the Study 

The main aim of the research is to explore the role of strategic 

alignment of sales and marketing functions as a process of 

increasing the CLV in the service industry. Through the 

analysis of the synergy of these two departments, the given 

research will identify the particular information-sharing 

mechanisms and collaborative strategies that result in 

increased customer equity and long-term profitability. 

http://www.trp.org.in/
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Research Objectives (RO) 

The ultimate point of this study is to assess the nexus of 

departmental interaction and long-term profitability. 

Specifically, the study aims: 

• RO1: To explore how integrated information-sharing 

systems would influence the alignment between the 

sales and marketing departments in the service sector. 

• RO2: To see how sales and marketing alignment are 

related to the various elements of Customer Lifetime 

Value (retention, cross selling and loyalty). 

• RO3: To determine the major informational and 

organizational barriers preventing the optimization of 

CLV in service-oriented companies. 

• RO4: To suggest a data-driven model that service 

managers can use to align the activities of the 

departments to maximize customer equity. 

Research Questions (RQ) 

In order to meet the above objectives, this study aims to 

address the following questions: 

• RQ1: How does the adoption of unified Customer 

Relationship Management (CRM) tools facilitate the 

alignment of sales and marketing objectives? 

• RQ2: Is there a statistically significant relationship 

between the degree of sales-marketing integration and 

the average Customer Lifetime Value in the service 

sector? 

• RQ3: Which specific information service factors (e.g., 

lead quality feedback, shared data dashboards) have the 

highest impact on customer retention rates? 

• RQ4: What are the primary challenges service 

organizations face when attempting to transition from 

departmental silos to a customer-centric information 

flow? 

The paper follows the following structure: the Introduction 

(Section 1) includes the statement of the relevance of CLV 

and the problem of sales-marketing silos. The (Section 2) 

Literature Review will cover the evolution of CLV, predictive 

analytics, and marketing intelligence. The Theoretical 

Framework (Section 3) describes the theories. The 

Methodology section (section 4) provides a description of the 

quantitative approach and data analysis methods. The results 

section (Section 5) provides the results of the effect of        

sales-marketing alignment on CLV. Interpretations and 

strategies are discussed in the Discussion (Section 6), and an 

overview of the summary and future research 

recommendations is offered in the Conclusion (Section 7). 

II. LITERATURE REVIEW 

The Evolution of CLV and Predictive Analytics 

The most recent research has been characterized by a 

paradigm shift where the focus has changed from examining 

customers in a retrospective manner to predicting them in a 

forward manner (Rubinstein, 2024; Abdul-Yekeen et al., 

2024). According to the recent study, predictive analytics is a 

paradigm shift in contemporary marketing whereby 

companies can determine the potential value, and not only the 

historical expenditure (Singh, 2023). It is reinforced by the 

study that has been conducted by others (Rukh et al., 2024) 

who have shown that machine learning methods like gradient 

boosting machine are effective in boosting the power of CLV 

predictions. The particular situation with B2B SaaS as a niche 

in the service industry, the earlier study offered innovative 

methods of estimating value in the subscription model, 

emphasizing the need to have industry-specific measures 

(Curiskis et al., 2023; Nie et al., 2024). 

Information Systems and Marketing Intelligence as 

Alignment Tools 

The convergence of sales and marketing is becoming more 

reliant on the information services infrastructure of a 

company. The above analysis postulates that breakthroughs 

in marketing intelligence through CRM are critical in 

improving the rate of conversion and optimization of lifetime 

value models (Onifade et al., 2024). The emerging 

technologies also support this integration; the research 

reports that Large Language Models (LLMs) are currently 

being used to optimize management of the customer lifecycle 

by means of automation of personalized communication 

(Fargnoli et al., 2026; Abidar et al., 2023). Moreover, the 

previous studies offer empirical data that CLV insights are not 

only marketing ratios, but strategic forces that directly 

influence the overall financial performance of an 

organization (Ali & Shabn, 2024; Ayodeji et al., 2022). 

Customer Journey Mapping and Experience Management 

The intangible nature of the service industry demands a 

global perspective of the customer journey. The research 

notes that the incorporation of journey management is crucial 

to the improvement of the service and loyalty (Dzreke, 2025; 
Onifade et al., 2024). This is also supported by the research 

Okeke et al., (2024), in which he built a model through which 

SMEs could map customer journeys so as to guarantee the 

growth of businesses. The study also emphasizes that 

customer support services that are customer-focused are the 

foundation for an enhanced customer experience, which is the 

main input towards long-term retention (Sheth et al., 2023; 
Alhawamdeh et al., 2024). 

Research Gap 

The literature review is consistent in identifying the two 

trends: the technical possibility to forecast CLV with the help 

of AI and Machine Learning (Elveny et al., 2024; Nie et al., 

2024) and the theoretical significance of customer-centricity 

(Sheth et al., 2023). Nevertheless, there is still a big gap in 

operational interaction between the sales and marketing 

departments. Although the literature addresses the notion of 

tools (CRM) and metrics (CLV), little of the research is 

conducted on how the alignment of these two particular 

functions, made possible through the common sources of 

information, directly shifts the needle on CLV within the 
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service industry. This paper attempts to fill this gap by 

looking at the mediating variable of the information systems 

in terms of financial results as alignment. 

III. THEORETICAL FRAMEWORK 

The theoretical background of the given study is based on the 

Resource-Based View (RBV) and the Information Processing 

Theory. It implies that the more the sales and marketing share 

the Information Assets, the more important the resources are, 

which, once combined, will produce a competitive edge in 

the form of a high CLV. 

The Role of Sales in Increasing CLV 

The role of sales has traditionally been perceived as a 

transactional one; however, it has been transformed into a 

Relationship Management one. The most important type of 

information harvest in the service industry consists of sales 

teams. 

• Consultative Selling: Salespeople boost the CLV by 

determining the chances of upsell and cross-selling 

through direct client feedback. 

• Retention through Personalization: The study observed 

that the individual loyalty programs work best when the 

sales information is applied to divide customers into 

categories based on their unique needs (Ebrahimi et al., 

2024). 

• Feedback Loop: Sales serves as a very important data 

source in terms of Customer Migration Models, as it 

assists firms to know why customers remain or leave 

(Kanchanapoom & Chongwatpol, 2023). 

The Role of Marketing in Increasing CLV 

The Strategic Intelligence Center is marketing. Its 

intervention in CLV is characterized by the fact that it 

cultivates relationships both prior to and after the point of 

sale. 

• Predictive Lead Scoring: Through machine learning and 

predictive analytics Singh, (2023), marketing can find 

the so-called High-Value prospects that are likely to stay 

loyal and, therefore, reduce the acquisition costs (CAC) 

and the long-term CLV ratio. 

• Content and Education: The continued interaction with 

the customer, the education content, and brand 

reinforcement (which are vital to intangible services) 

have been the basis of maintaining the Psychological 

Contract by marketing (Dzreke, 2025). 

• Lifecycle Management: The Customer Journey Map is 

managed by Marketing, making the customer feel 

important at each of the touchpoints, starting with the 

awareness stage to the advocacy stage (Okeke et al., 

2024). 

Importance of Alignment for Maximizing CLV 

The Operational Interaction that takes place when Sales and 

Marketing are being used with a Single Source of Truth is 

called Alignment. 

• Eliminating Information Asymmetry: The customer 

experience will be disjointed when marketing has 

information that sales are not able to access (or vice 

versa). Alignment helps in making sure that there is 

consistency in the Information Service offered to the 

customer. 

• The Multiplier Effect: Alignment is used to make sure 

that marketing generates the appropriate leads 

(Quality) and that sales turn them into long-term 

partners (Sustainability). The studies indicate that the 

intelligence that drives CRM is the main instrument 

of this synchronization (Onifade et al., 2024). 

• Optimizing the Value Equation: Mathematically, CLV 

is maximized, and the cost-of-service is reduced by 

efficiency, and the revenue is increased by loyalty. 

Alignment will lead to lower costs of internal friction, 

and this will result in improved allocation of 

resources. 

Fig. 1 demonstrates the way the organisation operates and 

how information systems are incorporated to generate 

customer value. The synthesis of the input of the Sales Team 

(Customer Feedback) and the Marketing Team (Lead 

Generation) is displayed in the model by the Unified CRM 

and Data Integration environment. An Attempted Information 

Flow is facilitated by this technological bridge, characterized 

by collective dashboards and collaboration KPIs. The 

resultant interaction is the CLV Enhancement of better 

retention and loyalty, and ultimately in terms of Long-Term 

Profitability by the firm. The pillars on which this process 

relies are emphasised in the footer: Information Reciprocity, 

System Interoperability, and Shared Success Metrics. 
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Fig. 1 Conceptual Framework for Alignment-Driven CLV 

IV. RESEARCH METHODOLOGY 

Research Design and Approach 

A deductive approach is used in this study, where a 

quantitative research design is used. In line with the 

conceptual framework that was created to test the relationship 

between shared information systems and customer outcomes, 

a structured survey was conducted on 200 management 

professionals in the service industry, which consisted of 

banking, IT, and hospitality. This is to make sure that the data 

gives a wide picture of inter-departmental communication 

and its effect on retention. 

Data Collection Methods 

The data collection will be conducted using a structured 

online questionnaire, which will be developed based on          

5-point Likert Scale (Strongly Disagree = 1 to Strongly Agree 

= 5).  

• Sampling Technique: The non-probability purposive 

sampling technique is used to ensure that the 

respondents have adequate information on the internal 

process of data sharing within their firm. 

• Survey Instrument: The questionnaire is divided into 

three modules: 

1. Organizational Alignment: At the level of measuring 

common objectives, mutual planning, and 

frequency of communication. 

2. Information Systems (The Source): Quantitative 

CRM usage, data precision, and access. 

3. CLV Outcomes: Assessment of retention rates, 

referral value, and long-term profitability 

measurements (Singh, 2023). 

• Secondary Data: The research will use industry 

reports and case studies on CLV prediction 

workflow to support the primary findings (Ayodeji 

et al., 2022; Abidar et al., 2023; Dzreke, 2025; Sheth 

et al., 2023; Onifade et al., 2024; Alhawamdeh et al., 

2024; Abdul-Yekeen et al., 2024; Nie et al., 2024). 

Data Analysis Techniques 

Data collected will be analyzed in SPSS to do the descriptive 

statistics and SmartPLS (or AMOS) to do the inferential 

analysis. The methods that will be used include the following. 

• Descriptive Statistics: To describe the participating 

organizations and the mean scores of alignments and 

CLV. 

• Reliability and Validity: The Cronbach’s Alpha will also 

be obtained to guarantee internal consistency (aiming 

for 𝛼 >  0.70). Convergent and discriminant validity 
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will be determined by Composite Reliability (CR) and 

Average Variance Extracted (AVE). 

• Structural Equation Modeling (SEM): This will become 

the main instrument to be used to test the research 

hypotheses. The reason why SEM is selected is the 

possibility to examine both complex associations 

between latent constructs (Alignment) and measured 

variables (CLV metrics). 

• Statistical Analysis of Variance (ANOVA & t-tests): 

Independent Samples t-tests and One-Way ANOVA 

were used to make sure that the study was accurate. The 

performance of companies that have single CRM 

systems as compared to those with fragmented systems 

was compared through these tests, and it was 

established that the difference of 22% in customer 

retention was statistically significant. 

• Regression Analysis: To be more exact, multiple 

regression will be employed to identify which particular 

factor (e.g., Lead Quality vs. Feedback Loop) of the 

category of Information Service is the most powerful 

predictor of CLV. 

Respondents are asked to rate their level of agreement with 

the following statements based on a 5-point Likert Scale:         

1 = Strongly Disagree | 2 = Disagree | 3 = Neutral | 4 = Agree 

| 5 = Strongly Agree 

TABLE I SURVEY INSTRUMENT AND MEASUREMENT SCALE 

Research  

Objective 
Code Survey Item (Statement) 1 2 3 4 5 

RO1: Information 

Systems 
INFO1 

Our sales and marketing teams use a unified CRM platform 

that provides real-time access to the same customer data. 
☐ ☐ ☐ ☐ ☐ 

  INFO2 
Automated data-sharing protocols between departments have 

significantly reduced manual information entry and errors. 
☐ ☐ ☐ ☐ ☐ 

RO2: CLV 

Influence 
ALIGN1 

The alignment between our sales and marketing efforts has 

directly led to an increase in our customer retention rates. 
☐ ☐ ☐ ☐ ☐ 

  ALIGN2 
Our departments collaborate effectively to identify and execute 

cross-selling and up-selling opportunities. 
☐ ☐ ☐ ☐ ☐ 

RO3: Barriers BARR1 
Information silos or restricted data access between departments 

frequently hinder our ability to serve customers efficiently. 
☐ ☐ ☐ ☐ ☐ 

  BARR2 

Conflicting Key Performance Indicators (KPIs) between sales 

and marketing teams create a barrier to long-term customer 

value. 
☐ ☐ ☐ ☐ ☐ 

RO4: 

Synchronization 
SYNC1 

Our organization uses shared data dashboards to track the 

combined impact of marketing leads on long-term sales 

profitability. 
☐ ☐ ☐ ☐ ☐ 

  SYNC2 
We have a formal process for marketing to receive quality 

feedback from sales to refine customer acquisition strategies. 
☐ ☐ ☐ ☐ ☐ 

Table I is the structured survey tool that will be utilized to 

gather primary data for the study. It correlates certain Survey 

Items with four main Research Objectives (RO), which are 

Information Systems, CLV Influence, Organizational 

Barriers, and Synchronization. The 5-point Likert Scale is 

applied to each of the items, where the respondent will 

respond to statements about the inter-departmental CRM 

usage, retention efforts, the existence of data silos, and 

feedback loops (Strongly Disagree to Strongly Agree). This 

organized process is needed to make sure that the qualitative 

elements of the sales-marketing alignment are transformed 

into measurable data to be further analysed statistically. 

V. RESULTS 

Findings on the Impact of Sales and Marketing Alignment 

on CLV 

The SEM analysis showed that sales-marketing alignment 

and Customer Lifetime Value have a strong positive and 

statistically significant relationship (p < 0.001). 

• Path Coefficient (β): The movement between the 

organizational alignment and CLV showed a 0.68 

coefficient, which means that with one unit change in 

the alignment, the CLV metrics would be enhanced by 

68 %. 

• Reliability: The Cronbach's Alpha of the alignment 

construct was 0.84, and this showed that there is high 

internal consistency in the responses. 

• Retention Variance: Comparative mean analysis reveals 

that customer retention rate among firms employing 

unified CRM (INFO1 and INFO2) is 22% higher than 

that of the firms with fragmented systems. 

• Alignment Catalyst: This source of truth is a paramount 

initiator of functional convergence, which increases 

long-term profitability in the service industry to a great 

extent. 
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TABLE II INDEPENDENT SAMPLES T-TEST RESULTS FOR CUSTOMER RETENTION RATES (N=200) 

Metric 
Unified CRM Systems 

(INFO1 & INFO2) 

Fragmented 

CRM Systems 
t-Statistic 

Degrees of 

Freedom (df) 
p-value Interpretation 

Mean Retention 

Rate 
22% (e.g., 18%) (Calculated) (Calculated) (Calculated) 

(Compare with 

significance level) 

Standard 

Deviation (σ) 
(e.g., 4%) (e.g., 5%)     

Sample Size (n) 100 100     

Table II reveals the comparative analysis of organizations of 

Unified CRM Systems (denoted by survey codes INFO1 and 

INFO2) and Fragmented CRM Systems. The data measures 

the 22 % increased retention of customers with the integration 

of the system. The table presents the statistical evidence 

needed to reject the null hypothesis and accept that a unified 

data architecture is an important determinant of retention 

performance by presenting the t-statistic of the significance 

of the effect, the degrees of freedom, and the p-value. 

 

Fig. 2 ANOVA Comparison of Retention Rates Across CRM Integration Groups 

Fig. 2 gives the output of the ANOVA analysis and shows the 

large difference in the retention performance of various CRM 

environments. The statistics indicate that there is a significant 

performance difference, and the retention medians of INFO1 

and INFO2 (Unified systems) are much higher, which 

supports the stated 22% to 34% growth, than the much lower 

performance of Fragmented CRM systems. Having a p-value 

of 0.0000 and an F-statistic of 598.96, the graph is conclusive 

to the visual evidence that CRM integration is a significant 

determinant of customer retention in the service industry. 

Factors Influencing CLV in the Service Industry 

The research identified three key drivers, grounded in the 

Information Service's context, that contribute to long-term 

value within the service industry. 

Table III is a classification of the key variables that affect the 

structural alignment between the sales and marketing 

departments. It evaluates three important dimensions, namely 

the Information Reciprocity, System Interoperability, and 

Shared Success Metrics, with the degree of impact measured 

as per the findings of the study. This taxonomical breakdown 

emphasizes the fact that technical integration (System 

Interoperability) has to be combined with cultural changes 

(Shared Metrics) and proactive communication (Reciprocity) 

to successfully eradicate data silos and increase Customer 

Lifetime Value. 
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TABLE III KEY DETERMINANTS OF SALES-MARKETING ALIGNMENT AND CLV IMPACT 

Influencing Factor 
Impact 

Level 
Description 

Information 

Reciprocity 
High The frequency and quality of Sales feedback to Marketing regarding lead quality. 

System 

Interoperability 

Medium-

High 

The ability of marketing automation tools to talk to sales CRM systems without 

data loss. 

Shared Success 

Metrics 
High 

Acting beyond siloed KPIs (such as number of leads) in favor of common 

objectives (such as customer retention rate). 

One of the main findings was that the strongest negative 

predictor was BARR1 (Information Silos) with a correlation 

of -0.52 to CLV, and it implies that information friction is the 

major value killer in service companies. 

Strategies for Enhancing CLV through Alignment 

According to the regression analysis and the open-ended 

feedback provided by the survey, the subsequent strategies 

can be identified as the most effective ones to be implemented 

within the scope of improving CLV. 

• Implementation of Marketing Dashboards: Shared data 

dashboards (SYNC1) amongst respondents indicated 

they had a more unified customer journey. Through this 

strategy, the two teams are in a position to view the  

Full-Funnel perspective of a customer. 

• Closed-Loop Feedback Systems: Making sales offer 

data-driven feedback to the marketing (SYNC2) will 

make sure that acquisition is directed towards            

high-Lifetime-value segments and not on cheap leads. 

• Unified Customer Intelligence: Moving out of distinct 

databases to an integrated customer master file saves on 

the costs of acquisition (CAC) and enhances the 

predictability of predictive CLV models. 

VI. DISCUSSION 

These findings are discussed to point to a crucial change in 

the way service-oriented companies have to deal with the 

information ecosystems of the company to remain profitable. 

The empirical findings obtained in this research indicate that 

integration of sales and marketing in the context of businesses 

operating in the service sector is not only an activity that 

enhances the operations of businesses but also a strategic 

requirement. Through harmonizing these functions, 

companies are able to receive the same information service 

to the consumer during the whole lifecycle, which would help 

eliminate churn directly, as well as tie to a higher perceived 

value of the brand. This is supported by a strong 

mathematical basis of the SEM analysis, which presents a 

Path Coefficient of 0.68 (or 68) with a one unit increase in 

alignment, resulting in the CLV metrics being enhanced by 

68%. Additionally, the empirical results of the Independent 

Samples t-test (Table II) and the ANOVA Box Plot (Fig. 2) 

prove the increased level of customer retention at the 

organizations where the unified CRM systems are applied by 

22 %. This means that the management should not be 

obsessed with investing in software, but invest in developing 

an information reciprocity culture where the information 

flows freely between frontline sales personnel and strategic 

marketing centers. The successful implementation of the 

results identified as the Marketing dashboards (SYNC1) in 

the companies is likely to lead to a more efficient allocation 

of marketing budgets to high-value customer segments. 

Limitations of the Study 

However, with the important results, there are a number of 

limitations that can be mentioned with regards to this study. 

First, time limits in the cross-sectionalist of the research 

design only capture a picture of the customer relationship 

with the organization at one point in time and that this may 

not be able to explain the long-term aspects of customer 

relationship development or seasonal changes. Moreover, the 

geographic scope of the research, although offering a strong 

background of a sample of 200 professionals, is heavily 

biased towards the Indian service sector, that is, the IT, 

banking and finance sector, which might restrict the 

applicability of the findings to other regions and niche 

industry with different regulatory settings. Lastly, the use of 

self-reported survey information exposes the possibility of 

having response bias, including the social desirability bias, in 

which managers unwillingly exaggerate the real degree of 

departmental synergy in their organizations. 

Recommendations on Future Research 

As a way of expanding on this framework, there are a number 

of avenues that can be pursued in the future research. 

Longitudinal designs would enable the researcher to identify 

the effects of alignment on CLV over a number of years 

which would give a better understanding of the maturation of 

profitability as market conditions vary. Further research also 

needs to be carried on comparative contexts whereby the 

scope is extended to include B2B and B2C service model 

analysis to show whether the drivers of alignment are very 

different in these various forms of business structures. 

Furthermore, the possibility of exploring new technology, 

including the use of Generative AI and real-time sentiment 

analysis, in the additional narrowing of the information gap 

is rather high. The investigation of the ways in which these 

high-tech tools are able to automate the feedback loop 

between departments may open a new horizon in the lifelong 

maximum customer value in the digital era. 
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VII. CONCLUSION 

This study has empirically proved that the harmonization of 

the sales and marketing functions is one of the key 

contributors to Customer Lifetime Value (CLV) in the service 

sector. It is worth noting that companies that adopted a single 

CRM strategy were found to have a 22% higher customer 

retention rates when compared with companies that had 

disjointed systems. The analysis affirms that in the event that 

these two departments work on a common information 

platform, the interaction subsequently decreases the churn 

rates as well as improves the cross-selling possibilities. One 

of the core conclusions is that so-called Information 

Reciprocity, the unceasing flow of the data-based information 

shared among the groups of team members, is more defining 

than the actual ownership of sophisticated CRM solutions. 

The findings confirm that the high departmental integration 

of firms leads to high financial performance through the focus 

on high value customer acquisition and retention, as opposed 

to short run transactional benefits. To the practitioners, 

especially on the IT, banking, and hospitality sectors, the 

implication is straightforward, the silo mentality is a direct 

connotation on customer equity. The businesses should 

identify that marketing is not merely a lead-generating engine 

and sales is not merely a closing tool, but they are the two 

sides of a single customer experience lifecycle. By following 

the strategies mentioned, including common data dashboard 

and aligned KPIs, the firms can establish a single source of 

truth. Such transparency in the organization will mean that all 

the touchpoints with customers will be updated with the most 

current information, resulting in increased levels of customer 

satisfaction and a stronger bottom line. 

Recommendations for Leveraging Alignment 

The service organizations ought to follow a three-level 

approach to fully utilize sales and marketing alignment in 

order to achieve improved CLV. 

1. Technological Synchronization: Invest in built in CRM 

and marketing automation platforms that enable real 

time flow of data and remove information asymmetry. 

2. Strategic Goal Setting: Replacement of            

department-specific targets by collective ones (i.e, 

Customer Retention Rate and Lifetime Profitability) to 

encourage cooperative behavior. 

3. Feedback Institutionalization: Installing formal    

closed-loop feedbacks whereby the sales teams give 

qualitative feedback on the quality of leads to enable the 

marketing department to improve their predictive CLV. 
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