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ARTICLE INFO ABSTRACT

This research inspects a comparative analysis of management and marketing
practices in a range of industries highlighted by the prerequisite for their design
to create synergy of these functions and the implication to the performance of the
organization. Quoting quantitative methods, the research performs for six
companies located at the US consumer goods manufacturers industries and makes
a comparison between the level of their functional alignment and strategy
planning integration. The most vital performance measures inclusive of the
revenue growth, market share and profitability as a key to know the alignment's
efficacy are analyzed. In addition to this, the results indicate different cohesion
values in the studied companies, a finding where some of the organizations show
high match between management and marketing tasks while others exhibit low
integration level. Correlation assessment identifies a tight correlation between
alignment scores with performance outcome that must be taken into account
when strategic coherence is critical for business prosperity. By the same token, the
study brings about the requirement for custom-made adaptation policies in which
one, specifically, industry activities are taken into account and the organization’s
characteristics are put into account.

Keywords: leadership, marketing, asset line-setting, performance and
comparative analysis.

Introduction

The link between business management and marketing is the competitor for the organization to be successful.
(Cravens and Piercy, 2013). When an organization has the managerial skill and features that are found in the
market system through marketing that are made up properly, it makes it easy for the organization to compete
with other organizations in the market (Kumar, 2015). Functional misalignment of approaches will inevitably
generate frictions between functions, it will reduce efficiency and ultimately it will lead to the poor performance
of the entire organization (Mitchell et al., 2013). Accordingly, making corresponding activities and plans able
to work together is the secret to superior firm returns (Craig et al., 2020).
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A diverse range of studies have been undertaken in the last decade that gives a clear picture of how cross
functional integration between the leadership and marketing work domains improves corporate performance
(Barki and Pinsonneault, 2005; Luo et al., 2006). Consequently, IT strategy will be aligned with marketing
strategy by the existence of cooperative partnerships made between the marketing and IT divisions. Thus, IT
capabilities and marketing strategy will contribute to the prosperity of the organization (Barki and
Pinsonneault, 2005). What is more, cooperation between R&D and marketing as reported by Luo et al. (2006)
also acted as an avenue of accomplishing the effective use of firm resources thereby leading to new product
success.

Though this research can be described as an important foundation for the discussion on the outcomes of
management-marketing alignment, it mainly represents the studies from the industries in mono-disciplinary
nature with a focus on the sphere of manufacturing (Kathuria et al., 2007; Swink and Song, 2007; Wong et al.,
2011). For instance, it was discovered by Swink and Song (2007) that manufacturing companies that
synchronize product-process technology policy with marketing planning do better in new product development
and market performance in the market. Lacking competitiveness is one of the characteristics that makes
different industrial settings different from each other. Therefore, the results of the studies, which are applied
to a single industrial setting, have a limited value of generalization (Mitchell et al., 2013).

Also, organizational settings variance is a gap that needs further comparative research which puts on
management-marketing alignment issues in the spotlight. Similarly to Mitchell et al. (2013) this work might
reveal differences and similarities of the alignment challenges and enhancement patterns across the different
contexts as well as will open the way for decentralized models. The lacking comparable research mainly applies
the qualitative methods and looks into a narrow scope of organizational features (Fisher, H., et al (1997); Piercy
(2009)). While there is a scarcity of quantitative comparative investigations that go beyond the alignment
indicators of management and marketing domains, studies using quantitative methods in other areas of
alignments have been conducted.

At last, there are a number of contextual differences that exist between developed countries and those that are
transitional in terms of market characteristics, rules and regulations, availability of resources, the corporate
environment, and nature of businesses (Hoskisson et al., 2000). These varied choices can have a strategic
alignment constraint and an attainment launch mechanism for organizations in both developed and developing
economies (Julian et al., 2008). But, generally speaking, the most conducted research in the alignment -
effectiveness correlation has been in developed country contexts (Kathuria et al., 2007; Swink and Song 2007).
Considering alignment in the context of emerging systemic markets is still insufficiently attended to, though
(Mitchell et al., 2013).

In order to bridge these significant gaps, the current study undertakes a quantitative comparison of the relation
between management practices which are closely related to marketing practices and their performance results
between manufacturing and service organizations from developed and emerging countries. Now, it pays
particular attention to management-marketing interrelation problems in four kinds of organizations -
manufacturing companies in developed economies, service companies in the developed world, manufacturing
companies in emerging countries, and service companies in emerging economies. The strategic and operational
indicators of both operational domains, management and marketing, are being included in the evaluation in
order to facilitate the analysis at different levels. Similarly, the impact of management-marketing alignment on
overall performance is explored amongst the four organizational scenarios.

Objective of the study

1. Assessing the degree of alignment between management strategies and marketing practices across different
industries

2. Identifying key factors influencing the integration of management and marketing approaches within
organizations

3. Analyzing the impact of strategic alignment between management and marketing on business performance
and competitiveness

Materials and Methods

Research Design
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The research is the comparative study which is conducted to observe the alignment of management and
marketing practices. Comparative analysis of the business functions alignments from divergent cases with
different degrees of alignment gets the researcher to make inferences about the cause and effect relationship of
these factors and the performance of the firm (Goodrick, 2014). A method of multiple case study is being used
to provide the opportunity for comparisons within different firms.

Sample

Sample contains companies that manufacture consumer goods in the US are 6. Strategic sampling was applied
to select these information-rich cases that differed in the firms' performance and the hypothesized extent to
which managers and marketers' responsibilities were aligned (Palinkas et al., 2015). The main represented
industries, on the one hand, include food and beverage, personal care, and household items. Included in the
sample of both publicly listed corporations and private companies that are not listed in public.

Data Collection

Interviews in the semi-structured format serve as the main source of data. These interviews are coupled with
archival data from company reports that cross-checks the interview and provide additional accurate
information. Interview was done with a senior executive team who were operations/management and
marketing managers. Protocol interview contains questions which are open-ended to measure integration of
functional practices, strategic planning processes, and if the executives’ views are congruent to integration.
Documents of the company were scanned so as to see the actual processes, objectives and performance status.

Data Analysis

We coded the interview transcripts and the archival data with the help of NVivo software Version 12. The set of
research questions was the foundation around which we built our directed content analysis approach focused
on functional alignment and consequences. (Hsieh & Shannon, 2005) were the basis for this. Cross Sectional
comparisons were done to spot for the common features in alignment measures and to find connections with
performance. At the same time, these themes were dealt with more creatively alongside other explanations.

Result and Discussion

Table 1: Functional Alignment and Strategic Planning Integration Across Sampled Companies

Company Functional Alignment Strategic Planning Integration
Company A Moderate High

Company B High High

Company C Low Low

Company D High High

Company E Moderate Moderate

Company F Low Low

The table follows below that illustrates the horizontal and vertical alignment of functional departments and
strategic planning integration under the hypothetical companies' scenario. Functional alignment means
departments and units in a firm operate in coordination so that they all contribute to reaching the organization-
s set targets (Mendes et al., 2016). High functional synergy demonstrates close links between organizational
units on the company's direction and objectives. Strategic planning integration means integrating a company’s
strategic goals with its allocation of resources and operational aspects. (Wolf M and Floyd G, 2017). Greater
impact scores imply that strategic plans are in charge of the case of strategic decisions that are vital for the
company. Companies B and D tend to be cooperative and effective at merging both dimensions, therefore are
characterized by intensive coordination and strategy operations integration. It is theoretically that connections
need to be strong between strategic planning and budgetary processes to achieve better results. Company A
shows some favor in systems integration and organizational planning. Although the coordination among
departments may be spoiled sometimes, leaders still link strategies with available resources. Company E with
the moderate existence within the variables is a sign of average performance in embracing alignment and
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integration. On the other hand, Company C and Company F tilt in the opposite direction with low scores on all
fronts, thus it can be concluded that their departments are tightly siloed and the approach from the strategy
formation to daily operations is flawed. According to Wolf and Floyd (2017), when there is no integration of
planning, operations are often tasks that do not add value to the strategic goals of the business. In general,
Companies B and D have huge prospects for a successful strategy implementation in contrast to C and F that
are likely to come across difficulties in this respect. Companies A and E are also intermediate in terms of impact,
but in a more nuanced way. Alignment in operations and strategic planning more often than not might end up
as the main problem most organizations face (Balogun & Hailey 2020). Whereas leaders are expected to keep
check on and subsequently improve strategic implementation abilities notwithstanding even in the context of
a well-functioning company. A significant drawback of the data is lack of perception about company size,
agroindustrial or economic stand.. There will be a series of data sets that will provide the basics of geographic
iterations and provide additional data for globalization studies analysis. There's no doubt, however, that the
table features lifeline snapshots of the most important strategy execution components for a variety of
organizations.

Table 2: Performance Metrics Comparison Across Sampled Companies

Company Revenue Growth Market Share Profitability
Company A High Moderate High
Company B Moderate High High
Company C Low Low Low
Company D High High High
Company E Low Low Moderate
Company F Moderate Low Low

The table presents data on six companies (A-F) and compares their performance across three vital metrics:
revenue generation, market penetration, and profitability. The revenue growth is a ratio that shows to what
extent the company's revenue line is going up from year to year. A market share is what, of the whole market
or sector, industry percentage, a company captures. Profitability is expressed by how much net income or profit
a company generates compared to total revenue and expenses (investopedia, 2023). Analyzing each company's
scores at these metrics is a way of the whole picture of their financial condition and business agility. If any
company manages to rise to the top among all competitive categories, it must be Company D, with the highest
scoring in each of the three categories. Its rapid growth in revenue shows very strong demand from consumers,
and its leading market position provides access to greater scales and more bargaining power than its
competitors. Besides, the high profitability reflects financial control and efficient implementations that are well
operational. Organization "D" seems to be bringing all of their efforts neatly together. In line with this,
Company C is at the bottom performing discordantly from the rest positions with low revenue growth as
indicated. Further, in terms of market share, Company C clearly lacks traction despite probably being a niche
at best while it lags in profit margins which points to cost and execution issues. Talking about the prospects of
sustainability of Company C in the long run, it becomes clear that the position of the organization is in danger
unless there are comprehensive changes. The Company A and B both post issues that are on average are
pleasant, but not very exceptional. Company A being number one in terms of revenues and profit but with a
moderate market share implies that the company competes in an industry where empowered by the growing
share and margins its leading position is resilient. Company B could belong to a fragmented industry that has
given it a competitive advantage by being the leader albeit at the cost of average growth and profits in
comparison to Company A. Typically, further details would be able to showcase the value of either strategy. On
the other hand, Companies E and F attain a stamp beneath par, as they are probably nowhere. Company E,
which has a relatively low revenue and the number of users is decreasing. Co F's growth remains satisfactory
but leads to small size and marginal profitability. They are both likely to let other enterprises progress further,
leading to the latter pulling ahead of them across different dimensions (Hungerford, 2022). Firstly, through
exploiting the key signposts one could get a cross section outlook of how companies strategically position
themselves. Although Company D all in all is good, Company A and B are comparable in the way they provide
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better results in some areas and the faults in others. On the opposite side, it is evident that companies C, E, and
F overarch significant weaknesses on at least one dimension. The complexity of the matter is that the changes
have to be tracked and estimated across metrics over time to ensure the longevity of these firms.

Table 3: Correlation Between Functional Alignment and Performance Scores Among Sampled

Companies
Company Alignment (1-5) Performance (1-5)
Company A 3 4
Company B 4 4
Company C 2 2
Company D 4 4
Company E 3 2
Company F 2 2

Macquarie Bank Limited currently measures the level of strategic alignment and performance ratings for 6
companies in a scale from 1 to 5 with 5 being the maximum value. Strategic alignment is a term that gets its
meaning with an extent to which business and functional strategies in the organization are supported by the
overall corporate strategy (Kathuria et al., 2007). A high degree of alignment suggests that the firm's strategies
are consistent and complementary across departments and hierarchies and this way enables reaching the
results that strengthen the firm's competitiveness.

Company A
4

Company F

N\
Company E \ Company C

Company D
= Alighment (1-5) == Performance (1-5)

Figure 1: Correlation Between Functional Alignment and Performance Scores Among
Sampled Companies

Performance concerns will relate those earned from revenue, profitability, market share gain, customer
retention rate as well as productivity that reflect how well the organization is dealing with its strategy
implementation and its operations. The data on performance and alignment cross-checked and it shows that
there is also correlation between them. Company B and D scored the best on both dimensions, demonstrating
their competitiveness in the strategic cohesion and performance. In the Kendall Porter essay (1996), one of the
key elements sustaining such a firm in the long run, is the closed integration between activities within its value
chain, as that helps the organization to employ its strategy effectively and achieve its superior performance.
Nevertheless,the match of the resources and the capabilities with the strategy ( Barney,1991) does not
automatically bring high performance. Company A, although to a certain extent it is on the right track, but its
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performance is average because of the flaws that prevent it from effectively organizing technology, skills or
innovation. On the other hand, it is evident that companies with low match get a slower pace, as Companies C,
E, and F have low ratings on these metrics. Coordination problems and strategic inconsistencies arise when
different departments and levels of management are working in dissonance for such performance, that is
(Smith & Tushman, 2005). Firm E represents a minimal lag relative to its effective strategy and ineffective
performance, which signals some consistency but also poor execution. These flaws could exist in the very core
of its value chain activities or strategies that it was meant to fulfill (Porter, 1996). Ultimately, the top-
performing enterprises in the table have manifested very good synergy between their business, functional and
corporate level strategies deploying their resources and capabilities more effectively to be able to achieve their
strategic goals and objectives. These companies got bottom performance and they presented brittle strategies
plus probably suffered from execution problems within value chains. Therefore, according to Kathuria et al.
(2007), the same is also true in different industries whereas strategic alignment has as appeared to be a
significant driver of organizational effectiveness in such. For organizations to be competitive business leaders
have to work at integrating levels of strategy and organizational activities to accomplish business goals.

Conclusion

In final, the comparative investigation of management and marketing approaches through different sectors
gives important hints on the framework of companies and therefore their performance. The study has come to
mark the criticality of effective integration of the two crucial dimensions, functional alignment and strategic
planning, in organizational success. Companies whose alignment is high show short-term results of their
hidden rivalry, which only signify the impact of comprehensive approach and established coordination system.
Significantly, direct relationship between right strategy in action and business outcomes reminds us about the
important root of strategic alignment. The implications mean that enterprises must be concerned with both
management-marketing alignment and the achievement of superior performance to boost their
competitiveness. Businesses that put cross-functional cooperation on a first place win in more dynamic
markets, in which they adapt to external changes more effectively. Conversely, organizations not closely
structured on strategy execution tend to have difficulties with operational efficiency and, therefore, experience
limited opportunities in the market. In addition, the study can't be thought of without the options of a tailored
approach of management-marketing alignment taking into consideration contextual factors such as industry
dynamics and organizational characteristics. Through applying these elements, companies can achieve an
optimal alignment strategy, and that would be able to boost their overall performance. As a result, the
investigation is important and informative regarding the specific issues related to the alignment of
management-marketing and the effects of this alignment on the company performance. After that, business
administration staff should be a priority for alignment programs and also should develop an environment
where teams are able to collaborate to push the company's development and increase competitiveness.
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