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Abstract:  
Inter-functional integration dynamics between Marketing and Logistics are not well 
understood in terms of: contact points, integration factors, formality/formality, 
integration level and integration impacts. The purpose of this research is to characterize 
the Marketing-Logistics integration dynamics in two different companies, based on the 
results of in-depth case studies. The results demonstrate that integration between 
Marketing and Logistics can help companies to reach its main goals and also to bridge 
the great divide between forecasting demand and operational execution. At the same 
time it can make employees feel themselves as part of the whole process. 
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Introduction 
Individuals from different functions such as Marketing and Logistics are not natural 
allies (Ellinger, 2000; Piercy, 2007), but they are responsible for many activities that are 
inter-dependent. This interdependency means that the action or task done by one has 
impacts on the other (Piercy, 2007). Also these two function are recognized as they 
should initiate integration processes, because organizations might firms should initiate 
integration in the interface where it is easier and where integration benefits can be 
obtained early, because it will encourage further integration efforts.(Gimenez, 2006) 
and outcomes are interrelated (Shapiro, 1977; Gimenez and Ventura, 2005; Lynch and 
Whicker, 2008) even if performance measurement tools do not align with 
responsibilities (Piercy, 2007). Also as Fugate et al. (2009, p.248) highlighted 
“individuals from each side capture and share knowledge of the business environment 
that is specific to either the inbound supply side or the outbound demand side of the 
firm”. This could be useful to improve organization abilities to cope with the problem of 
integration between demand and supply.  
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The literature (Pagell, 2004; Ellinger, 2000; Kahn, Mentzer, 1998), predominantly 
discusses the correlation between integration and functional results, but does not 
describe the dynamics with which the integration processes generate such impacts. The 
following questions guide this research: how can Marketing and Logistics integration 
dynamics be characterized in terms of contact points, integration factors, 
formality/informality, integration level and impact of integration?  

In this paper, the literature on inter-functional integration presents the main aspects 
of integration dynamics processes such as: contact points between areas, integration 
factors, integration level, integration impacts and formal/ informal aspect of integration. 
The overarching purpose is to compare what is occurring in the literature with what is 
occurring at organizations.  This was accomplished by collecting primary data from two 
different companies. The findings are presented and, some insights and limitations are 
discussed to show the relationship between the practice and research. 
 
Literature Review 

Integration can be defined as: “The quality of the state of collaboration that exists 
among departments that are required to achieve unity of effort by the demands of the 
environment” (Lawrence, Lorsch, 1967 p.11). Characteristics of functional 
segmentation encourages individualistic behavior, "members of different departments 
look for different interests at different points of view, and often find it difficult to reach 
agreements on integrated programs of action" (Lawrence, Lorsch, 1967 p.11). The 
integration process has five primary aspects: contact points between areas, integration 
factors, integration level, integration impacts and formal/informal aspect of integration. 
Table 1, synthesizes these aspects of integration found in the literature. 

 
Table 1: Synthesis of integration aspects 

Elements Description Authors 
Contact 
points 

The contact points between areas correspond to the 
internal activities that must be performed by two or 
more areas related to compliance of business processes, 
a function helps another to perform tasks and 
accomplish goals 

Rinehart et al, (1989) 

Integration 
factors 
 

Integration factors are management actions, individual 
or collective voluntary behaviors that stimulate the 
inter-functional integration 

Chen, et al., (2007); Meunier-
FitzHugh and  Piercy, (2007); 
Chernatony and Cottam, (2009) 

Integration 
level 
 

Intensity of the involvement of a function with the 
other, based on the frequency and the ability to carry 
out the actions that need integration 

Gimenez, (2006); Pagell, (2004); 
Flint et al., (2008); Daugherty et al., 
(2009); Esper et al., (2010); Flynn 
et al., (2010). 

Formality/ 
Informality 
 

Aspects related to how the factors of integration are 
implemented during integration processes. This is not 
only linked to the integrating factor, but also the 
dynamics of functional integration. 

Kahn, (1996); Gimenez and 
Ventura, (2005); Daugherty et al., 
(2009). 

Integration 
impacts 
 

The integration of internal functions improves the 
organizational performance and also facilitates the 
achievement of external integration, based on 
relationships with the entities that make up its supply 
chain. The impact of functional integration with the 
efficiency and performance of tasks in each function 
integrated, involving factors of integration and 
functional performance metrics. 

Flint et al., (2008); Daugherty et al., 
(2009); Ellinger et al., (2000); 
Schramm-Klein and Morschett, 
(2006). 

 
According to Daugherty, Chen and Roath (2009), the biggest challenge is to discover 

how to achieve the integration levels desired and clearly define the integration factors. 
The integration factors are shown in detail in Table 1. 
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Table 2: Integration factors and their main authors 

Integration Factors Authors 

Planning jointly by the functions Meunier-FitzHugh and Piercy (2007); Chernatony and Cottam (2009) 

Inter-functional knowledge/same 
language/mindset 

Meunier-FitzHugh and Piercy (2007); Dewsnap and Jobber (2009) 

Inter-functional meetings Chernatony and Cottam (2009); Flynn et al. (2010) 

Sharing information, ideas and resources Daugherty et al.(2009); Dewsnap and Jobber (2009); Flynn et al. 
(2010) 

Congruent evaluation and rewards system Van Hoek et al. (2008) ; Chernatony and Cottam (2009) 

Top management support Van Hoek et al. (2008) ; Chernatony and Cottam (2009) 

Informal workgroups Dawes and Massey (2006); Dewsnap and Jobber (2009) 

Interpersonal trust between teams Ellinger et al. (2006) 

Hierarchical  dependence level among 
functions 

Dawes and Massey (2006); Jüttner et al. (2007) 

Inter-functional education and training Meunier-FitzHugh and  Piercy (2007); Swink and Song (2007) 

Adequate communication Meunier-FitzHugh and Piercy (2007); Chernatony and Cottam (2009) 

Cross functional teams Chernatony and Cottam (2009); Kahn (2009); Flynn et al. (2010) 

Willingness to solve conflicts Swink and Song (2007); Chernatony and Cottam (2009) 

Physical closeness of functional 
workgroups 

Massey and Dawes (2001); Pagell (2004) 

Job rotation/job switching Massey and Dawes (2001); Pagell (2004) 

Cooperation philosophy Dewsnap and Jobber (2009); Chernatony and Cottam (2009) 

Goal alignment Swink and Song (2007); van Hoek et al. (2008) 

Congruency between functional goals and 
organizational strategy 

Shapiro (1977); Watson and Kraisenlburd (2007) 

Interdependence Recognition  Lynch and Whicker (2008); Daugherty et al.(2009) 

 
Method 

The research was conducted in four phases. The first phase comprised an extensive 
literature review. The search and analyses process was done between August 2008 and 
March 2010. To locate the appropriate literature key word were identified such as 
internal integration, integration between Marketing and Logistics, inter-functional 
integration. These key words helped to identify the primary literature. There was a 
snowball effect where the identified literature helped locate other relevant literature.  
The literature review was comprehensive. The primary search engines were used: 
Google Scholar, Ebsco, Proquest. Ultimately a content analysis was performed on the 
applicable literature to identify the inter-functional factors.  

The second phase comprised the sample selection and two companies were selected. 
As table 3 shows, these two companies are from different industrial sectors. Size of the 
organization and infrastructure were key elements involved in the selection.  This is 
because larger companies demand large amounts of capital, participants and infra-
structure toward integration (Massey and Dawes, 2001) and helps to better understand 
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integration in a complex environment. They also needed to be differentiated in functions 
and departments and have functions like Marketing and Logistics performed by two 
distinct departments, in order to identify and analyze integration actions. Companies 
from different business sectors were selected because they show management and 
structure heterogeneity. 

 
Table 3 – Main characteristics of the companies in the sample 

 Company A Company B 
Description A division headquartered in São 

Paulo State, responsible for 55% of 
net sales revenue of a multinational 
group. 

A company headquartered in, São Paulo State, 
with has 1 factory and 3 Distribution Centers. 

Markets Wheels and chassis for trucks, bus, 
tractors and pick-ups 

Soft drink and Beverage products  

2010 Net Sales 
Revenue 

US$ 701,08 million (Brazilian 
operation) 

US$ 348,14 million 

Employees 6,000 2,500 
Interviewed 
participants 

5 8 

 
Interviewed positions  

HR Coordinator, Marketing Manager, 
Marketing and New Business 
Coordinator, Logistics Manager, 
Logistics Supervisor. 

President, Marketing Manager, Logistics 
Manager, Trade-Marketing Coordinator, 
Logistics Coordinator, S&OP Leader/Supply 
Coordinator, Sales Coordinator, Strategic 
Planning Manager. 

Time December 2010 April/May 2011 
 

During the third phase the interview protocol was developed and tested. The 
interview protocol was developed based on the literature and discussions with 
academics and practitioners knowledgeable in the area. A pilot-test was performed in a 
company that was not part of the research, but showed some similar characteristics with 
the sample target. The main questionnaire was also sent by email to ten colleagues 
(from Marketing, Logistics, Supply Chain Management and Production areas). Six 
returned returned the questionnaire, and all suggestions were incorporated. 

During the fourth phase, in-depth interviews were conducted that lasted about one 
hour each. The interviews were recorded and transcribed. Content analysis was 
performed on the interview data with coding based on the primary factors of inter-
functional integration found in the literature. The intention was catch each interviewed 
own perception about integration phenomena. For example, the integration level was 
defined by each interviewed and they were asked to explain the criteria they used to 
define their evaluation about the subject. 

 
Results 

The results of the interviews at the Company 1 are shown at Table 4. 
 

Table 4 - Company 1 - Wheels and chassis 
Elements Perceptions from Marketing Perceptions from Logistics 
Contact 
points 

New product development (NPD); 
management of company’s image; delivery 
and transportation planning; customer service 
definition. 

New product development (NPD); definition of 
product and packaging characteristics; customer 
service definition. 
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Integration 
factors 

 

Interpersonal trust between teams; physical 
closeness of  functional workgroups; non-
conflicting objectives; attention to informal 
working group; cooperation philosophy; 
willingness to solve conflicts. 

Interpersonal trust between teams; sharing of 
information; joint planning; adequate communication; 
top management support; attention to informal 
working group; physical closeness of  functional 
workgroups; congruency between functional goals 
and organizational strategy; recognition of function 
interdependence; cooperation philosophy; willingness 
to solve conflicts; a function broad knowledge from 
another one. 

Integration 
level 

Medium. Medium.  

Formality/ 
Informality 

More informal than formal: there is trust 
among participants because they have long 
term working relationship, cooperative 
atmosphere, and willingness to deal with 
issues from another area. Informality 
facilitates conflict solving. 

More informal than formal: there are formal meetings 
to define goals and verify results. Although, deals 
related the execution of the plan are made informally 
through often personal communication. Participants 
have trust and mutual knowledge about each other, 
therefore, there are no surprises at the end of term. 

Integration 
Impacts 

Generates customer acknowledgement 
(awards), helps keep a positive image in face 
of the market, reduces time between project 
and launch of new products, avoid late on 
deliveries, as well as damages on products. 

Helps keep a positive image in face of the market, 
company does not sell what it cannot deliver, avoid 
stress among employees, speeds up logistics 
operations by quick solving of inter-functional 
problems, improves customer service, reduces 
inventory and final costs. 

 
NPD is an important contact point because it requires integration between 

Marketing and Logistics since they need to make the best decision about packaging, 
type of vehicle, load optimization. Also, they have to share information related to 
amount, time, prizes and costs. This sharing process should be quickly done in order to 
take the better decision in terms of market requirements and firms resources and 
constrains. Participants from Marketing suggest that integration is required to perform 
image management, though adequate deliveries, to keep customer satisfaction, and 
promotion made by trucks painted with advertising is also a desirable action. In order to 
answer customer needs efficiently, Logistics considers that Marketing has to give timely 
feedback to Logistics in case of problems and complaints about transportation and 
unloading. Participants from the both functions agreed that customer service level 
definition requires information from customer’s specifications and transportation 
possibilities. Moreover, Logistics participants consider that forecasting demand should 
be precise, as well as, the definition of the physical characteristics of products. The joint 
follow-up of these two activities may help Logistics improve the performance of 
inventory management. 

The integration level between Marketing and Logistics was evaluated as medium 
because of the answers received about this element, the respondents argued that 
integration is enough to perform activities that involve the two areas, but there are some 
problems. According to Marketing, the main problem to be solved is a waste of time 
with complain and look for guilty between areas. Moreover, Logistics participants 
noticed the existence of conflicting objectives as in forecasts or definition of sale 
amounts that are over the Logistics capacity. 

The way the practice of integration arises in Company 1 seems to be more informal 
than formal. Marketing participants explain that in the normal routines, integration 
appears to be formal. However, in the operational level, where the formal plans are 
accomplished, there is more informality than formality in the relationship. This is 
because of the existence of a cooperation philosophy in which employees engage 
themselves seriously in issues related to the proper functioning of the firm. Participants 
are working together for a long time and it facilitates conflict solving and informal deals 
in inter-functional problems. Longevity of inter-personal relationship shows up as an 
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important integrator factor. Logistics participants agree that the environment of the dyad 
is very informal; participants from Marketing have willingness to answer directly. 
Logistics participants indicated that there is a keen understanding of problems and 
responsibilities from each other; however it is not a result of formal trainings, but a 
result of personal communication. 

Finally, marketers and logisticians have many opinions about possible impacts 
generated by the existence of integration between their areas. Table 5 introduces the 
second company involved in this research.  

 
Table 5 - Company 2 – Beverages and soft drinks 

Elements Perceptions from Marketing Perceptions from Logistics 

Contact 
points 

New product launch; management of image; 
customer service; inventory; warehousing and 
storage; promotion activities  

New product launch; packaging characteristics; 
customer service; inventory; promotion activities; 
forecasting demand to new products and sales 
activities. 

Integration 
factors 
 

Organizational structure that facilitates  
interactions among functions; a function broad 
knowledge from another one; top management 
support; adequate communication; interpersonal 
trust between teams; cooperation philosophy; 
recognition of functional interdependence; goal 
alignment; willingness to solve conflicts and 
informal workgroups. 

Willingness to solve conflicts; share information, 
ideas and resources; interpersonal trust between 
teams; adequate communication; goal alignment; 
congruency between functional goals and 
organizational strategy; a function broad 
knowledge from another one; cooperation 
philosophy; organizational structure that facilitates/ 
support interactions among functions; cross 
functional teams; top management support; 
informal workgroups. 

Integration 
level 

Medium. Medium.  

Formality/ 
Informality 

More formal, even if informality plays an 
important role. Trust is present; participants 
know each other and work together for a long 
time and there´s a cooperation atmosphere. 
These factors facilitate conflicts solving and 
informally dealing. Besides all this, Integrated 
Planning Group (IP), a seed for S&OP initiative 
has been present and it is considered the main 
tool to integration 

Both formal and informal plays important role. 
Joint planning to define goals and verify results. 
Formal: weekly IP meetings and monthly meeting 
with main directors, managers and president. 
Participants have high level of trust and mutual 
knowledge about each other functions, and it arises 
from a maturing process lived by employees and 
the company. In spite of this, it is hard to put in 
others place during daily/routinely activities. 
Cooperation and Longevity of inter-personal 
relationship has facilitated the integration process.  

Integration 
Impacts 

Bridging the great divide between forecasting 
demand and execution to protect the company 
image, avoid out-of-stock and improve customer 
service. Internal Marketing actions help all 
operational staff to feel part of strategic plan. 

Integrate Sales and Deliver requirements (impacts 
customer service and Logistics costs) to improve 
consistency. Implantation of CRM, with Marketing 
helps to define an integrated evaluation of clients 
(to Company, to Sales/Marketing, and to Logistics) 
to define what will be the right service level in 
different dimensions. Internal Marketing actions 
are essential to make Logistics employees feel part 
of the whole process.  

 
In Company 2, Marketing and Logistics participants agree in general about the 

contact points and it should be in part, result of the Integration Planning meetings (IP), 
efforts that will be discussed later. Logistics claims more communication and discussion 
about packaging characteristics that different types of products require. For them, this 
knowledge is included in Marketing expertise and Logistics participants have 
difficulties in dealing with so many differences. Another activity that demands close 
communication (not well developed) is aggregating new products forecasting demand 
and sales work. For Logistics participants, decisions like improving sales volume out 
from the plan should be discussed before the pre-sale happens and may include 
Logistics and Production participants.  
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In company 2, integration factors considered by both Marketing and Logistics 
participants were: willingness to solve conflicts, interpersonal trust between teams, a 
function broad knowledge from another one, adequate communication, top management 
support, cooperation philosophy and informal workgroups. On the other hand, (IP) are 
one of the formal mechanisms cited. IP meets at least weekly including participants 
from all functions of the company. This group has the autonomy to align conflicts and 
problems that affect company’s macro results and objectives. The group leader is a 
manager or coordinator from one of this functions (Supply Coordinantor) and changes 
each year. The IP group played a key role during the last 11 years in slowly changing 
mindsets and behaviors in all areas involved. IP helped a lot to change the way 
participants think about integration and interdependence. Many interviewed participants 
highlighted that is hard to change Sales culture about pushing volumes in the end of the 
each month, for example. 

Internal Marketing and Longevity of inter-personal relationships among participants 
of different areas are cited as two important components of integration phenomena. 
Besides cited in the literature, this two constructs were not previously mentioned. 

Integration level was considered medium not just by Logistics and Marketing 
participants, but also by the other interviewed participants. Even recognizing that 
company 2 made great improvements in inter-functional integration, they feel that much 
work is demanded to really integrate, comparing situations that they lived before IP 
meeting started in the past. They do not have integrated metrics even recognizing that it 
should be important, they cannot imagine how they should be organized. The entire 
company has an evaluation metric called Participation in the Results which includes 
60% of individual results and 40% of company general result. They do not indicate that 
this metric is inter-functional but mention it as a formalized effort to make participants 
look in a systemic versus functionally siloed perspective. Besides IP efforts to make 
participants look to the other’s function side, many problems of miscommunication and 
misunderstanding occur, but at this company, participants also show willingness or 
goodwill to solve conflicts.  

 
Conclusions 

This paper proposed the characterization of inter-functional integration elements 
involved in Marketing and Logistics relationships. Five elements were identified and 
characterized, from the theoretical review: contact points, integration factors, integration 
level, integration formality and/or informality and integration impacts. In a field study, 
two companies were investigated in order to analyze empirical data to compare and 
contrast these different elements in research and in practice. 

Marketing and Logistics participants identified many contact points which should be 
considered early integration targets. They are the points that require more incentives to 
improve integration efforts and their outcomes should used to measure performance 
from integrated actions.  

Due to the way the integration factors, and contact points are applied, it is possible to 
note a predominance of informal ways of integration in Company 1. On the other hand, 
Company 2 presented a higher level of formalization on integration aspects. It can be 
clearly noted that the cross functional team (IP) and top management support are 
essential efforts for the integration management in Company 2. Marketing and Logistics 
participants, from both companies, perceived the integration level between these areas 
as medium. Generally it is justified by the existence of some integration factors in such 
relationships, however, in both companies there were some complaints about lack of 
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inter-functional cooperation, mainly, about operational issues. Culture and different 
mindsets were also pointed as some constraints to improve inter-functional integration. 

The participants demonstrated a perception that integration between Marketing and 
Logistics can help companies to reach desirable results, such as: customer 
acknowledgement, keep a positive image in the market, reduce time between project 
and new product launch, avoid late deliveries as well as damage on products. The most 
important complaint is that the company cannot sell what it cannot deliver. Situations 
like that cause stress among employees because in general the expectation is that the 
speed of the logistics operations is increased, there is a reduction in customer service 
and unnecessary costs that will avoid increase in revenue for the whole company. 
Discussing the right level of inventory to maintain the appropriate levels of customer 
service and debating the costs of this decision is a first way to bridge the great divide 
between forecasting demand and execution and make employees feel engaged in the 
process. 

As a limitation, the paper only provides characterization and possible impacts of 
internal integration, about a few practical situations. Further studies may provide a 
deeper analysis of the implications generated by determined combinations of the 
proposed elements, as well as, to explore the integration elements through different 
methods and industries. 

 
References 

Chen, H.; Mattioda, D. D.; Daugherty, P. J. (2007), “Firm-wide integration and firm 
performance.” The International Journal of Logistics Management, Vol. 18, No. 1, 
pp. 5-21. 

Chernatony, L.; Cottam, S. (2009), “Interacting contributions of different departments 
to brand success.” Journal of Business Research. Vol.62, No. 1, pp. 297–304. 

Daugherty, P. J., Chen, H., Mattioda, D. D. and Grawe S. J. (2009), 
“Marketing/logistics relationships: influence on capabilities and performance,” 
Journal of Business Logistics, Vol. 30, No. 1, pp. 1-18. 

Dawes, P.; Massey, G. (2006), “Relationships Between Marketing & Sales: The Role of 
Power and Influence.” Proceedings of the 171 Industrial Marketing and Purchasing 
Group Conference, Oslo, Norway.  

Dewsnap, B.; Jobber, D. (2009), “An exploratory study of sales-marketing integrative 
devices.” European Journal of Marketing. Vol. 43, No.7/8, pp. 985-1007. 

Ellinger, A. E. (2000), “Improving Marketing/Logistics Cross-Functional Collaboration 
in the Supply Chain,” Industrial Marketing Management, Vol. 29, No. 1, pp. 85-96. 

Ellinger, A. E., Daugherty, P. J.; Keller, S. B. (2000), “The relationships between 
marketing/ logistics interdepartmental integration and performance in US 
manufacturing firms: an empirical study”, Journal of Business Logistics, Vol.15, No. 
1, pp.229-259. 

Ellinger, A. E.; Keller S. B.; Hansen, J. D. (2006), “Bridging the divide between 
logistics and marketing: facilitating collaborative behavior,” Journal of Business 
Logistics, Vol. 27, No. 2, pp. 1-28. 



9 
 

Esper, T. L.; Ellinger, A. E.; Stank, T. P.; Flint, D. J.; Moon, M. (2010), “Demand and 
Supply Integration; a conceptual framework of value creation through knowledge 
management,” Journal of the Academy of Marketing Science, pp. 1-15, available at 
http://www.springerlink.com/content/y4t0547525583v76/fulltext.pdf. Access at: 
11/16/2010. 

Flint, D. J.; Larsson, E.; Gammelgaard, B. (2008), “Exploring processes for customer 
value insights, supply chain learning and innovation: an international study,” Journal 
of Business Logistics, Vol. 29 No. 1, pp. 257-282. 

Flynn, B. B.; Huo, B.; Zhao, X. (2010), “The impact of supply chain integration on 
performance: A contingency and configuration approach”, Journal of Operations 
Management, Vol. 28 No. 1, pp. 58-71 

Fugate, Brian S., Theodore P. Stank, and John T. Mentzer (2009), “Linking improved 
knowledge management to operational and organizational performance,” Journal of 
Operations Management, Vol. 27, No. 3, pp. 247–264. 

Gimenez, C. (2006), “Logistics integration processes in the food industry,” 
International Journal of Physical Distribution & Logistics Management, Vol. 36 No. 
3, pp. 231-249. 

Gimenez, C.; Ventura, E. (2005), “Logistics-production, logistics-marketing and 
external integration: Their impact on performance,” International Journal of 
Operations & Production Management, Vol. 25, No. 1. pp. 20-38. 

Jüttner, U; Christopher, M.; Baker, S. (2007), “Demand chain management - Integrating 
marketing and supply chain management,” Industrial Marketing Management, Vol. 
36, No. 3, pp. 377–392. 

Kahn, K. B.; Mentzer, J. T. (1998), “Marketing’s integration with other departments,” 
Journal of Business Research, Vol. 42, No. 1, pp. 53-62. 

Kahn, K. B. (1996), “Interdepartmental integration: a definition with implications for 
product development performance,” Journal of Product Innovation Management, 
Vol.13, No. 2, pp.137-151. 

Kahn, K. B.; Mentzer, J. T. (1996), “Logistics and interdepartamental integration,” 
International Journal of Physical Distribution & Logistics, Vol. 26, No.8, pp. 6-14. 

Lawrence, P. R.; Lorsch, J. W. (1986), Organization and Environment. Managing 
Differentiation and Integration, Boston, MA: Harvard Business School Press. 

Lynch, J.; Whicker, L. (2008), “Do logisitics and marketing understand each other? An 
empirical investigation of the interface activities between logistics and marketing,” 
International Journal of Logistics: Research and Application, Vol. 11, No. 3, pp. 
167-178. 

Massey, G.; Dawes, P. L. (2001), “Integrating Marketing and Sales: The Frequency and 
Effectiveness of Methods Used in Australia and the United Kingdom,” ANZMAC 
2001 Conference, Massey University, Auckland, New Zealand. 



10 
 

Meunier-Fitzhugh, K. L.; Piercy, N. F. (2007), “Exploring collaboration between sales 
and marketing,” European Journal of Marketing, Vol. 41, No. 7/8, pp. 939-955. 

Pagell, M. (2004), “Understanding the factors that enable and inhibit the integration of 
operations, purchasing and logistics,” Journal of Operations Management, Vol. 22, 
No.5, pp. 459-87. 

Piercy, N. F. (2007), “Framing the problematic relationship between marketing and 
operations functions,” Journal of Strategic Marketing, Vol. 15, No. 2/3, pp.185–207. 

Rao, S.; Goldsby, T. J.; Iyengar, D. (2009), “The marketing and logistics efficacy of 
online sales channels.” International Journal of Physical Distribution & Logistics 
Management, Vol.39, No.2, pp.106-130. 

Rinehart, L. M., Cooper, M. B.; Wagenheim, G. D. (1989), “Furthering the integration 
of marketing and logistics through customer service in the channel”, Journal of the 
Academy of Marketing Science, Vol.17, No. 1, pp.63-71. 

Schramm-Klein, H.; Morschett, D. (2006), “The Relationship between Marketing 
Performance, Logistics Performance and Company Performance for Retail 
Companies,” The International Review of Retail, Distribution and Consumer 
Research, Vol. 16, No. 2, pp. 277. 

Shapiro, B. P. (1977), “Can Marketing and manufacturing coexist?” Harvard Business 
Review, Vol. 55, September-October, pp. 104-114. 

Stank, T.; Daugherty, P. J.; Ellinger, A. E. (1999), “Marketing/Logistics integration and 
firm performance,” The International Journal of Logistics Management, Vol. 10, No. 
1, pp. 11-24. 

Swink, M.; Song, M. (2007), “Effects of marketing-manufacturing integration on new 
product development time and competitive advantage,” Journal of Operations 
Management, Vol. 25, No. 1, pp. 203–217. 

Van Hoek, R.; Ellinger, A. E.; Johnson, M. (2008), “Great divides: internal alignment 
between logistics and peer functions,” The International Journal of Logistics 
Management, Vol.19, No. 2, pp.110-129. 

Watson, N.; Kraiselburd, S. (2007), “Alignment in Cross-Functional and Cross-Firm 
Supply Chain Planning,” HBS Technology & Operations Mgt, Unit Research Paper 
No. 07-058, available at http://ssrn.com/abstract=990430. Access at: 06/23/2010. 


