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Original Research Article
The impact of Marketing Strategy Alignment on Suppy

Chain Performance

ABSTRACT

Aims: Considering competition concept changed from a@riarganizational concept to competition in
Supply Chain level and made organizational conipatitoncept to have competitive and survival apilit
in its activity area in current complicated envimmt by planning marketing strategies and aligtimege
strategies in Supply chain level. So, planning sstchtegies is very important.

Place and Duration of Study: In this research chemical industry in Zanjan prog and in Iran are
discussed for 2 months and questionnaires aretasmdlect the data.

Methodology: In first part of this research, the subject impode and investigating theoretical
background of this research is addressed and tat¢iores between hypothesis and cohesion and
coherence of model are investigated precisely. B®raf limited scope of the research, total of the
Population that includes managers and marketingréxjand Supply chain of 80 companies are analyzed.
Researchers used the Structural Equation Modetingvestigate research Model, So LISEL Software is
used to solve the Model. Also SPSS Software is ts@talyze descriptive Statistics.

Results: There the results are analyzed which are dividetb itwo descriptive and deductive sections
The results indicate that the two main hypothedesis research and all in all the variables of elod
have positive and significant relationship with leasther. At last, some recommendation for future
research and results and applicable suggestiongprasented Conclusion: Considering insufficient
studies and practical steps in this area, the teesiflthis research are considered as a guidetine f
managers and experts to find their ways in margestrategies and especially in chemical products
industry.

Keywords: Marketing Strategy Alignment, Supply Chain Management Practices, Supply Chain Performance,

Sructural Equation Modeling.

1. INTRODUCTION

Fast and inevitable change in present day causeglaialization phenomenon and scientific fast inweraent in
economical, social, political and industrial dimemns especially in two previous decades, were comgpaby
tremendous changes in technology in information adtions. Acceleration speed of these changedefarent
dimensions guide managers to improve inside preses§ organizations and companies to help theiigairin

world that is more competitive than yesterday. @iztions review their strategies by different waywd find
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survival code in creating more satisfaction of oustrs. So, competitive and flexibility and produdigersity are

considered by productive organizations.

In this regard, one of the considered philosophies Supply chain manger philosophy. On the otherdha
marketing strategies and Alignment between there hagreat importance in advance of organizational ¢

implementation of Supply chain processes.

Supply chains are valuable chains which includenf®upplier scope up to final customers. Supplyrciaanager
required unity and coordination in business proggsduring Supply chain to answer demand changdmaif

customers. [1], [2]

The business processes that must necessarily dgratéd and coordinated include: purchasing, matwiag,
marketing, logistics, and information processes.Jasatt and Fayed (2001) state, “The developmeimtegrated
supply systems moves competition into a newpha#é, systems competing against systems to creaigiesfty

and client value at each point in the system.” [12]

To be considered effective a well-formulated stygtemust be implemented successfully. Implementation
effectiveness however, clearly depends on the g@pjateness, feasibility and desirability of theastgy. Our
argument is that through the development of conmmgten implementation—the ability to translate ideiato
actions and generate positive outcomes—can prayideurce of competitive advantage for the orgaioizatA

diversity of perspectives has been put forwardefinihg the concept of strategy implementation][13
2. LITERATURE REVIEW

2.1. Marketing strategy concept

Marketing strategy is an important principle thataganization uses to organize and allocate #surees to make
profit from customers (who are part of market) wibical parameters related to its components &l 3] Aaker
stated in his research that marketing strategielsded widespread function of strategies like posihg, pricing,
distributing and globalizing strategies. A succekgharketing need and stable competitive advantagea

planning and executing. [4]

In an other definition which is presented by Tikanet al, marketing strategy is a systematic effarbugh
recognition of organizational goal in making optimsivalues for customers, stock holders and othganizational
partners who are relating with operational and tatia goals. [5] Organizational marketing strategith
understanding defined activities for marketing igamizational business strategy took measuresatotpis strategy
by totalizing manager and systematic processe®wiplicated changes, coordination, matching, andketaand
customer intelligence in inside business chanrataée to organization. [5] Dramond an Answer dedimearketing
strategies as environment analysis and customeirezgents definition, matching activities with auster needs

and executing plans to achieve a competitive cmndih related with competitors. [6]
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Two kind of strategic principle are brought up fie fiterature of this area. The first type of hyypsis is miles and
snow’s hypotheses which are of 4 kinds as, ProspecAnalyzers Defenders, and Reactors. [7] Ardgecond
kind related to generic porter who was dividedtegges in to 3 kinds as leadership cost, diffesdinth and focus.
[8] Both of these strategies are used in literatwigely but porter's hypothesis is considered mbeeause of
marketing view point. Since it mentions the wayscofating values by organization. [9] As differatitin and
leadership cost and how an organization covemn@sketing limitations. [10] Also Sloter said thaete were little
researches in the field of investigating marketstgategies integrally. Then Sloter and Olsoon Gaiegd

marketing strategies which included offensive mankg mass marketing, spastic marketing, valuingketng.

[10] Offensive strategies emphasizes on uniquelitgtiae productions, innovation in productions kwitigh price
and special strategies for distribution. While massketing presented wide limitations of producsidry using of
widespread distribution and low prices. Spastic keting had the least consideration to marketing ealding

marketing of low prices in contrast with high sees to customers. [11]
2.2. Marketing Strategy Alignment

Considering the views and investigation of Greerleih 2012 a discussion as marketing strategy mignt is
presented. This view is a near relation with Supgblgtin processes and especially making relationstilp Supply
chain partnership and marketing strategies Alignnveimich are used for creating coordination betw&aipply
chain members in Supply chain, which includes; mtirm@ation of organizational marketing strategy pbdphy with
its other partners, creating new concept of prddostand services and productions expansion, prisirategy
execution, executing promotion strategy, implementlistribution strategy as well as expansion afeuactivity

for creating values. [1]

In this research this model is used to investigadeketing strategies and Alignment among processdsllowing

we are going to explain these factors and this mode

2.3. Alignment of marketing philosophy

The organizations arrange their marketing actigitie base of the following five view points. Thesgwpoints are:

generation, selling, holistic. In the following \aee going to explain these philosophies briefly.

2.3.1. Compatible Marketing Philosophies

2.3.1.1. The Production Concept
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The production concept, one of the oldest in bissinkolds that consumers prefer products that atelyvavailable
and inexpensive. Managers of production-orientesintmasses concentrate on achieving high producfiiciescy,

low costs, and mass distribution. [14]
2.3.1.2. The Product Concept

Other businesses are guided by the product conatpth holds that consumers favor those productsdffer the
most quality, performance, or innovative featurknagers in these organizations focus on makingrsup

products and improving them over time, assuminglibgers can appraise quality and performance. [14]
2.3.1.3. The Sdling Concept

The selling concept, another common business atient holds that consumers and businesses, ialefte, will
ordinarily not buy enough of the organization’s gwots. The organization must, therefore, underéakaggressive
selling and promotion effort. This concept assuthas consumers must be coaxed into buying, sodhgany has

a battery of selling and promotion tools to stintelbuying. [14]
2.3.1.4. The Marketing Concept

The marketing concept, based on central tenetstafiyed in the mid-1950s, challenges the threeirass
orientations we just discussed.18 The marketingceph holds that the key to achieving organizatiogadls
consists of the company being more effective thtancompetitors in creating, delivering, and commating

customer value to its chosen target markets. [14]
2.3.1.5. The Holistic Marketing Concept

Kotler Define Holistic Marketing Concept in this waDevelop, design and implement marketing programs
processes and activities that recognize breadthrdaeddiependencies. Holistic Marketing recognizes tverything
Matters. As it can be seen it in figurel it incladedimensions Internal Marketing, Social Respdedibarketing,

Integrated Marketing and Relationship Marketingt][1

Figurel. Holistic Marketing Dimensions
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120 Source: [15]

121 2.3.2. New Product Development and Innovation

122 Innovation is a survival source of blood in an arigation. A company should constantly look for ngaods and
123 marketing improvement to supply customer’'s satisfac constantly and offend itself against compesitds
124 removing them away. Anyway, this is just part ofiation, and innovation also depends on changesdaug
125 processes and activities. [16] Johnsozn definedwvation as commercializing new things which could b

126 investigated through following items:

127 e A new technology

128 e A new user in shape of new goods, services or pease

129 e A new market or part of market

130 A new instructional diagram or a new managing apphoor a combination of these two or more
131 components. [17], [18]

132 2.3.3. Pricing strateqy

133 Pricing is a value (which is measured by some mptimse sellers agree to exchange the goods witteynand the

134 buyers agree to take goods or services in exchaingying the value. [19], [20]
135 Price has different dimensions that are:

136 » Stability: price doesn’t always have a special gadind the agreement between seller and buyer dagerm

137 it precisely.



138 » Negotiable: buyer and seller negotiate to archive @greed price.
139 e Has domain:; one part of price is stable but themogart of price is negotiable. The stable panprade is

140 usually affected by total cost of seller. [19]

141 2.3.4. Promotion Strategy
142
143 Madura (2007), argued that, "Promotion is the &¢hfmrming or reminding consumers about the speaifons of

144  the product or brand". Tjiptono (2007), states thla¢ purpose of promotion is to inform, influenesd persuade
145 and remind customers about the company's objecindsnarketing mix". Swastha and Irawan in Angip@@99)
146  states that, "the promotion is short-term incerstit@ encourage the purchase or sale of a produsgreice”. In
147 managing a marketing communications systems requideaft strategy and sales programs that effdgtiaad
148 efficiently. Promotion is a key element in corperaampaigns and promotional campaign is best dgreatisfied
149 customers. Thus, the campaign needs to be handtefully because the problem is not just concewrethow to
150 communicate with customers but also about how nituctsts, and the costs must be adapted to thetmmsland
151 the ability of companies. [21]

152 Sales promotions are also a key marketing toobimraunication programs that influence brand equitywever,
153 different types of promotional tools (e.g., mongtand non-monetary promotions) may have differdfects on
154  sales, profitability or brand equity. [22]

155
156 2.3.5. Defining the role of distributor in marketing strategy

157 Marketing strategy plays a crucial role in manadimg channels of industrial distribution. In theaof industrial

158 distribution, this strategy has been the casedoumate attention from various angels, including:

159 1. Producer's marketing strategy and especially ttasghat he chooses for gaining competitive adwgmta
160 quality, price, availability, execution engineeriragnd technical services , complete production line,
161 technical production leadership etc

162 2. The situation of the producer in the market, whethis a follower or the leader in the market.

163 3. The technical specifications and characteristicprofiuction, especially far different productioratieres
164 among various marks in the world and technical melgt of satisfying customer needs.

165 4. The importance (capability) of production immediaiecess (product) to customer or vice versa, to the
166 extent to which customer needs are predicted aanthpd.

167 Selling products using industrial distributors mbst done through the marketing strategies' framewnecause
168 industrial distributors have an important role iregting market demand. Considering the role of itrdhls
169 distributors in marketing strategies' success @ntering new products to the market, fulfillingtheeds of small

170  segments in the market) industrial distributoratdiees and particular capabilities must be examifzs]

171 2.3.6. The concept of value and value chain
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Value chain is like a precious index that its ubefas in determining the strategies for attainimgnpetitive
advantage is proved. This model that is presemtéiael Fig. 2 primarily was developed for accountjogls in order
to discern the profitability of different procesdasproduction and manufacturing. Instead of prafiticently this
model has been used for measurement and competitirantage scales. Porter (1980) suggests thatuhsif profit
competitive advantage has been used and will be. j8kIn 1985, Porter claims that to a large sealenpetitive
advantage is determined through the way that cormpananage each element and the transactions betivee
elements. For companies, value chain provides laf@odinding out approaches to create more custovatue and
it deals with analyzing the capabilities of an arigation. Initially, the mentioned model was apglie service

sectors as well. [24]
2.4. Supply chain management

The concept of supply chain management (SCM) aaitgith and flourished in the manufacturing indus®¥][ The
term which has been mainly used for SCM in therditgre is framework though apparently there is Gk laf
consensus about what actually a framework [26]. WMaesearchers and consultants have tried to propose
frameworks to perform developments in SCM over @ogleof time. After all some researchers have nobedlack

of clear definitional constructs to consider as base to SCM research. According to Soni and Koddie
constructs of the framework are frequently used @vgkrved constructs in SCM literature so it isréeson to call

it a framework for SCM excellence [26]. In the frewvork mission and vision of a business are situatethe top

of the house that this fact clarifies that ther#tte goal to a company or a member of supply cisain achieve
mission and finally vision. Based on mission andion, business strategy is formulated that is reteto as
competitive strategy which is at the bottom of bun that signifies on the basis of business sgsatmly, further

strategies are framed. [27]
2.5. SCM Practices

SCM practices have been defined as a set of aesiviindertaken in an organization to promote dffect
management of its supply chain. [28] Li et al Pgub5 Supply Chain Management Practices in orgémizaNe

consider their Model in this Research and Brieflgddss each item.

2.5.1. Strategic supplier participation

Managing suppliers depends on the kind of commtivicathat the organization establishes in develgpamd
maintaining the relationship with suppliers. In tlaest studies, the researchers have examinediiffexent
varieties of communications with suppliers; Canmord Perrcault believe that relationship with sugglican be
developed according to the level of exchanged métion, operational persistency, cooperation noand
coordination of seller and buyer. In the informatiexchange element, sharing important informati@mf both
sides describes the communication. Operationaigtensy involves functional integrations of the amigation in
establishing relationship from the view of systeprecedures and technologies. Cooperation normgharkevel of

expected prototype of cooperating with each otheeach individual and shared goals. [29]

7



206 2.5.2. Customer relationship

207  The necessity of information technology evolutiondain particular global internet network and elentc
208 commerce has offered an opportunity to improvetiaiahip with customers in association with pregdacilities
209 in today's' competitive markets. The ultimate aiftorning this communications and transactions imore
210 profitability is through increasing repurchasingdadecreasing the costs of obtaining customer. [S6ine

211 definitions for Customer Relationship ManagememRNi from the theorists' point of view are narrabeiow;

212 CRM is a part of a strategy of an organizationdi@covering and maintaining customers' satisfactiot transform
213 them into permanent customers. Also in along withnaging customer relationship with company and for
214 maximizing customer value it helps company. [31]MCR the collection of methodologies, processefwsre and
215 systems which assists institutions and companiesfattive and organized management of customatioekhip.
216 [32] Managing customer relationship means creating retaining personal relationship with profitablestomers.
217 [33] As a process, CRM entails supervising custem@@.g. gathering their appropriate data), managind
218 evaluating data and finally creating real advantfgen the output information of transaction witheth. [34]
219 Managing customer relationship is a business antteting comprehensive strategy which integrategtioeesses

220  technology and the entire of business activitiesoaind the customer. [35]

221 From the discussed descriptions, it can be condlubdat CRM is a business strategy for optimizingfipability,
222 making revenues and customer satisfaction thateggded based on organizing selling services aouprth
223 customer needs, increasing the level of custom@sfaetion while core concern is customer and immaating

224 customer locus processes.
225
226

227 2.5.3. Level of information sharing

228 Information sharing refers to the company abilitysharing knowledge with supply chain partnersnnefficient
229 and effective way. Shared information in contempprsupply chain system requires information amoirgat
230 partners (members) and also all Networks that epesses the entire of supply chain. Information iagais
231 needed for effective and efficient use by partnéhss information must be transferred from an asdwesource to a
232 safe framework. Effective information sharing caunted as a fundamental ability of supply chaotesses. [36]
233 Information sharing has two dimensions: qualitatwel quantitative. In the process of implementingpsy chain
234 management both of these dimensions are extensfiegtive while each has been put forward as dependent
235  variable in the previous studies of supply chaimagement. The word level refers to the quantitataeet of
236 information sharing and it clarifies to what extenicial and private information should be sharétth wupply chain
237 partners. [37]

238 2.5.4. Quality of Information Sharing
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The quality of information sharing involves dimemss like accuracy, scheduled plan, sufficiency eredlit of the
exchanged information. [38] Since information shgris important, its importance on supply chain agament

relies on three elements:
What information is shared? By Whom, When and Hbarisg process is done?

The literature of this issue is filled up with exales of non functional effects of presented infaiorain supply
chain that are inaccurate and deferred. Diversrdsts and seeking their own favors among supmjngbartners

and information asymmetry along the supply chaipaots information quality. [39], [1]

2.5.5. Postponement

Postponement is defined as the transference ofoonsome processes (manufacturing, resource findimdy
delivering) to another spot in supply chain. [40jefe are two considerable points in developing goystment
strategy: 1. determining the number of stages fostgonement 2. Determining the stages which require
postponement. Postponement allows the organizatidmave different flexible production in meetingstamers'
changing needs and product differentiation or ckamgdemand function. [41] Various kinds of postpaent
strategy and discussions about its benefits am@dated in debates of marketing, logistics and sugpain
management. Alderson and Bucklin presented twelestiin this area. Apparently, Alderson was thsetfivho
introduced this theory and later on the extensibrihts theory was proposed by Bucklin. Aldersoncdissed
postponement from the marketing viewpoint that farvard this theory as a promising reaction to dedna
uncertainties which leads to drop in costs. Burckiitroduced this concept in the distribution chelararea and

offered this question; where, how and when to sieeanventories to decline the cost. [42], [43]

As mentioned above, some other postponement sieategre presented by some scholars like; Coopapjrén,
Feitzinger and Lee, Pagh and Cooper, Van Hoek, YamyBurns and also Mikkola and Larson. In somezsap
qualitative section of the postponement strategiegemarked and in others quantitative sectiorbkas reviewed.
[44]

2.6. Indexes of Performance Measurement in Supplyt@in

Altogether, variety of efforts have been made iy the indexes for performance measurement pplsuchains
that each effort entails a different view and apgiofor categorizing and grouping such indexes.r&smtative

studies of this kind can be:

» Focusing on the status of indexes being qualitativguantitative that has been examined in the svork

of Beamon in 1999.

* What to be measured; This topic focused on diffeissues; In Gunsacaran and Tuni (2001) on
indexes to be costly or not; in works of Ashon&0@4) on quality, cost, flexibility and deliveryn |

Beamon’s (1999) studies on resources, output andbflity; In Heeber's work in the frame of supply
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chain cooperation, on combining and coordinatiditiehcy and in Chan's papers (2003) on input,

output and processing.

Chan et al. (2003) defined six key processes (&mppbgistic, internal, production, external lotiis

marketing and sale, target customers) and spedifiedcriteria (standards) for input, output and a
combination for each one. In addition to it, thelyided performance criteria into qualitative and
guantitative criteria. Based on their theories, soaxamples of qualitative criteria are; customer
satisfaction, flexibility, integrated flow of matal and information, effective risk management and

supplier performance.

Some of quantitative criteria are:

Cost based criteria like minimizing cost, cuttingwsh investment in inventories, maximizing profit

and maximizing Return On Investment (ROI)

Customer oriented criteria like the percentageutiiiing orders (rate of supply), minimizing thelhy
in product delivery, minimizing the time to respondstomers, minimizing LT (the time between

obtaining and delivering the order) and minimiztagks replication
Productivity based criteria like; maximizing theeusf capacity and making use of resources.

Considering strategic, operational or technicaufoof indexes to which the studies of Gunasacaran
(2001) were devoted.

Existing processes in chain that these indexesedated to were the cases for the studies of Jatin a
Ki (2003), Hong et al. (2004), Locomi and Mc Karn{@@04), and Stefner (2001). [45]

2.7. The Green's method in evaluating supply chaiperformance

For examining supply chain performance, Green.ataisidered 11 scales in their article. Theserisitare related

to supply chain implementation processes. Thegeraconsist of: the ability of delivering produetéthout any

deficiency to the final customer, the potentialdaflivering products and services with value addedhe final

customer, the ability to remove any delay, damagetideficient orders to customers, the capabifiteplying and

solving customers' issues in a short time, thatahd deliver products in on time, the ability délivering the right

number and quantity of products to the customéescapability of delivering orders in various sizesing able to

offer products of tiny sizes (special products)ctstomers, the ability to reduce the total cosindeapable of

minimizing any kind of waste throughout the suppihain, the ability to minimize stored channels gldme supply

chain. Due to the aims of the research, Green'adetfill be applied in the study. [1]

Figure2. Conceptual Framework

10
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301

302 3. RESEARCH METHODOLOGY

303 The aim of this research, at first stage investiganarketing strategies among chemical industrypeomes in
304  specific geographical region (Zanjan province).oAlsoordinating these strategies is for improving @y chain

305 Practice and for improving in its Performance.

306

307

308

309 3.1. Research Hypotheses

310  This Study includes 3 main Hypotheses and 5 sudnsidiypotheses.

311 H1. Marketing Strategy Alignment positively and dilgaffects Supply Chain Management Practices.
312 H1-1- Marketing Strategy Alignment positively anidetttly affects Strategic Supplier Partnership.
313 H1- 2- Marketing Strategy Alignment positively adidlectly affects Customer Relationship.

314 H1-3- Marketing Strategy Alignment positively anidetttly affects Level of Information Sharing.
315 H1-4- Marketing Strategy Alignment positively anidettly affects Quality of Information Sharing.
316 H1-5- Marketing Strategy Alignment positively anidetttly affects Postponement.

317 H2. Firms with high levels of Supply Chain Managemenradtices will have the higher levels of Supply Chai

318 Performance.

11
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H3. Firms with high levels of Marketing Strategy Aligemt will have the higher levels of Supply Chain

Performance.
3.2. Data gathering method
In this research two methods are used to colldet daimary information and Secondary information.

In this research, secondary information includesgieelated English and Persian sources and siimNastigations
as well as existing information in industries anohes organization archive, chemical industry conm@through
internet and expert in this field. The primary inf@tion in this research is totally collected bestionnaire method
as well as email and in some cases because of &ibdidg of this method; the questionnaire methsdused in

verbal and personal way.

3.2.1. The Research guestionnaire

In this research, a three-part questionnaire id ts@&valuate variables. The first part, relatesérketing strategies
Alignment in which 7 questions are presented tduata the Alignment of these strategies, the segamtrelates to
Supply chain management practice which includesckofs that a question is presented for each, lanthtrd part
relates to Supply chain Performance that 11 questoe presented for its measuring. (The tableadfis located
here. In this section we look for categorizing aadking variables and for this as well as considghasic research

method, the best scale in this research is ordiralk.

Considering research instruction and the used blasa Likert's five scales is used as a properesgaldesigning

guestionnaire Population and Statistical Sample.

3.2.2. The Population and Sample

Population in this research includes all of thévactompanies in chemical industry as lead and iidastry, color
and other chemical production that are active imaa province. According to secondary data, that arhieved
through the source of industry and mine organimatibzanjan province, 88 companies were activénim pprovince
in 2013. Based on the research goal, if it wasiptesshe researcher collect data from all of thesmpanies. So,

the sample member was equal to population.

3.2.3. Questionnaire Validity and Reliability

3.2.3.1. Validity

In designing questions and content of this questar, two important tasks were done. At first, é¢ffforts made to
extract questions and especially questionnaireexirfrom valid sources and essays. So, most ofrdreslated
guestions from these sources which were investigayeboth researcher and essay referees increaseuthfulness
and accuracy and all in all questionnaire Validigry much. In second place, after Supply questimanahe

professors and expert’s idea about the questiodsantent of them in this area are asked to ameitdel case of

12
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probable misunderstanding and insufficiency. Byngsideas of professors and experts in this fidid, questions
related to the questionnaire of part gnearketing strategies Alignment) has changed mainly one question was
deleted from a set questions in this part, sonbexe questions in next sections were not undetabda because of

some problems in translation that were eliminatgddme reforming.

In order to test the Validity of this research éonfng factor analysis method was done by LISREftvgare which

is explained in the following. Parts of results ah®wn in Table3.
3.2.3.2. Reliability

In this research, we tried to use different methofiReliability evaluation. Reliability is a logit&oordination
among questions is one of the most important amdnoon Reliability evaluation methods that in thisaarch
considerable consideration was paid to it and tithhelp of SPSS software, this index was achieVhd. Results

are shown in Table2.
3.3. Data analysis method

3.3.1. Structural Equation Modeling

Presupposition method of LISREL software in instiagal equation modeling is the probable maximurnihoe,
this method estimates a set of parameters, bas#tkea estimated primary value, fithess functionevsalculated,

this function is a coefficient that describes fitag@arameters with research data.

In this research, the second estimation was catmilbased on primary estimation to achieve a fanctith a

smaller fitness function and this process contirtaeshape the smallest fithess function. [46], [47]
3.3.1.1. The First Order Factor Analysis

In first order factor analysis, it was supposed tthe scores in each studies in a variable, in faftected its
condition in a more fundamental factor which hadasgurate measurement because of its Latent. Butatent
factor was not considered as another latent faditoensions and in fact only there was one lateyerlaf variable
or variables in orbit. The first order (or highésrtor models could be one factor, two factorsgehiactors or more
number of factors. In the first order factor modiisre were 3 kinds of variables ; these variablelsided outside
latent variables and error variables which was fdemt variable kinds , so it was located in @rof oval and X

variable was an observed variable kind, so it waatked in triangle or square. [48]

In order to investigate variables of marketing tefgg Alignment and Supply chain Performance, faetmalysis of

this kind was used in this research.

3.3.1.2. The second order factor analysis
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The second order factor model defined as a kinfhatbr models in which latent factors are measimedsing of
observable variables which itself effected by a enimdamental variable, in another word, latentaide, but
located in a higher level; in fact second ordetdacnodels were presented in a time that first ofdetors were

explained by instructional factor. [49]

In this research in investigating Supply chain nggamaent practice Variable the second order factatyais was

used.

Fitting indicators model fitting model determined degree that support variance-covariance data sampl
instructional equation model. Fitness model becemelifferent and complicated, so the concept oefis model
and indicators were able to interpret fithess maddbest way, therefore; many researchers faced avikind of
bewilderment. The existence of many indicators lasd of agreement in choosing and accepting doonfanme of

them in instructional equations modeling Model wsoeclear. [50]
4. RESULTS

Tablel illustrates Descriptive Statistics for 3 maariables. As it can be seen in table 1 Supplgi€Rerformance

has the highest Mean of 2 other variables. Al$@# the lowest standard Deviation.

Tablel. Descriptive statistics
Variables Mean Std. Deviation Skewness Kurtosis
Marketing Strategy 3.44 1.07 0.052 -1.243
Alignment
Supply Chain
PPY ) 3.77 1.01 -0.303 -1.007
Management Practices
Supply Chain
Performance 4.04 0.88 -0.547 -0.546

Table 1 indicates Reliability Assessment Results.itAcan be seen in table 2, first column showssttades for 3

main items, the second column shows number of mumssin questionnaire and column 3 indicates Crohlsa
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Alpha Coefficients, in which all of variables cadefénts are higher than 0.7. Therefore, we can twy

guestionnaire is reliable enough for data gathering

Table2. Reliability Assessment Results

Scale Number of ltems Cronbach's

Alpha
Marketing Strategy Alignment 6 0.884

SSP 4 0.872
Supply Chain CR 4 0.867
Management LIS 4 0.912
Practices QIS 4 0.932
PO 4 0.896

Supply Chain Performance 11 0.958

Table 3 shows Dimensionality and convergent validgésessment results. 6 important indexes havedweeidered
in software’s output. Considering relevant resosirde analyze Structural Equation Modeling, if relet/
coefficients belonging to CFI, NFI, NNFI, GFIl indexare more than 0.9, it can be claimed that theéehttas good
fitness, also coefficients more than 0.95 showeksat fitness. In this Research Coefficients iatkcthat almost all

of variables are in the acceptable and good fitimedex.

Table3.  Dimensionality and convergent validityassessment results

Scale NNFI NFI CFlI GFlI RMSEA SRMR

Marketing
Strategy 0.89 0.92 0.90 0.94 0.078 0.10

Alignment

Supply Chain
Management 0.89 0.87 0.94 0.90 0.061 0.07

Practices

Supply Chain
0.92 0.93 0.94 0.94 0.068 0.08
Performance
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Table 4 illustrates Main hypotheses Correlatiort® flelationship between Supply Chain Managemermtipes and
Supply Chain Performance shows the highest coeffiadf 2 other hypotheses with 0.74. All of mainpidtheses
have been accepted strongly. So, it can be ardna¢cll the variables have positive and direct ichjpia each other.
Table 5 shows Subsidiary hypotheses Correlatiohe. fElationship between Marketing Strategy Aligntmand
Postponement is not significant and the coefficfenthis hypothesis is 0.09. Except this hypotbetie others are

significant at the 0.01 level.

Table4. Main hypotheses Correlations
Variables MSA SCMP SCP
Marketing Strategy 1.00
Alignment
Supply Chain
PPY 0.59** 1.00

Management Practices

Supply Chain
Performance 0.62** 0.74** 1.00

*Correlation is significant at the .05 level (twailed).

**Correlation is significant at the .01 level (twaHed).

Table5. Subsidiary hypotheses Correlations

Variables SSP CR LIS QIS PO

Marketing Strategy
) 0.53** 0.48** 0.70** 0.74** 0.09
Alignment

*Correlation is significant at the .05 level (twaied).
**Correlation is significant at the .01 level (twailed).

5. DISCUSSION AND CONCLUSION

Based on the results of Factor analysis, besideahiables of strategic supplier association affidrination sharing
level as well as information sharing level and infation sharing quality, the rest of the variabdel fa considerable

solidarity with each other.
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427 Considering the presented tables, the two main thgsts of this research were accepted and amorancagy
428  variables, the variable which was related to pastpeent and its Alignment with marketing strategiese rejected
429 and the rest were confirmed. The existing coordiné degree indicated partial strong relations agheariables.
430  As discussed in Literature in this research, imgetation of postponement discussion depended aadesistics
431 of organization market as well as the type of patidm, so it was not applicable in all conditiof$e acquired
432 coordination degree showed that information shaguality variable and then information sharing lewéh 0.74
433 and 0.70 had the greatest coordination among Jasafhis issue indicated a desired condition ddrimation
434  sharing as well as its quality. On the other hahd, matching degree of these variable with margesimategy
435  Alignment variable was considerable in a way tdbrimation sharing and its doing quality could bevay to

436 actualize marketing strategies in organization lrest way.

437 Considering the second main hypothesis and thequagfficient, we could suppose a high relation et Supply
438 chain management implementation and improving ttgamzational Performance, especially improvement o
439 Supply chain Performance in a way that if Supplgicimanagement implementation process was doneatkyr
440 and effectively, we could get a considerable refoln it. In another word, high ability organizai® in Supply
441 chain Practice would have a high level in supplgiciperformance. Totally, we could claim that beRerformance
442 of organization in marketing strategies Alignmeatigsed improvement in Supply chain management Besctind

443 as a result would improve supply chain Performarfaarganization.
444 7. RESEARCH LIMITATIONS AND CONSIDERATIONS

445 This research is one of the first and best researghthe field of marketing strategy with concepSupply chain.
446 So, we can consider this research as an exploratwthan confirmative one. In collecting reseatata, we tried
447  to take managers and expert's opinion that werdliflanmwith Supply chain issue and its componente Btudied
448 industry in this research was chemical industryclhiad a very few research of this industry in $yppain and

449 marketing strategy.

450 Since this industry is hyper competitive in thedéd field and many companies tries to archivegadhiare of this
451 market, so investigation in this area could analyu® industry in the field of marketing strategydaSupply chain
452 and expend a new area in literature of this fiSicice Performance evaluation especially SupplyrcRarformance
453 always faced with some ambiguity, we tried to deségproper questionnaire which able to evaluateareh
454  variables, and the variables of the research titeeamodels which were presented by conth, etoagrdinates with
455  variable of this research, so with the localizatidrihis questionnaire in the studied industry agddoing Validity

456 and Reliability, the accuracy and correctness isfrigsearch were confirmed to evaluate variables.

457  The present research confirms Supply chain manageimelication which was discussed less. Though tmos
458 organizations understand Supply chain managemexti®, because they don’t know the component @piu
459 chain management so good, they don't know what Ishbe executed. The current research can presem: so

460 practical steps by suggestion and expansion arndati@in of a operational multi-dimensional modelvasll as
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expressing its efficiency in Increasing Supply ch&erformance and improving organizational competit

advantageous to help organization problems. [28]

In this research there are 5 important steps tlut mesearches in this area confirm it and resilthis research

discuses about Supply chain management Practice.

The importance of considering competition changedhfa concept between organizations to compethietween
Supply chains, many organizations look for Supgigic management to decrease Supply chain costdiridiegs

of this research confirm the inevitable functiorSafpply chain management Practice on Supply chaifonance.
8. SUGGESTION FOR FURTHER RESEARCHES

In future researches we can expand model by additefed variables to organization and its concéd |
organization size, organization instruction, Supgigin instruction and other variables. Since tirecept of Supply
chain management is complicated and its accuraatuaion required investigating the total chain athhas a
function in Supply and delivering productions. $dsi suggested in future researches, the totalnchaalyze.
Considering the limitation of the studied scope atider limitations in research, high data collectiwas not
possible, so it is suggested that in future researenore data will be collected to evaluate vagislbletter and also

more reliability achieves.

In future researches we can expand Supply chairageanent area and other variables such as on tiogigtion
ability, variables related to Supply chain qualie six sigma, excellent organizational modelg, ebordination
between duties, logistic unity and other variabf@snsidering its wideness, placing these variaislghis research

was avoided. [28]
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