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5.1 Introduction

The marketing functions of any organization cannot be separated from other

relevant areas relating to the organisation as well as its environment. It is

important to see how marketing connects with other functions like research

and development, production/ operations/logistics, human resources, IT

and customer service within the organization. Obviously all functions within

the organization should point towards the customer i.e. they are customer

oriented from the warehouseman that packs the order to the customer service

team member who answers any queries customer might have.

“Marketing is not only much broader than selling, it is not a specialized

activity at all. It encompasses the entire business. It is the whole business

seen from the point of view of the final result, that is, from the

customer’s point of view. Concern and responsibility for marketing

must therefore permeate all areas of the enterprise.”  Peter F. Drucker.

To simplify Peter Drucker’s saying marketing can be viewed as a business

philosophy. Success of any business mostly depends on satisfying customer
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needs and wants, which cannot be the sole responsibility of the marketing

department.

5.2 Objectives

After going through this unit you will be able-

· to identify the different functional areas,

· to understand the relationship of marketing with various functional

areas of an organization.

5.3 Relationship of Marketing with Different Functional Areas an

       Organization

Let us understand the relationship of marketing with various other functional

areas of an organisation.

(Diagram depicting the relationship of different functional areas)

5.3.1 Research and Development:

Research and development is the most important function within an

organization which generate new ideas, innovations and creativity to develope

new products and services. It is a continuous process for any organisation.

Through research and development organisation not only create new product

and services but also improve existing products and services continuously.

Research and development is such a segment which looks after every
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department of the organisation to make the organisation more competitive.

The primary objectives of research and development are to secure a

competitive edge and increase bottom line profitability. Research and

development is not generally undertaken in order to generate quick profit

but instead for long term benefits. The new information that research

development generates can enhance employee commitment and confidence

levels. Instead of working on the same procedures, processes, and methods,

research and development challenges employees to constantly learn and

grow. Research and development is also important for market research

and identifying customer needs and wants. Applied research is invaluable

for developing new products and services and improving existing one in

accordance with customer needs and wants from the above analysis it can

be understand that research and development department provide valuable

insights to the marketing department and by incorporating those insights

marketing department can make their strategies more interesting and

significant. In an increasingly competitive global marketplace, competition

cannot be overlooked or undervalued. Though  research and development

activity require a significant cost, still a good research and development

team can gain and maintain a competitive edge by boosting sales, increase

in profitability, open new and untapped markets, enhance brand and gain in

reputation, attract best employees, attract more investors, finding new

business partners, access new supply chains etc.

Stop to Consider

Research and development is basically innovating new products and

services and also improving existing one through which an organisation

can gain competitive edge.

5.3.2 Production/Operations/Logistics:

The operations, production and logistics functions within business need to

work in cooperation with the marketing department. Operations include

many other activities such as warehousing, packaging and distribution.

Operations also include production and manufacturing, as well as logistics.

Production and marketing department should have proper coordination and

work closely with each other. Creation of demand is the task of marketing

department where fulfilling that demand depends on the timely production

of those demand. So there is a possibility of conflict between these

departments. But, in order to increase the organization’s performance and

progress, the marketing and production functions must communicate with each
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other. Each function has their different roles. The production function focuses

on creating new products, managing the quality and quantity of the products,

and arranging deliveries.  Marketing function concentrates on satisfying customers

and meeting their needs. Therefore, in order to increase profits and fulfill

consumers’ needs, the organization must collaborate between marketing and

production functions and limit the conflicts that might arise between them.

Logistics and marketing might seem to be diametrically opposed to each

other. Logistics deal with the handling and delivering of raw material to

finished products. Marketing, on the other hand, is a combination of

creative activities and the detailed analysis that backs them up. However,

these both the departments within any organisation have a symbiotic

relationship. As clients, for example, routinely expect production and

shipping to be fast and efficient, logistics is an increasingly important

component of marketing. Logistics is concerned with getting the product

from production to warehousing, to retail and to the ultimate consumer in

the most effective and efficient way. Through marketing demand is created

in the market and it is the duty of the production and logistic department to

timely fulfill the demand. In this competitive era fast movement of goods

from one place to another is very much crucial for the success of the

organisation. An efficient logistics department can become a marketing

instrument. Some companies have logistics systems that are so fast and

efficient that they’re able to charge lower prices from consumer as

compared to the competitor which in turn work as leverage for the

organisation. Logistics and marketing are complementary business

operations that enable a company to ensure that it can offer the right

products to the right customers in the right place. Place is one of the

five P’s of marketing. Through proper coordination between logistics

and marketing, companies can build the highest levels of customer

satisfaction by improving customer experience, enhancing customer

benefits.

5.3.3 Human Resources

Organisations are managed and run by people, so its utmost important to

look after efficient people and this particular task is performed by HR

department. Human Resource Management (HRM) is the function within

the organization which looks after recruitment and selection, training,

development and other concerning areas of professional development of
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employees. Other related functional responsibilities include well-being,

employee motivation, health and safety, performance management system

and the knowledge regarding the legal aspects of human resources. So the

marketing department must have the association with the HR department

for smooth implementation of strategies. The HR department help marketing

department with scoping out the job, a person profile, a job description,

and advertising the job. The HR departments help to find right marketing

personnel through assisting an interview to offering job. HR personnel

organise an induction programme for other departments so that new

employee can understand their role easily and also become familiar with the

organisation. HR department also show the mirror to the employees through

performance appraisal to the employees which in turn help in taking

corrective measures for the betterment of the organisation. HR professionals

also look after various legal aspects of the organisation which help in maintain

good industrial relation within and outside of the organisation. Registration

of trade mark, brand name, patent etc. requires legal expertise where HR

can play a very significant role. These are the different operational functions

of HR department which ensure and enhance quality of the organisation.

5.3.4  IT (Websites, Intranets and Extranets)

Information technology broadly consist of elements such as computer

software, information systems, computer hardware (such as the screen you

are looking at), and programming languages. In this modern era marketing

activities extensively use all the IT elements to transmit information i.e. how

to get information, how to process it, how to store the information, and then

how to disseminate it again by voice, image or graphics. IT has changed the

overall marketing strategies for organisation. Without adopting information

technology no organisation can progress in the modern business world.

Information Technology plays a vital role in building customer relationship

management (CRM). Obviously IT is a huge field but we need to recognise

the importance of websites, intranets and extranets to the marketer. So a

website is an electronic object which is placed onto the Internet. Often

websites are used by businesses for a number of reasons such as to provide

information to customers so that customers can interact, compare and buy

a product, more significantly customers start to build a long-term relationship

with the marketing company. Likewise organisations are trying to explore

different technologies like mobile marketing, social media marketing to attract

more and more customers. Information technology is making the life and
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processes easy and simple for both marketing organisation and customers.

But at the same time it has posing challenges also for marketing organisation

because customers are becoming more demanding and want quick solution.

Hence, companies need to deploy competitive IT professionals and also

funds to make the system effective. The IT department and marketing

department need to understand each other’s merits and limitations before

finalizing any strategy. Retaining and making customer loyal towards

organisation is tougher than attracting a customer. In this regard a proper

coordination is utmost important to achieve the goal of the organisation.

5.3.5 Customer Service Provision

Customer service provision is part of the customer relationship

management (CRM) which refers to the principles, practices, and

guidelines that an organisation follows when interacting with its customers.

From the organisations point of view, this entire relationship encompasses

direct interactions with customers, such as sales and service-related

processes, forecasting, and the analysis of customer trends and

behaviours. Ultimately, CRM serves to enhance the customer’s overall

experience.

Marketing spend money in the market and drive customers into their places

of business. Attracting a customer through marketing is one function and

retaining the customer is another aspect of the business. Since the evolution

of social media customer relationship has become a continuous and round

the clock activity for any organisation. Retaining a customer and making

that customer loyal towards the brands of the company is very much

important and crucial for organisation to attain competitive edge. To achieve

this particular objective organisation need to understand customers’

expectation and accordingly should provide training to their customer service

team. Positive customer experiences improve customers’ likelihood to return

to a specific brand and increase the probability they will spend more. A positive

experience improves the customer’s overall satisfaction with the brand in question.

Customer service provision is very much integrated into marketing. Customer

service takes into consideration the needs of the customer as the central

driver. So customer service function revolves around a series of activities

which are designed to facilitate the exchange process by making sure that

customers are satisfied. The first step in ensuring your customers satisfaction is

to have a positive end-to-end experience with the brand and to shift internal

structures to enable marketing and customer service teams to communicate
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and collaborate more effectively. Marketing and customer service may work

together to achieve mutual goals and solve problem for the customers through

following steps-

· Social media customer support.

· Creating content for customers.

· Understanding customer expectation.

· Unified messaging.

· Customer loyalty programme.

· Sharing customer stories.

· Shared goals.

· Product marketing.

Stop to Consider

Relationship encompasses direct interactions with customers, such

as sales and service-related processes, forecasting, and the

analysis of customer trends and behaviours. Customer service takes

into consideration the needs of the customer as the central driver. So

customer service function revolves around a series of activities which

are designed to facilitate the exchange process by making sure that

customers are satisfied.

5.3.6 Finance Department

The marketing department will need to work closely with the finance

department to ensure that, there is an adequate budget to meet the needs

for research, promotion and distribution and advertising its products and

services. For promotion, advertising etc. marketing department requires

huge funds to create a strong appeal among customers. On the other hand

finance department need to ensure that all the business operates within its

financial capabilities. They will want all departments to work within their

allocated budgets and must have knowledge about companies’ financial

capabilities. While a business must be able to market its product, it must

also be able to manage the related costs.  This is the foundation of the

relationship between marketing and finance.

Like all departments, marketing may wish to overspend if profitable marketing

opportunities emerge over the year. The marketing department is likely to

concentrate on sales volume and building market share, while the finance
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department may be more focused on cash flow, covering costs and paying

back investment as quickly as possible.

To make this relationship work, the marketing department takes the

responsibility of managing and developing the growth of a business while

the finance department works closely with marketing to monitor trends in

the business as well as manage the efficiency of marketing initiatives. In this

competitive era marketing activities require finance more than ever. From a

marketing perspective, by adopting following three ways relationship with

the finance department can be improved for overall improvement of the

organisation:

Communication is the key: The perception is that marketing is always

going to ask for more funds to improve its performance and finance is always

considering financial health of the organisation before allocating more funds.

Hence, it is desirable to conduct regular meetings between the two

departments to negotiate and discuss expenses and budgets in alignment to

company goals.

Share the success: When Finance sees a large expense, without significant

reason and knowing such requirements, they want to curtail the budget.

That’s their job. Those in marketing must take the time to discuss the reason

for such requirements and explain the issue, why the funds are needed and

how it will benefit the business. Both departments need to adopt collective

bargaining to arrive at a meaningful solution.

Think alike: Marketing department, need to go through a proper research

before finalising and presenting the project cost to the finance department.

At the same time finance department also need to look at the project from

the benefit point of view before deducting the project cost. This will make

the negotiation process a lot faster and easier.

Check Your Progress

1. Identify the different functional areas of an organisation.

2. Discuss the role of Research and development in marketing.

3. Highlight the role of Human Research department in marketing.

4. Why is it important for the marketing department to work closely

with Finance department?
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5.4 Summing Up

Marketing department requires assistance from all other departments in an

organisation. Active cooperation with all departments make marketing

department successful. From the above discussions it is clear that

departments like research and development, production and logistic,

information technology, human resources, finances are indispensable parts

for the smooth functioning of marketing department.  Marketing

progressively work to attract and acquire customer where research and

development helps with creativity and innovativeness. Production and logistic

provide right product at right place at right time. Human resources can help

by providing competitive manpower and information technology guarantees

new age technologies to serve customers. Customer service or customer

relationship builds long term relationship with customers and last but not

least finance is known as life blood of all business activities. For successful

implementation of all strategies finance department must sanction the

budgeted projects.  Hence, a comprehensive inter departmental

communication is must be in place for attaining the overall goal of the

organisation.

5.5 Model Questions

1. Define relationship of marketing with other functional areas?

2. What are the objectives of relationship of marketing with other

functional areas?

3. How research and development helps an organisation?

4. Why coordination is necessary between marketing and production

and logistic department?

5. Can marketing operate without the help of information and technology?

Discuss in detail.

6. Discuss the relationship of marketing with HR department of an

organisation?

7. What way marketing and customer relationship can benefit each other?

8. Discuss in detail the role of finance department in enhancing marketing

capabilities of an organisation?
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