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ABSTRACT

Thearticlepresentsauniqueapproachtoexploreandevaluatethecriticalfactorsofsupplychain
management-marketing(SCM-M)interfacesine-commerce.Thisarticlesystematicallyidentifies
thecriticalfactorsofSCM-Minterfaceine-commerceusingDeLoneandMcLean(D&M)Model
ofISSuccess.ThecriticalfactorsidentifiedareusedtoformthedynamicscenariosbasedonFuzzy
CognitiveMaps(FCM)forstrategizingthee-commercesuccess.Tounderstandandevaluatethe
proposed researchmethodology, some scenariosweredevelopedbasedon the critical factors of
SCM-Minterfaceine-commerce.Theanalysisofthesescenariosaidinidentifyingtheimprovement
areas aswell as strategizing and improving those areas ofSCM-M interface in e-commerce for
enhancedcustomersatisfactionandleveragingorganizationalsuccess.
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INTRODUCTION

AccordingtoForbes(Forbes,2014),Walmartstandsatthetopintermsofitssalesandasthe18th
mostvaluablebrand.ThissuccessofWalmartisoftenattributedtoitshighlyefficientSupplyChain
Management(SCM)andmarketingintegration(Kozlenkova,Hult,Lund,Mena,&Kekec,2015).
However,itsprimecompetitorK-marthasstruggledfinanciallyoverthelastfewdecadeswhichis
mostlyattributedtoitsweakcongruenceofSCMandmarketingpractices(Bogenrief,2012).Inthis
paper,wefocusonunderstandingthesynergeticaspectsofSCMandMarketingine-commercethat
actasasourceofleveragingstrategicandcompetitivebenefitsforfirms.

AnimportantimperativeofMarketingistodelivervalueslikecustomersatisfaction,customer
supportetc.totheendusers.Efficientsupplychainsallowfirmstopassalongbenefitslikeoptimized
costs,timelydeliveryetc.totheendusers;thus,generatinganincreasedvalueforthesecustomers
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(Kozlenkova et al., 2015). This makes the role of SCM very important and at the very core of
MarketingSuccess.

Ontheotherhand,successofSCMreliesonbothintraandinterorganizationalrelationships.
Logistics,Purchase,OperationsandMarketingChannelsbroadlyformthefunctionaldomainsof
SCM.MarketingChannelsformthelastfragmentofSCMbutareveryimportantindeterminingthe
needsoftheendcustomerforwhomtheentiresupplychainisco-ordinatedandadjustedasrequired.
Thus, using Market Research for collecting valuable information of environment, competitors,
customers,suppliersetc.canhelpinbetterimplementationofSCM(Min&Mentzer,2000).This
makesMarketingveryimpactfulindeterminingthesuccessofSCM.

SCM-Marketing (SCM-M) are very closely linked processes and concepts intertwined with
eachother.Thus,ithasbecomeimmenselyimportanttoharnessthebenefitsofSCM-Minterface.
ThissynergeticvalueofSCM-Minterfacehasalsobeenidentifiedandapplaudedinseveralresearch
works(Ellinger,2000;Martin&Grbac,2003;Min&Mentzer,2000;Svensson,2002).Esper(Esper,
Ellinger, Stank, Flint, & Moon, 2010) highlight the fact that a focus on individualistic SCM or
MarketingdomainandnegligenceofSCM-Minterfaceoftenleadstosuboptimalbenefitsforthefirms.
Noci(Noci,2019)inhisworkprovidesadeepinsighttohowbusinessprocessesandorganizational
changesbedirectedtoharnesstheutilityofSCM-Minterface.Copley(Copley,2018)demonstrates
theexperiential learning inanentrepreneurial setting forpracticalbenefitsofSCM-Minterface.
SCM-Mcoordination(Samatli-Pac,Shen,&Hu,2018)hasalsobeenstudiedfromthepointofview
oflossaversion,customerutilityandreverselogistics.Someotherresearchworks(Flint,2004;Piercy,
2008)identifythepotentialofsynergiesofSCM-Minterfaceinprovidingcompetitiveadvantage.

However,inthechangingdynamicsofglobalbusinessenvironment(fromtraditionaltodigital);
customersnolongersimplyplanforandshopatthenearestretailer;rathertheypickupthenearest
digitaldevice.Neilson(Neilson,2012)citedinitsreportthatonlineretailsalesthroughe-commerce
woulddoublebetween2015and2019.E-commercehascreatedarevolutioninglobalbusinessesby
increasedcustomerbase,streamlinedSupplyChains,enhancedcustomervalue,increasedprofits,
reducedcostsandentryinthenewmarkets(Karavdic&Gregory,2005).

Thus,itisimportanttostudytheimpactofstrategizingSCM-MinterfaceforE-commercesuccess
whichisoneoftheimportantandtransformationalmeansofbusiness.LeeandWang(Lee&Whang,
2001)intheirworkidentified,thate-businesses/e-commercehaveahumungouspotentialtoreap
benefitsofSCM-Minterface.Theymentionthate-businessescanintegrateSCMempoweredwiththe
factorsofInformationIntegration,PlanningSynchronization,WorkflowCoordinationandAlternate
BusinessModels.Thiswilldrivebettermarketing intelligence in termsofutilizingdatasources
capturedthroughonlinetransactionsandinteractionstomakemarketingdecisionslikeAssortment,
Pricing,PromotionalOffers,andDemandEstimationetc.Thescientificmethodsbasedonstatistical
analysis,optimization,business intelligenceetc.canhelp for thecause.AvlonitisandKarayanni
(Avlonitis&Karayanni,2000)alsomentionthescopethate-commercehasinutilizingsynergiesof
SCMandMarketingforaddedcustomerservicesandenhancedcustomerrelationship.Arditoetal.
(Ardito,Petruzzelli,Panniello,&Garavelli,2018)highlightedtheroleofadvancedtechnologiesto
supportSCM-Mintegrationfromtheviewpointofinformationprocessing.IoTbasedtechnological
innovation(Chkoniya&Mateus,2019)arealsoexploredtounderstandabetterdemandandsupply
sidecollaborationandautomation.

Thehumungousinvestmentsandrevenueoffirmsfrome-commercehasattractedresearchers
andpractitionerstoincreasetheefficacyofthesesystemsandevaluatetheirInformationSystem(IS)
success(DeLone&Mclean,2004).Keen(Keen,1980)highlightedinhisnotedworkManagement
InformationSystemResearchthatitisimportanttomeasurethe“effectiveness”or“success”ofIS
toencouragefirmsforinvestmentsintechnology.InformationSystemsuccessevaluatestheease
ofcreation,distributionandusageof informationenabledwith technology.However, there isan
uncertaintyonwhichfactorstobeconsideredbestformeasuringtheISsuccessofsystems(Rai,
Lang,&Welker,2002).
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