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With the appearing of supply chain viewpoint a new cycle began in the 
filed of logistics and due to that in the leading of firms as well. The 
interpretation of the outspread logistical supply chain called the attention 
to the fact that recently the logistical process of the organisations stretch 
as far as the costumers and end users. Paying attention to the needs of 
costumers in such a high degree unavoidably demands the closer 
cooperation of the logistics and marketing. As a matter of fact in the  
dynamically changing and overstocked markets of recent days the 
collateral of the companies competitiveness depend on the level  of 
costumer services given by the two areas. The functional isolation 
characterizing the last period has been replaced by the union of the part 
strategies in order to reach and keep competitiveness although not in the 
case of all the business functions but surely the determined areas of the 
companies’ value chain such as production, logistics and marketing. 
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INTRODUCTION 
 

During my career as a marketing expert and graduation teacher I was 
the witness of the arm chauvinism between corporation functions several 
times. At those corporations where the production, the distribution and the 
sale are the parts of the value chain one possible conflict of the arm 
chauvinism was the border between marketing and logistics for a long time. 
The reason of this, were mainly the questions of distribution, because this is 
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the area which both functions identify as their own. The characteristic of 
these conflicts was that the different functions and functional leaders can not 
agree which function is the primary, so that, which function can determine 
bigger impact. I think it is a meaningless controversy of course, because the 
theory and the practice of management stand for the viewpoint that the 
corporate functions are in horizontal role, they can support each other to 
materialize the strategic goals of the firm. When the functional harmony 
vanishes, the synergy effect can’t work either, so the functions can’t aspire 
corporate goals, but instead of their own goals. In this case the basic values 
and goals of the firm disappear, effectiveness and competitiveness decrease, 
and the structure becomes bankrupt. In the theoretical field all the functional 
leaders recognize the relevance of the corporate strategy and the system of 
goals, but in the everyday operations they kick over the hierarchy of goals 
involuntary or purposely. The marketing and the logistics are guilty in this 
charge too, because there are some aspirations in both area, which try to 
confirm the priority of the score function. After that, in the everyday 
operations marketing and logistical experts occasionally try to outshine 
other functions. 

  
THE APPROACH OF THE VIEWPOINTS 

  However in the previous decade instead of the accepted 
confrontation of marketing and logistics the approach of marketing and 
logistical viewpoints appeared, moreover there is a perceptible integration 
between these fields. I think it is the best practice which is exemplary for 
other functions being in conflict with each other. In my opinion marketing 
and logistics are ready for the cooperation and full-blooded integration in 
the field of theory and everyday operation. We can point at supply chain 
management as a supporter mechanism of the integration, because it has 
created the base of the cooperation and harmonisation. The substance of 
supply chain management is an expanded approach, because logistical 
experts and corporate decision makers nowadays can contemplate out of 
firm’s process only. They recognize that logistical process overhangs the 
border of the corporate. These overhangs can be seen in the suppliers (it is 
in this case retrograde orientation) and trend towards the distributors (and it 
is a forward orientation). In this sense we can interpret the supply chain 
management as a system which interlock suppliers, production firms, 
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distributors and customers by material and information flow, and this way 
has become a new type of management method and viewpoint. The 
customer is an important link in the system, because these days firms’ 
supply chains trend towards end-users.  It brings about that in the field of 
logistical management we can consider corporate interests, distributors’ 
interests and over that customers’ interests more and more. It is a new 
customer service or service level concept in the supply chain management 
and it is very similar to the customer relationship in the marketing. 

There are several arguments about the primacy of functions between 
management experts at firms and in the field of science. All the functions 
can align lot of arguments, which justify its primacy, and the emphasised 
function enjoys the positive discrimination during the corporate 
administration and operation. In my opinion to decide this question, we have 
to go back to the corporate value chain. All organisations, irrespectively of 
industry and basic activity, the method of making value is the production 
and service. This is the base, because the production or the service activity 
can generate value added things with converting inputs into outputs, which 
deputize a better value level and utility. The usefulness of this accumulation 
is better than single input element. In the modern, variable, incalculable and 
increased rival business environment the firm who is only based on 
production can not survive. If the corporate don’t create the conditions of 
the production the smooth movement is unimaginable, but the constitution 
of this point beyond production, logistical support is necessary and valid. At 
the same time the distribution, the promotion and supporting the sale 
activity require marketing orientation, because the product without 
marketing isn’t marketable in variable markets. The firms can’t leave alone 
their products or services, they have to support them with marketing 
activity, segmentation, targeting, positioning and product and service design 
of customer needs. The marketing and mainly one part of the 4P, the 
distribution however can’t fulfil its task, if the distribution logistics 
infrastructure and organisation aren’t in the background. On the whole the 
trinity of production, supply chain management and marketing are the most 
important facts of planning and organizing of corporate processes and 
outputs. Finding each other in this trinity supports the goals’ harmonisation. 
Production, supply chain management and marketing allocate in parallel 
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ways their goals, they want to catch equal things, but they pick up the 
payoff from different aspects.  

 

The aims of  corporate part-strategies 

Production / service Supply chain / logistics Marketing 

To satisfy the 
customer with 
practicability, 

utility and quality. 

To catch a 
customer service 

level and minimize 
absolute cost of 

logistics. 

To suffice the 
customer’s needs 
in the way that the 
customer becomes 

really satisfied. 

Table 1. The system of aims about corporate part-strategies 

We can see in the summary table that the production, the supply chain 
management and the marketing prise the customer satisfaction very 
important, but they emphasize different motives. Fortunately these diverse 
motives don’t extinguish each other, and what is more these can really 
integrate the formerly isolated functions by synergy impact. 

Let’s review these goals and the complex system of aims which 
proceed from these. The production and service function, fundamentally 
approaching customer satisfaction from its basic activity. According to the 
theory of production management the production and service work is fine 
when the customer is satisfied with practicability, utility and quality. The 
practicability guarantees the utility and manageability of the product and the 
quality guarantees the durability and fail-safe work. The goal of logistics or 
rather supply chain management the roach the customer service level which 
determined by customers and market specialities. Supply chain management 
must execute this task by making an effort to get maximal specific 
effectiveness and minimize absolute cost of logistics too. The aim of 
marketing is to suffice the customer’s needs in the way that the customer 
becomes really satisfied. There is an important context, that marketing can’t 
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fulfil its aim, if the production doesn’t “transport” the functional 
satisfaction. It is impossible if there are practicability or quality problems of 
the products. The great marketing “guru” Philip Kotler in his book called 
Marketing Management defines, the product this way: 

Product = abstract product + material product + replenish product 

In this context the replenish product means forwarding, installation, 
guarantee, after sale services, etc. We have to emphasize, that the marketing 
definition of the product points at some coefficients which live in only the 
customers brain, and these coefficients have logistical feature. Some factors 
of the replenish product have fully logistical characters, for example 
forwarding, installation and after sale services. At the same time guarantee 
has logistical elements too. This viewpoint isn’t new in the field of 
marketing. Theodore Levitt in his essay called The Marketing Mode written 
in 1962, says that competitive edge isn’t between the output products really, 
but it is between the replenish elements which join the product, for example 
packing, customer services, advertising, customer consultancy, conditions of 
payment and forwarding and storage, namely between elements which mean 
value to customers. Two of them, forwarding conditions and storage 
absolutely logistical category and packing, customer services and customer 
consultancy have logistical part-content.  

 
CONCLUSIONS 

From these we can deduct, that marketing can’t fulfil its goals, if the 
logistical customer service doesn’t work in a good level and quality. 
Production, marketing and supply chain management are able to accomplish 
the customer’s expectations only in synthesis and this is the assumption of 
repeated purchase. On this base a profitable and long-term course of 
business cab be made, which is wishful for every corporation. In the 
everyday operation another function is also necessary it is an integrated 
computer supported corporation leading system. From the corporation 
leading system both functions can get up-to-date information to their own 
decisions. In this system every function, work pad and user are able to come 
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at the connecting information, create and this way the base of synergetic 
movement. 
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