


Ebonyi State University ,tournai of Society 

GUIDELINES 
1\IANUSCRIPTS 

FOR PREPARING 

The EBSU Joumal of Society is a Scholarly peer 
re\ ie\\Cd Joumal that publishes quality articles 
based on empirical research us1ng rigorous 
methodological designs and sound conceptual, 
theoret ,ca l, and historical ana lysi s. We welcome 
articles from Scholars from the Management and 
Social Sciences. La\\. Education, Humanities and 
the Arts e.g Economics, Management Sciences, 
Marketing, Accounting, Banking & Finance, 
Political Science, Public Administration, 
Psychology, SocJu!ogy, Social Anthropology; Law 
and Criminology, llistory. International Relations, 
Diplomacy, Literature. Educat1on and Mass 
Communication, English. H istOI), International 
Relations and so on. 

I. 

2. 

3. 

4. 

5. 

Submission Policy, Only original 
manuscripts that have not been published 
previously or under consideration in other 
publications will be considered. Once 
an author has submitted a manuscript for 
consideration to the Journal, it is 
unethical to submit the same paper 
elsewhere. Submission must comply with 
the AP A standards. 

Paper length; Manuscripts should be in 
English, typed double- spaced and should 
not exceed 25 pages, inclusive of tables, 
references, appendices and figures. 
Margins should be one inch on all sides. 

Typeface and type style; A single font and 
size should be used. 

Title page: The title page should include 
(a) the article title, all in capital letters, 
(b) the names of all authors including 
their academic ranks or positions. titles, 
organizational or academic affiliations, 
and the full mai_ling address of all authors, 
along with telephone numbers and e-mail 
addresses of all authors. 

Biographical information: Biographic 
information should be provided in a 
separate sheet. The title page should also 
include any acknowledgements or related 
material. Identify this information with 
an asterisk(*) 

ii 

6. 

7. 

8. 

9. 

10. 

II. 

I 2. 

I 3. 

Volume 1 No.3 Ae.ril 2011 

A bstrac/: The abstract must be on a 
single page separate from the body of the 
article (preceding the nanati ves or main 
text of the article). The abstract should 
repeat the manuscript title. The 
abstract should specify the problem under 
'11\c''t igation , the method used in the 

, ,·,1rch. and the contributor's major 
IIJi dJJJg' and conclusions. It must be 400 
\\ orcls or less and it must be double -
spaced. 

First page of the manuscript: Number the 
first page of text as page I. Repeat the 
title of the manuscript on this page. 

Spacing: All of the material in the article 
must be double- spaced, \\ hich means all 
of the narrative including appendix, notes 
and references, 

Running heads: There should be running 
heads in the manuscripts. 

Table/figures/charts: Place tables figures 
and charts in the text, such as: 

Reduce tables and charts to the minimum 
and only when a nan·ative cannot 
adequately convey the content 

Indention of quotes: All quotes, three full 
lines or longer should be indented five 
spaces from the margins. 

Footnotes: All footnotes should be typed, 
double - spaced and in the same size font 
as other text, \\here app li cab le. 

Citations: All source references are to be 
iclenti fiecl at the appropriate point in the 
text by the last name of the author, year 
of publication and pagination where 
needed. Identify subsequent citations of 
the same source in the same way as the 
first. Here are some examples. 

CITATIONS TO REFERENCES IN TEXT 

In a direct citation , place only the elate 111 
parenthesis e.g. Omaka (1973). In an indirect 



I 

Ebonyi State University Journal of Society 

Citation, place both the name and the date in 
parenthesis with no punctuation e.g. (Chukwu 
1993) 
If a cited work has two authors cite both authors' 
sumames in the text. Example (N weke and Okpata 
2002). In citing two authors, use the full form of 
citation at all times. 
For three, use the full f01m for the first appearance 
in the text. Example Ozo, lgwenyi 
and Asiegbu (2002). Thereafter use only the first 
author's surname, followed by "et al". Example; 
Ozo etal (2002). 
For more than three authors, use the first author's 
sumame followed by "et al" and the date. 

Use page reference to refer readers to a speci fie 
point in a cited work. Use the following format for 
page references (Ukpabi 2002:2). 
If you cite material that spans more than one page, 
hyphenate page numbers as follows: 5-7; 18-30. 
In citing more than one work by an author, follow 
this format: Odo ( 1999, 1997); Uche ( 1984,1983. 
and 1996). If works were published in the same 
year, label each item with a letter. Example: 
(Ukwu 1973a, 1973b), Imaga (1999b) 
Within parenthesis, use a semicolon to separate the 
citations to different authors. 
Arrange the sumames in the alphabetical order 
(that is, the order in which the references are listed 
in the references section). Example: Agena et al 
l998a; Chukwu 1993, 2000; Obinna and Okoli 
1994. 
Cite court cases as follows: (Nwankwo 59: NLR at 
9). 

REFERENCES SECTION 

Arrange the reference in alphabetical order. F01 
each author or authors, list sumame, Followed h\ 
first initial and middle initial (if any) of authors. 
Capitalize the first letter of major works in titles' f 

m1icles. Enc lose titles of articles in Quotatio1 
marks. 
Italicize the name of Joumal in which an1clt 
appear. Provide the volume number and Pag~ 
number of the Joumal Italicize book titles an\ 
capitalize first letter of major words in titles l•, 
book references include the location and name •· 
the publisher. 
If the book is a second or later edition include t 
information. Below are examples of Requi1 
stvle:-

lll 

Volume 1 No. 3 April 2011 

Article by a Single Author Egwu E U 2003 in 
"Corporate Govemance in Africa: Problems, 
Perspectives" Nigeri an 
Joumal of Communications. Vol. 2 (1) pp95-109 
Article by Two Authors (Nkamneba A, Nnedum, 
200 I and Olise M C 2003) "The Nature of 
Rel ationship Marketing" Nigerian Joumal of 
Marketing, Vol 2 ( 1) pp68-80. 
Article with Three (or more) Authors: Onwe J 0, 
Okpata E 0 and .NwePPOike E 1999 "Political 
Economy of Religion in ~ig~ri a" Journal of Public 
Administration in Nigeria Vol. 2 ( I) ppi0-22 

BOOK REFERENCE 

[1D? Table I about here 

Ndukwe C; Echiegu BN, and Egwu J U 1999 
"Gender Politics in Nigeria" Fourth Dimension 
Press Enugu. 
Item in Edited Volume: Ezeh F C (1988) I 
lgariwey N and Anyigbo C I (2000), "Conflict 
Management in the Nigerian University System" 
In E U Egwu (Ed), Ethnicity. Confl ict and 
Violence in Nigeria pp 30 - 55 Ebonyi University 
Press. 
Court Cases: Okpoto vs Nkeje 180 WACA (1969) 
List cases under separate "CASES CITED" 
heading in the reference l"st Document on disc 
after your mc~nuscript has been accepted; please 
send a 3.5-inch disk with your manuscript in MS­
Word, Label the disk (State title of paper and your 
name (s) 

EDITORIAL BOARD 
Prof. Egwu .U. Egwu, Ph.D f'\JMA, Editor-in 
Chief 

Associate Editors 
Prof. A. I. Chuk\\Uemeri, Ph.D 
Prof. B. E. Alu'llode, Ph.D 
Prof. A E Chul.wu, Ph.D 
Prof. S.N.Ag\ '·Ph.D 
Prof. N. lkpczc Ph.D 
'··of. E. U. L. I '1aga, PhD 

' •rrespondencc -'\ddress 
' Jitor-in-Chief 

1ce of DVC, EBSU 
' B 053 Abakaliki 

right: Ebonyi State Uni \ ersJt). 



-

Ebonyi State University Journal of Society 

TABLE OF CONTENTS 

Guidelines for Preparing Manuscripts ....... . .. i 

Citations to References in Text.. ..... .. .... .. .. .. ii 

Editorial Advisory Board .... .. .. .............. ..... iii 

Feature Articles ..... ... ........ .. ..... ... ... ...... .. . iii 

List of Contributors .... .... .. ... ........ .. ..... ..... iv 

Table of Contents .... ... ... .... ...... . .. ........ .... iv 

Political liberty: A Pragmatic Discourse 

Managing Infrastructure for Economic and 
Social change: The Economics- Technology 
(ECOTECH) Paradox ..... ... ... ... .... ...... .. .. 1 

Foreign Capital Burden, Savings Dynamics 
and Economic Growth in Nigeria: An 
Econometrics Analysis .... ...................... 13 

Managing Marketing-Physical Distribution 
Interface Activities in Nigerian Companies: 
Cooperation or conflict? ..... ... .... ..... ......... 22 

Impact of Globalization on the Nigerian's 
Quest for Economic Growth ..... ... . .. .. .. 32 

Improving Food Pricing System in Ebonvi 
State Through Transport Infrastructure 
Development .... .. ... .... .. ...... .. ..... .. .. . .. . .. . 38 

Counselling: A Panacea for Electoral 
and Political Violence ... ..... ... , .... .. ... .... .. .46 

Central bank of Nigeria and the Challenges of 
Transiting to Inflation Targeting in Nigeria .. 54 

The health Seeking Behaviour, Coping and 
Management Strategies of Women with 
Vesica Vaginal Fistula (WF) Experience In 
Ebonyi State, Nigeria ..... ......... ...... .......... 63 

The rele'lance of psychology in 
curriculum Development ... ...... .... .. .. ....... 69 

Attitude of citizens to enforcement of 
Environmental and Public Health laws in 
Ebonyi State Nigeria: A Case of Afikpo North 
Local Government Area ........................ ... 75 

VI 

Volume 1 No. 3 AQril 2011 

Counseling for Women 
Entrepreneurship Development: ... .. ... . . ...... 83 

Pol itical instability Crisis of Governance and 
the Future of State Legitimacy in the west 
Africa sub Region .... .... .. .. .. .. .... .... .. .... ... 89 

Counsel ling for collaborative 
management of primary school projects ... 97 

The Public Servant and Private 
Practice: A critique of code of conduct for 
pub lic officers in Nigeria ....... .......... ... .. 1 02 



Ebonvi State University Journal of Society Volume 1 No. 3 AJ2.ril 2011 

MANAGING MARKETING-PHYSICAL DISTRIBUTION INTERFACE 
ACTIVITIES IN NIGERIAN COMPANIES: 

COOPERATION OR CONFLICT? 

By 

OMOTAYO ADENIYI 
Covenant University, Ota, Ogun State 

Abstract 
The goal of this paper was to examine the 
problem areas that need to be addressed in co 
ord inating and managing the internal interfaces 
within companies and to identify principles of 
best practice to deal with these problem areas. 
Specifically, forty interface activities were 
selected for inclusion in the survey. Respondents 
were asked to rate each of the activities on a 
scale of 1 to 5 in relation to the degree to which 
they perceived cooperation to be necessary. The 
survey identified areas of cooperation as well as 
conflict. Results from a study among 41 
managers and 85 Marketing and Distribution 
employees within 11 firms in Lagos state, 
Nigeria, showed that a sense of cooperation 
rather than conflicts exists between Marketing 
and Physical distribution managers for the great 
majority of interface activities. It was concluded 
that when conflict or significant disagreement as 
to the level of cooperation was found, it related 
primarily to nodal activities and to inventory 
control and warehousing. These represent areas 
in which opportunities for improving cooperation 
appear to be greatest. To this end, it was 
recommended that some of the things which can 
be done in order to promote greater cooperation 
are education. job interchange, incentives, top 
management emphasis, and varying degrees of 
organizational change. These findings provide 
guidance to organizations in their efforts to 
encourage constructive negotiation behavior 
between departments, 

1. INTRODUCTION 
Companies begin their marketing effort by 
focusing on customers, finding out who they are 
and what they want, and developing a marketing 
plan to reach and satisfy their needs. An 
integrated systems approach is normally 
employed to execute the marketing plans 
properly. This marketing system has been 
defined as "an interacting set of institutions, 
activities and plans designed to facilitate 
exchange transactions between an organization 
(business or non-business) and its 
market."(Egan, 2008). The heart of the system is 
the marketing mix, which consists of product. 
price, place, and promotion, or the so-called "4 

P's ." Successful marketing requires the delicate 
blending of the various components of the mix 
(Adeleye, 2003) . 
Place, generally thought to include channels of 
distribution and physical distribution 
management, is a vital part of the mix. In many 
firms, however, the place aspects associated 
with physical distribution are performed apart 
from the marketing department. One reason for 
this is the fragmentation of physical distribution 
activities that frequently exists throughout the 
organization . Similarly, in an increasing number 
of firms the physical distribution function is 
organized as a separate department to manage 
both the inbound and outbound flows of materials 
and goods. In either case, the separation of 
activities between physical distribution can 
contribute to marketing's success and vice versa, 
and that both are important contributors to the 
overall success of the firm. 
Although it is widely acknowledged that the 
division of goals and tasks over different 
departments causes coordination problems, little 
research has been conducted on employees' 
perceptions of these goal differences . This is a 
serious limitation, because research on 
intergroup relations has shown that perceptions 
intergroup differences, especially when they are 
biased, are one of the main sources of 
interdepartmental problems and conflicts. The 
objectives of this paper is to examine the 
problem areas that need to be addressed in 
coordinating and managing the internal 
interfaces within companies and to identify 
principles of best practice to deal with these 
problem areas. The following research problem 
is addressed : are there differences between 
departments within organizations with regard to 
perceptions of their own goals and those of other 
departments? What are determinants of these 
perceived goal differences? And finally, what are 
the consequences of perceived goal differences 
in terms of interdepartmental conflict? The paper 
is organized as follows: We begin by a brief 
introduction . Subsequently, we provide the 
literature review. The next section presents the 
research methods used in the study. Then the 
empirical analysis of the interface activities 
chosen was tested by the use of statistical t-

22 
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tests . The survey result was given. Finally, 
implications, summary and conclusion were 
presented, 

2. THE NEED FOR COOPERATION 
Organizations are purposeful in nature, pursuing 
goals such as profit maximization, survival, and 
benefit to society (Miller and Arnold, 1998). As 
organizations grow larger, the overall 
organizational goals have to be split up into 
several different sub goals and divided over 
organization divisions, units , departments and 
people. As soon as goals are distributed over 
different departments within the organization, the 
problem of coordination arises. Organizations 
face the difficult problem of how to coordinate the 
goals and activities of all their members in such a 
way that overall company goals, such as making 
a profit and guaranteeing survival, are met. This 
is a serious problem because the goals of 
different departments not only to be different, but 
can also be incompatible (John, 1991 ). 
Business in the 21st century is operating in a 
precarious environment of unemployment, 
lagging sales for most industries, and rising 
physical distribution costs which Nigeria is 
inclusion (Afolabi, 2006). Reaganomics is new, 
and many are taking a wait-and-see approach . 
Less regulation permeates the environment, yet 
customer service requirements are high and 
consumer interests are still paramount. In short, 
it is a time when the skills of business people are 
tested. It is a time when marketing and physical 
distribution must work together in a cooperative 
environment if a firm is to compete successfully. 
The need for cooperation in managing interface 
activities has been stressed by Ellinger and 
Keller (2006) among others: 

The interface is created by the arbitrary 
division of the firm activities. This results 
in certain of these activities not being 
entirely the responsibility of any one 
organizational entity. 
Managing the interface activities by one 
function alone can lead to suboptimum 
performance for the firm by 
subordinating broader company goals to 
the goals of the individual function. 
This potential danger is a result of the 
departmentalized form of organization 
structure so common in companies 
today. To manag interface activities 
effectively, some form of cooperation 
among the functions involved needs to 
be established. 

More evidence of the need for greater 
cooperation between departments can be found 
in the findings of a recent report of the business 
education forum in 2009 as quoted by Lank 
(2009), The report states that many firms face 
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the prospect of financial ruin if their marketing 
and physical distribution departments do not link 
up to achieve common goals. The report states; 

Marketing people are discovering that 
physical distribution cannot be viewed 
simply as a backup support for marketing 
forecasts and goals. The spiraling cost of 
inventory and transportation alone can 
wreak havoc on projected sales and 
profits overnight. On the other side of the 
coin: 
Likewise, physical distribution is learning 
it should anticipate future needs rather 
than be called upon constantly to put out 
fires. 

The evidence is quite clear that strategic 
corporate planning will be necessary for firms to 
be successful in the 21st centL;Jry. Strategic 
planning is concerned with a firm's long-range 
future and its overall strategy of growth 
(Oghojafor, 1998). As such, it is the type of 
planning for which top-level managers are 
primarily responsible. The literature indicates that 
marketing and physical distribution are being 
called upon more and more to provide input into 
corporate strategic planning (Rahim, 2002). Such . 
input should come from a unified source in order 
to avoid the formulation of conflicting and 
otherwise suboptimal strategies (Lin and 
Germain, 1998). This will necessitate greater 
cooperation on the part of both marketing and 
physical distribution managers. 

3. NATURE OF THE STUDY 
While indications are clear that marketing and 
physical distribution managers must cooperate, 
evidence indicates that there is less cooperation 
than one would expect (Nauta, 2000). Often the 
marketing department looks upon the physical 
distribution department as cost minimizers with 
no grasp of customers' needs. On the other 
hand, physical distribution managers often see 
marketing as being the kingpin, always asking for 
service at any cost. Indications are that both 
sides in the past may have been guilty of 
neglecting the physical distribution service 
aspects of marketing (Kotler, 2003). 

23 

While much has been written regarding the need 
for better relations between the two sides, 
relatively little has been done in the way of 
empirical research in this area. One study, 
conducted by Rahim (2000)), looked at conflict 
which may exist between marketing and physical 
distribution. The main source of the conflict 
appears to be ambiguity with respect to who 
should have organizational jurisdiction and the 
extent to which there should be interdependence. 
Rahim found that interface areas with the most 
disagreement over organizational responsibility 
were inventory, order processing, packaging, and 
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customer service. Another study of marketing 
and physical distribution executives, by Bichou 
and Gray (2004 ), concluded: 
Perhaps the most disturbing aspect of the survey 
was that both marketing and physical distribution 
executives lamented that each believed the other 
did not fully recognize and appreciate their 
function. This was by far the most commonly 
noted problem for both groups of executives. In 
such an environment, it is not surprising that 
cooperation may be lacking. 
Thus, while the need for cooperation and 
coordination is generally recognized, there are 
pressures working on both sides which appear to 
have an anti cooperative effect. This research 
was undertaken to examine the present status of 
marketing/physical distribution cooperation and 
to identify areas and options for improvement. 
This information should prove useful to top 
management as well as to physical distribution 
and marketing executives. Likewise the study 
was conducted to add to the rather sparse 
empirical research base previously mentioned 
with respect to the physical distribution/marketing 
interface. 

4. RESEARCH METHODS 
Sample 
Eleven manufacturing organizations participated 
in the study. All organizations were medium-size 
autonomous or semi-autonomous manufacturing 
plants, with a minimum of 70 and a maximum of 
1000 employees (M=286; SD=299). Only one of 
the eleven plants was an autonomous 
organization; ten plants were semi-autonomous 
parts of large (multinational) organization. All 
plants had manufacturing, physical distribution 
and internal marketing departments at the same 
physical location. 
It was observed that 41 managers and 85 low­
level physical distribution and marketing 
employees were interviewed. Of the 41 
managers, there were 11 (27%) manufacturing 
managers, 12 (29%) physical distribution 
managers, 8 (20%) marketing managers, and 10 
(24%) general . managers. The number of 
managers ir)terviewed in each organization 
ranged from 2 to 6. All managers were male. 
Their average age was 46. 95% of them had a 
University -degree. They had worked at the plant 
for 11 years on average, and spent an average 
of 6 years in the current position. Of the low-level 
employees, 61% were male. Their average age 
was 36 years. 29% had a higher degree. They 
had worked in the current plant for 13 years on 
average, and an average of 6.5 years in the 
current position. 41 (48%) physical distribution 
employees and 44(52%) marketing employees 
were interviewed. 
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An important prerequisite of the study was to 
identify areas or activities where the potential for 
cooperation exists (i.e. physical 
distribution/marketing interface activities). On the 
basis of a literature search and discussions with 
practitioners, 40 such activities were selected. 
These activities are listed on the left side of 
Table 1. Although this listing is meant to be both 
representative and comprehensive, if by no 
mean should be regarded as all inclusive. 
The 40 interface activities were grouped into the 
following three categories: (1) link activities, (2) 
node or nodal activities, and (3) link-node 
integrating activities. These categories are 
adapted from those presented in the 
Management of Business Logistics. Under this 
classification, the nodes represent spatial points 
in the distribution system where the movement of 
goods is stopped for storage or processing. 
Examples would be plants and warehouses . 
Nodal activities (i.e. those that typically occur 
while the goods are in processing or storage) 
would include inventory management, 
warehousing, materials handling, and packaging. 
Links represent those parts of the logistics 
system connecting the nodes (i.e., the 
transportation system and its ensuing activities). 
Finally, link-node integrating activities are those 
that have an impact on both nodes and links and 
determine the ultimate size, shape, and 
performance of the distribution system. 
Examples of these activities would be customer 
service, plant and warehouse location, and order 
processing. For purposes of this study, traditional 
marketing functions such as pricing, channel 
selection, and sales forecasting also have been 
included in the integrator category. 

24 

Respondents were asked to indicate the extent 
to which they believed marketing and physical 
distribution should work together in performing 
each of the 40 activities. Preference was 
indicated by the use of a rating scale from 1 to 5, 
with 1 representing an extremely low need for 
cooperation and 5 representing an extremely 
high need for cooperation. Customary methods 
for controlling non-response bias were employed. 
The overall response rate from both groups was 
approximately 33 percent. Mean scores were 
calculated for each of the 40 activities (Table 1 ). 
Scores for marketing managers were compared 
with those for physical distribution managers, for 
each activity, by the use of statistical t-tests. 
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5. MARKETING/PHYSICAL DISTRIBUTION INTERFACE 
TABLE ·1 
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PERCEIVED LEVELS OF COOPERATION FOR PHYSICAL DISTRIBUTION/MARKETING 
INTERFACE ACTIVITIES 

S/N INTERFACE GROUP MARKETING PO X t-test results 
ACTIVITIES INDICATING X SCORE SCORE 

HIGHEST 
NEED FOR 
COOPERATION 

LINK ACTIVITIES 
1 Availability of transportation M 3.44 3.40 NS 

products or markets 
2 Transportation consolidation for M 3.37 3.21 NS 

new products or markets 
3 freiqht classification for products M 2.80 2.47 * 
4 Availability of back-hauls in private p 2.43 2.54 NS 

transport operations 
5 Freight rate negotiation p 2.07 2.20 NS 
6 Determining the impact of private p 2.79 2.90 NS 

vs. 
For-hire transport 

7 transportation support for M 3.85 3.74 NS 
advertising campaigns 

8 use of transport vehicles as a form p 3.25 3.46 NS 
of adverting 

9 Selection of transport mode for M 2.71 2.61 NS 
finished products 

10 Consolidation possibilities for M 2.66 2.65 NS 
finished goods 

11 Review of orders prior to shipment M 3.14 2.90 NS 
12 Whether to expedite an order or M 3.84 3.39 * 

not 
13 responsibility for loss and damage M 2.80 2.48 * 

claims 
Overall X for link category 3.10 2.92 

Node Activities 
14 the number of warehouses M 4.02 3.76 NS 
15 Determining the type of M 2.93 2.49 * 

warehouses needed, e.g private 
or public 

16 warehousing items that are being M 3.98 3.66 * 
advertised 

17 determination of the cost of M 3.76 3.33 * 
carrying inventory 

18 development of inventory levels M 3.81 3.65 NS 
19 Determination of safety stock M 3.80 3.50 * 

levels 
20 Development of inventory system, M 3.009 2.89 NS 

e.g KARDEX vs ON-LINE 
21 Inventory control of advertised M 3.73 3.62 NS 

items 
22 Determination of the cost of a M 3.73 3.62 NS 

stock-out 
23 Determining who carries the M 3.55 3.26 NS 

inventory, e.q seller vs. channel 
Members 
24 Matching products with materials M 3.41 3.17 NS 

handing systems 
25 Selection of a materials handling M 2.69 2.26 * 

system 
26 Pilferage considerations in p 3.27 3.38 NS 

package design 
27 Freight classification p 3.48 3.65 NS 

considerations in package desiqn 

25 



Ebonyi State University Journal of Society Volume 1 No.3 Aeril 2011 

28 Loss and damage consideration in M 3.47 3.43 NS 
package design 

29 Inventory management M 3.66 3.49 NS 
consideration in package design 

Node-link 
integrating 
30 Determining customers service p 3.72 4.05 * 

levels for finished goods 
31 Determining locations of M 3.98 3.76 NS 

warehouses 
32 Sales importance of warehouse - 3.87 3.87 Ns 

location 
33 Use of sale persons as M 3.64 3.57 NS 

information links 
34 Pricing methods e.g , FOB, zone , p 3.54 3.74 NS 

basing point, etc 
35 Selection of the channel of p 3.3 1 3.66 * 

distribution 
36 Sales forecasting p 3.58 3.78 NS 
37 Determining methods of order p 3.40 3.42 NS 

processing 
38 Order processing methods of M 3.42 3.36 NS 

advertised items 
39 Determining methods of handling p 3.46 3.56 NS 

back orders 
40 Developing an overall order - 3.70 3.70 NS 

processing system 
Overall x for integration category 3.60 3.68 

*indicates the arithmetic mean for a given 
interface activity. 
NS - not statistically significant 
*-statistically significant at the .05 level or lower 
Using a two-tail t-test 
M-marketing managers 
P-PD managers 

6. SURVEY RESULTS 
For 11 of the 40 interface activities, there was a 
statistically significant difference between 
marketing and physical distribution managers 
over the level or degree of cooperation needed. 
This represented slightly more than 25 % of total 
interface activities in Table 1. A majority of 6 of 
these significant differences were found in the 
nodal category, with the link and node-link 
integrating categories having three and two 
significant differences, respectively. These 
statistically significant differences accounted for 
approximately 20 % of the activities in the link 
and integrating categories and for almost 40 % of 
the activities in the nodal category. In the 
following paragraphs, each of the categories will 
be analyzed separately. 

Link Activities 
Traffic management is frequently regarded as the 
backbone of physical distribution. Most surveys 

have shown that this is the functiona l area 
included in most physical distribution 
departments (Amason , 1991 ) Likewise, the 
transportation activities typically account for the 
largest share of the physical distribution budget 
(Oiakunnori, 2006). 
In general, marketing and physical distribution 
managers seem to agree on the level of 
cooperation required . Statistically significant 
differences were found for only three of thirteen 
activities. These activities were: Activity 3, 
determining appropriate freight classification for 
product, with marketing managers indicating a 
greater need for cooperation in this activity; 
Activity 12, determining whether to expedite an 
order, with marketing managers indicating a 
greater need for cooperation ; and Activity 13, 
responsibility for loss and damage claims with 
marketing managers indicating a greater need for 
cooperation. 

Node Activities 

26 

Nodal activities have the potential for 
considerable overlap. For example, inventory 
control touches almost every part of the business 
organization (Srivastava, 2006). With so much 
overlap, it is not surprising that marketing and 
physical distribution managers frequently 
disagreed about the need for cooperation on 
these activities. Statistically significant 
differences were found with respect to six of the 
sixteen nodal activities, twice as many 
differences as found for any other category. All of 
these differences were found in the inventory 
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control and warehousing areas, with the 
exception of a single significant difference found 
in the materials handling area. 
Specifically, disagreement as to the level of 
cooperation was found for the following activities: 
Activity 15, determining type of warehouse 
needed (e.g., private or public) with marketing 
managers indicating a greater need for 
cooperation in this activity; Activity 16, storage of 
items that are being advertised, with marketing 
managers indicating a greater need for 
cooperation: Activity 17, determining the cost of 
carrying inventory, with marketing managers 
indicating a greater need for cooperation; Activity 
21, inventory control of advertised items, with 
marketing managers indicating a greater need for 
materials handling system, with marketing 
managers indicating a greater need for 
cooperation . 

Link-Node Integrating Activities 
As is true for the nodal activities, the integrating 
activities have a high potential for affecting many 
departments within the firm. In contrasts to the 
nodal activities, however, there was 
comparatively little disagreement as to the level 
of cooperation needed. Statistically significant 
differences as to agreement were found for only 
two of the eleven activities. These activities were 
as follows : Activity 30, determining customer 
service levels for final goods, with physical 
distribution managers indicating a higher level of 
cooperation needed; and Activity 35, selection of 
the channel of distribution, with physical 
distribution managers indicating a greater need 
for cooperation. 
Of the eleven activities for which statistically 
significant differences were found, the above two 
integrating activities were the only ones in which 
physical distribution managers indicated an 
overall higher need for cooperation. For the other 
nine activities, marketing managers indicated a 
greater need for cooperation. This leads to the 
conclusion that marketing managers presently 
have more serious complaints regarding the level 
of cooperation than do physical distribution 
managers. 
The survey results have important implications 
for physical distribution and marketing managers. 
as well as for top management. Overall there 
appears to be considerable agreement as to the 
level of cooperation required for performing the 
forty physical distribution/marketing interface 
activities. This is borne out by the fact that over 
70 percent of the activities had no statistically 
significant differences associated with them. 
Given this high level of agreement, it can be said 
that a relatively strong sense of cooperation 
rather than conflict exists. 
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However, when the activities are analyzed in 
terms of categories , the results are not as 
favorable. In the link and integrating activities, 
there is a relatively high cooperation needed. In 
contrast, there is much less agreement as to the 
level of cooperation needed for nodal activities. 
Disagreement over the need for cooperation in 
nodal activities may represent a serious problem 
for the firm. It is in these activities that both sides 
must be more open-minded and receptive to 
working together. Also, these would appear to be 
activities that are fundamental to the success of 
strategic planning . The selection of materials 
handling equipment, for example, is a vital factor 
in the efficient operation of a physical distribution 
system, but if the system is not compatible with 
the customers or if the system constantly 
damages or selects the wrong items, irreparable 
harm may be done to the marketing effort. 
Therefore cooperation is essential. 
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More specifically, the study results indicate 
special remedial areas for both marketing and 
physical distribution managers. For example, 
physical distribution managers should place the 
greatest emphasis on improving cooperation with 
respect to the nodal activities . For fourteen of the 
sixteen activities in this category, marketing 
managers indicated a greater need for 
cooperation (Table 1 ). Within the nodal category, 
special emphasis should be placed on inventory 
control and warehousing, as a majority of the 
statistically significant differences were found in 
these functional areas. 
The study results also suggest, but to a 
somewhat lesser extent, that physical distribution 
managers should strive to improve cooperation 
involving link activities . That opportunity for 
cooperation exists is indicated by the fact that 
marketing managers perceived a greater need 
for cooperation for nine of the thirteen link 
activities, with three statistically significant 
differences, 
On the other hand, the results suggest that 
marketing managers should pay greater attention 
to the integrating activities, given that physical 
distribution managers indicated a greater need 
for cooperation for six activities - (1) determining 
customer service levels and (2) selection of the 
channel of distribution - the greater level of 
cooperation indicated by physical distribution 
managers was statistically significant. 
With respect to overall levels of cooperation by 
category, both marketing and physical 
distribution managers indicated that the greatest 
level of cooperation was required for the node­
link integrating category. (See overall group 
means by category in Table 1 ). Next in 
importance was cooperation in the nodal 
category and the lowest need for cooperation 
was perceived with respect to the link category. 
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Likewise, the overall category means indicate 
that physical distribution managers would prefer 
to see greater cooperation with respect to the 
integrating category, while marketing managers 
would prefer greater cooperation in the node and 
link categories. 
Indirect, the results also have implications for top 
management. The interface areas and activities 
requiring greater cooperation between marketing 
and physical distribution have been identified. It 
is top management's responsibility to bring about 
greater cooperation if strategic planning is to be 
successful and if suboptimal decision-making 
within the firm is to be avoided. In this regard, a 
review of the distribution literature suggests the 
following potential options for ensuring greater 
cooperation : 

Education or Training. Greater emphasis 
should be placed on teaching physical 
distribution personnel the marketing implications 
of their jobs. Similarly, marketing people should 
be made more cognizant of physical distribution 
management. This education may be provided in 
a variety of ways, ranging from formal academic 
courses to in-house training programs (Bogun, 
2008) . 

Job Switching. Organizations should place 
more emphasis on job switching or rotating 
marketing and physical distribution personnel. 
Each side may then learn to appreciate the 
other's position, 
System of Incentives. Cooperation should be 
rewarded. This reward can be monetary or 
nonmonetary, or a combination of the two. For 
example, De Dreu.; Dierendon and Dijkstra 
(2004) recommended a series of cross charges 
or some form of cost-saving, sharing 
arrangement. 

Top Management Support and Participation. 
A spirit of cooperation must permeate the 
organization, and it must begin with top 
management. l?articipation also is essential since 
top management is in the best position to 
evaluate the impact of physical 
distribution/marketing interf_ace decisions on the 
overall firm (Munduate, Ganaza.,Peiro. and 
Euwema (1999)}, 

Coordinating Committees. Committees 
comprised of representatives of both marketing 
and physical distribution, as well as other 
organizational interface areas, would provide a 
means of communication by which a greater 
degree of cooperation could occur (Jameson, 
1999). 
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Distribution Specialist. A distribution specialist 
or group of specialists should work at the staff 
level to coordinate the distribution efforts of the 
firm (Achumba, 2000). At the line level, certain 
individuals could act as "linking pins" to ensure 
greater coordination involving several interface 
activities {Oiakunnori, 2005), 

Matrix Organization. One of the newer 
approaches to organization, a matrix 
organization includes horizontal reporting 
requirements in addition to the traditional vertical 
chain of command. Organ izational activities are 
structured in both functional and project 
arrangements, resulting in the use of project 
managers in addition to the normal functional 
manager setup {Ohbuchi and Suzuki, 2003). 
Under matrix organ ization, physical distribution 
would have a horizontal or project emphasis, with 
the line functions in a supporting role {Oiadun, 
2003), 

Unified Marketing/Physical Distribution 
Department. Cooperation might also be brought 
about through formal organizational change, in 
which physical distribution and marketing are 
combined in one department, for example, under 
a general manager of marketing . The risk of 
doing this, especially with a manufacturing firm, 
is that the inbound or supply side flows (i.e. 
production-oriented) may be viewed as less 
important relative to outbound product flows 
(Grant, 2005). 

7. MANAGEMENT IMPLICATIONS AND 
CONCLUSION 
The purpose of this research was to examine the 
problem areas that need to be addressed in 
coordinating and managing the interfaces within 
companies and to identify principles of best 
practices to deal with these problem areas. This 
section addresses the principles of best practices 
adopted by the companies as potential means to 
deal with these interface problem areas. Jf 
companies are to manage this interface more 
effectively and improve interfunctional 
communication , the following integration 
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mechanisms identified by our research study and 
other research (Moenaert, Sounder, De Meyer, 
and Deschoolmester (1994 )) provide 
considerable scope for relationship enhancement 
in achieving best practice, 
Firstly, top management should foster and 
nurture a positive degree of interest, trust, 
awareness and support between functional 
teams. This should assist in addressing the 
different orientation and experience of the people 
involved. Managers perceived themselves as 
culturally different and only seem to be at ease in 
their own functional areas (Kozan, 1997). 
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Essentially the kind of strategic thinking and 
leadership that needs to happen is for marketing 
to focus on external customers with a clear 
understanding of manufacturing capability. 
Secondly, cross-functional groups organized as 
venture teams, new project teams, temporary 
task forces under the direction of a strong project 
manager are among the most frequently used 
methods of introducing the above mechanisms 
(Swaminathan and Tayur, 2003). Furthermore, 
the composition of such cross functional groups 
should be addressed other boundary spanning 
activities. 
Thirdly, rules and procedures should be 
formalized within project teams (Barki, Montreal, 
and Hartwick, 2004 )). This should increase the 
amount of communication flows between 
functional areas and ensure the early 
involvement of functions in the product 
development process. These rules and 
procedures should also provide mechanisms for 
conflict resolution and can serve as a platform for 
further informal communication. Clear and 
explicit policies enable manager to manage 
problem areas constructively (Nugent, 2002). 
While each group can develop their own 
functional strategies that relate to the total 
corporate strategy, they must do so by paying 
particular attention to the needs of other internal 
functions(Tjosvoid and Sun, 2001 ). 
Fourthly, decentralization of decision-making and 
power down through the organization should be 
implemented. Typically this will have a positive 
impact on interfunctional communication. 
Moreover, role flexibility or out-of-role behaviour 
(e.g. marketing personnel running lab tests) 
should be encouraged in order to enhance 
interfunctional communication. In addition, 
informal interfunctional contacts should be 
organized to generate mutual respect by sharing 
experiences and concerns. 
Fifthly, performance metrics should mutually be 
agreed and established. Measuring performance 
against an agreed set of criteria, which focuses 
specifically on interfunctional problems, is 
essential for the effective management of these 
relationships (Jelin and Mamix, 2001 ). 
Finally, some organization have created mixed 
career path to deepen and foster understanding 
between functional areas. Managers cross over 
functional lines during their development thus 
ensuring they will better understand the activities, 
concerns and values of their colleagues in other 
functional areas (Lichtenberger and Naullau, 
1993), 
In conclusion, it is important to acknowledge that 
there are financial implications resulting from 
these measures. The interface between finance 
and the other functional areas has received less 
coverage in the literature. This is probably 
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because of the less frequent level of interaction 
at this interface. 
Nonetheless, the central role that financial 
analysis plays in any organization has a major 
impact on performance (Alper et al, 2000). 
Issues such as project management, costing and 
pricing, profit margin analysis and returns on 
investment, net present value analysis, funding 
requests and performance metrics should be 
addressed. 
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