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Inter-functional Integration 
Marketing and Logistics
Integration of logistics and marketing in the organization ensures that the firm offers the right product at the right place to its customers. This ensures there is customer satisfaction by ensuring that there is the availability of products that satisfy the desires of their customers, reducing product costs which make the company’s products affordable to the customers and ensuring that the products are easily accessible to their target customers. Therefore, the integration of marketing and logistics through customer satisfaction enables an organization to differentiate itself and the competitors (Madhani, 2017 P.12). Inter-functional integration of marketing and logistics also enhances the overall value of the business since the two functions complement each other to improve the productivity as well as the performance of the organization. Particularly, the logistics function ensures that the organization offers excellent customer service by ensuring that the marketing components such as product, place, promotion, and price all meet the needs of the company’s target customers.
Marketing and Manufacturing in supply chain operations
Integration of manufacturing in supply chain operations and manufacturing is vital in helping the firm gain a competitive advantage in the industry. An integration of these two functions allows the organization to know the customer expectations and ensures that the organization’s products or services are in line with the expectations (Paiva, et al., 2011, p. 379). Marketing allows an organization to identify the needs of the customers hence allowing the firm to manufacture products that satisfy the customers’ needs. Moreover, integration of these two functions in the organization allows the company to be updated about the market trends hence the company is able to know what to produce. Thus, an organization is able to operate effectively especially the supply chain process and deliver high-quality products or services to their customers. Consequently, a company is able to remain competitive and relevant in the market.
How process integration relates to Marketing and Supply chain processes
Process integration in marketing ensures that an organization is flexible to adapt to market changes and ensures that the process of marketing the company’s products is effective because combining similar process involved in marketing makes the entire process faster as well as effective utilization of resources required in marketing the organization’s products (Katunzi, 2011, p. 105). Process integration in supply chain management entails collaborations among the suppliers and buyers, shared information among those involved in the supply chain management and joint product development. The process integration in the supply chain requires a continuous flow of information to ensure that it is effective. It benefits a company by reducing the level of inventory, improving the overall productivity, improved performance in delivery, decreased order cycle and enhancing the organization’s flexibility of responding to the customers’ requirements (Katunzi, 2011, p. 107). However, the process integration should be implemented properly to enable the company save on costs and gain a competitive advantage in the industry.
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