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Abstract  The growing demands of consumers evoke the need for enterprises to undertake many innovative activities 
aimed at the greatest possible satisfaction of the client with the assumption of optimizing the costs of these 
activities. One of the modern methods of managing both the enterprise itself and the entire supply chain is 
the marketing logistics management concept. Marketing logistics management is a kind of expression of the 
coupling and integration of two concepts: logistics as a concept of flow-oriented management and marketing 
as a market-oriented concept of business management. The objective of the article is to present the concept 
of marketing logistics management and to point out its selected practical aspects in the area of e-retail. At the 
beginning of the article the concept of marketing logistics management was clarified and then its e-retail 
characteristics were described. In this part reference is made to the 4C concept in relation to marketing 
activities and the impact of this concept on the area of logistics activities was pointed out. The next part of the 
article describes a practical example of implementing activities, which integrate the area of marketing and 
logistics in a trading company. The conclusions were formulated at the final part of the article. The paper uses 
the methods of literature review, case study analysis and synthesis.

#0#

Introduction
Initially, marketing and logistics were treated in enterprises as separate areas. The reasons for this approach 

were the perception of the role of logistics only in the aspect of transport and storage processes. The narrow field 
of view also applied to marketing management, which focused only on the areas of product strategy, promotion and 
price. Conscious distribution management, also including logistics, has been a rarity.
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The evolution of both concepts allowed us to see that effective logistics is a key part of the marketing strategy 
that enables us to achieve a competitive advantage. Both marketing and logistics adjust processes to the needs 
and expectations of customers. They complement each other, because marketing stimulates demand for products 
or services and logistic activities allow for their proper distribution (Blaik, 2010, p. 300).

Concept of marketing logistics management – literature overview
Literature describes various definitions and relations between marketing and logistic. Sometimes marketing 

and logistics are treated as separate spheres, sometimes one of them is superior to the other, they are also 
described as equivalent concepts or as systemically integrated areas (Pokusa, 2007, pp. 41–59; Worobjow, 2010, 
pp. 243–252). The following megatrends can be observed in the environment, which have a significant impact on 
both marketing and logistics (Bujak, 2014, pp.133–151; Kaźmierczak, 2016, pp. 95–108):

 – in-crease in customer requirements,
 – growing competition, changes in the information technologies and telecommunications,
 – shorter life cycles of products,
 – development of modern distribution channels for goods,
 – corporate social responsibility – CSR,
 – efficiency and flexibility of the company.

Recognizing these changes in the environment, it seems reasonable to look at the concept of logistics and 
marketing as elements that together participate in creating a value chain for the customer.

In accordance with the concept of value chain management, enterprises should focus on providing the client 
with appropriate, maximum in given organizational conditions, values in a given area and constantly improve it, while 
maintaining the right level in other areas. This guarantees achieving a steady increase in customer satisfaction, and 
thus a long-term competitive advantage. The marketing and logistic processes have a significant contribution to the 
creation of the expected value by the customer. Marketing processes such as developing the product idea or building 
long-term relationships and communication with the client are of particular importance. On the other hand, the most 
important logistics processes are flow coordination processes, ensuring timeliness and convenience of deliveries, 
optimizing stock levels, organizing transport and ensuring a high level customer service (Pokusa, 2006, pp. 51–62).

Logistics value chain is one part of the enterprise’s value chain, which includes such external logistics activities 
as delivery of raw materials and finished goods, and also involves such internal logistics activities as production 
and selling. In the traditional structure of value chain, the “logistics” activities were shown in internal logistics and 
external logistics, but all of them are parts of logistics value chain (Zhou, Zhang, 2010, pp. 26–29).

A prerequisite for the implementation of all dimensions of values for the client is to develop an appropriate 
concept and principles for shaping the logistics and marketing chain of creating and delivering value (Pokusa, 2006, 
pp. 51–62).

The integration of logistics and marketing functions is a process of interaction and cooperation, the aim 
of which is to obtain mutually acceptable results for the company (Topolsek, Borut, Cvahte, 2016, pp. 29–32).

The basic features of logistic and marketing management are presented in Table 1.
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Table 1. Characteristics of of marketing logistics management

Basic reference areas Properties and dimensions of marketing logistics management

Integration Integration of logistic and marketing in the scale of enterprise and market management 
System Logistic and marketing management functions as a business management subsystem
Management concept The flow and market oriented concept of integrated enterprise management
Processes logistic and marketing management as a chain of key management and transformation processes in the enterprise
Management instruments Logistics management as a subsystem of management tools (strategic and operational aspects of logistics – mix and 

marketing mix)
Efficiency Logistics and marketing management as a system orientation and determinant of effectiveness (gaining an advantage 

in terms of efficiency in business management and on the market)

Source: own elaboration based on Blaik (2007), p. 46.

The marketing and logistic activities implemented create a coherent system allowing to achieve optimization in 
the areas of: customer service, transport, inventory control, storage, location of production plants and warehouses, 
order fulfillment, material supply, demand forecasting, information management, material flows, service after-sales 
service and handling returns and complaints.

Competing for a buyer only by offering the right product quality is no longer enough, because logistic service 
plays an extremely important role.

Harrison and Hoek point out four basic determinants of customer orientation in Logistics (Harrison, Hoek, 
2010, pp. 67–96):

 – marketing perspective,
 – market segmentation,
 – service quality,
 – logistic strategies subordinated to the interests of clients.

The concept of logistic and marketing management uses marketing mix and logistics-mix instruments (Blaik, 
2010, pp. 302–304). Today, in relation to marketing, the formula 4C is used, which includes (Wang, Wang, Yao, 
2005, pp. 660–669):

 – customer need and wants, 
 – cost to the customer, 
 – communication, 
 – convenience. 

In terms of logistics, we can identify the following components (Fernie, Sparks, 2004, pp. 1–25; Blaik, 2010, 
pp. 302–304; Llamazares, 2015, p. 186):

a) storage facilities (What types and how many warehouses should be provided and where they should be 
located?);

b) inventory (How many stocks should you keep in your country or region? Where exactly are they to be 
stored? What technology should be used in the storage and picking processes?);

c) transportation (Own transport or outsourcing services? How often should you provide? What should the 
delivery schedule be?);

d) unitization and packaging (The consolidation of a quantity of cargo into one large shipping unit for easier 
handling, as in palletizing or containerization; 
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e) communications (flow of information – for example: invoicing, demand forecasting, sales reporting issues);
f) order fulfillment and service process (receiving and handling orders, after sales service).

Adaptation of marketing logistics management concept for e-retail needs
Online market creates enormous opportunities for business development in the future. Using the Internet as 

an additional sales channel is now becoming a necessary condition for the company’s competitiveness. In addition, 
due to the increasing cost pressure, special attention should be paid to process optimization. A special process 
is the handling of orders, which perceived as an added value to a basic product may be a determining factor in 
the selection of a supplier. To ensure the optimization of e-retail processes, a concept integrating marketing and 
logistics activities is introduced. Table 2 presents the characteristics of the 4C concept for e-retail’s needs.

Table 2. 4C concept for e-retail

4C components

Customer need and 
wants

Both retailers and e-retailers should offer products and appropriate customer service that will satisfy customers’ 
expectations to the maximum extent. The basic task of retail and e-commerce is to choose a range of products offered 
for sale and coming from various sources. A wide and deep assortment that You can offer is a characteristic feature 
of e-retail. The possibility of individualizing the product.
Buyers of products online have less opportunities to get advice on the choice of the purchased product, in case 
of indecision choose other purchase channels.
In order to convince the customer to make a proper purchase, e-retailers should accurately describe the products sold in 
order to clearly present value and benefits terms

Cost to the customer It should be noted that the costs of purchasing goods online also include transport costs and Internet access costs. When 
the transport costs are too high, the customer will resign from the purchase.
E-retailers to encourage buyers to buy can lower the price of products only in the online channel or offer products that are 
not available through other channels.
Supplier and price comparisons can be done easily and quickly, which can also increase the cost savings as well.
The possibility of individualizing the prices

Communication Communication is a two-way process also involving feedback from customers to suppliers.
Communication is not just advertising but all the ways in which retailers communicate with their customers, including, for 
example, marketing research public relations (PR), social media, direct mail, e-mail and loyalty programs.
The task of e-retailers is to provide the possible exact characteristics of the product (s) being sold, which in the case 
of sales in the traditional store is easier, because you can see the product live, touch it and see how it works

Convenience Many customers prefer a multi-channel approach: browse on the web, buy instore or vice versa – or buy on the web, return 
to the physical store for a refund. 
Physical store can also be important for the e-retailer becouse many customers prefer to buy from your own country due 
to more more confidence in in the seller and lower transport costs. 
Virtual location and the ease of finding the website.
Website design such as navigation, layout and ease of purchase.
The customer spends less time to buy the product.
The opportunity to purchase a product or service in electronic form.
The need to ensure security on the Web

Source: own elaboration based on Dennis, Merrilees, Fenech (2005), pp. 179–193; Wang, Wang, Yao (2005), pp. 660–669.

The introduction of the 4C concept in B2C e-commerce has a significant impact on the shaping of logistics 
processes, whose main task is to ensure coordination of activities and optimization of goods and information flows.

The logistical consequences of the 4C concept in e-retail are as follows (Lasgaa, 2010, pp. 1–18; Dennis, 
Merrilees, Fenech, 2005, pp. 179–193):
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 – the possibility for e-shopping is becoming available for more customers from different places in the country 
and from abroad increases the logistics service area,

 – making purchases via the internet causes that the intermediary, especially wholesalers, in the supply chain 
can be deleted which make the product cheaper than buying it in a traditional store,

 – supplying the products that customers want, in the right sizes and quantities, at the right time and in the 
right place; convenience for the consumer means the possibility of choosing a place of delivery such as 
a stationary store, kiosk, fuel station, etc.,

 – thanks to the use of modern IT systems the supplier can react immediately on potential needs of the 
customer,

 – smaller order sizes but larger number of buyers,
 – customers orders are much more unpredictable and unstable,
 – management of a larger product assortment than in traditional off-line stores,
 – inventory management and shipment is based on supply chain connectivity and visibility,
 – combining of fresh products with and non-food products in one electronic order asks mostly additional 

activities like consolidation, co-packing and cross docking,
 – larger returns-flows to the supplier than in traditional trade,
 – demand for on-line shipment tracking information,
 – bigger focus on personalized marketing, which creates demand for customized delivery and after-sales 

customer services,
 – need for introduction efficient supply chains with computer network links between suppliers and retailers,
 – co-operation between suppliers and retailers has been key to improving the efficiency of satisfying 

customers whilst minimising stocks and costs. Stock levels have been reduced using techniques such as 
Electronic Point-of-Sale, Quick Response and Efficient Customer Response.

Integration of logistics and marketing activities – case study
“Smyk” is an international chain of specialist stores with articles for children. The company’s mission is to offer 

everything that children need and dream about. The philosophy of “Smyk” chain stores is (Smyk, 2018):
 – the widest selection of products for children from the moment of birth to the age of 14,
 – the highest quality of products,
 – attractive prices,
 – professional service and specialist consulting,
 – a number of attractions and educational activities for children.

“Smyk” chain stores are located in the largest Polish cities. Since 2006, the company has entered foreign 
markets and is constantly growing. In 2011, the company began selling online via smyk.com. In 2015, the 
“multichannel retail” strategy was implemented, including the tight integration of an online store with a chain of all 
stores in Poland (including the “click and collect” functionality) (Izakowski, 2017).

Intensive development of the “Smyk” chain and more and more new outlets (in 2017 more than 140 stores), 
both in Poland and abroad, caused a rapid increase in the volume of goods served by the distribution center. “Smyk” 
serves clients through three distribution channels: stationary stores in Poland and abroad, franchise partners 
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outside Poland and an online store. Each channel has a different dynamics, assortment and service requirements, 
as well as seasonality conditioned by the climate and culture of a given market.

To ensure the efficiency of customer service processes, “Smyk” uses the logistics service of a specialized 
operator. The logistics operator provides services in the field of order processing in stores located throughout 
the country, as well as abroad, logistics services for goods available in “Smyk” stores, warehouse management 
and customs warehousing. The growing amount of manufactured goods, as well as the need to shorten working 
time are factors that have a significant impact on logistics processes. The needs and requirements of the market 
have led to the desire to include automated solutions in the processing of orders, allowing to achieve higher 
efficiency of processes. To meet the needs of increasing the efficiency of customer service processes, the logistics 
operator has implemented an automatic sorting machine for order picking for “Smyk”. Thanks to this solution, 
more economical storage space management and better use of resources was achieved. At the same time, the 
increase in the efficiency of the process and the capacity of the warehouse did not result in the need to expand 
the warehouse space. Process automation also influenced the work of the selection team. The crew’s tasks have 
become intuitive and the work is more ergonomic (Spedinex, 2017).

Thanks to modern solutions and integration of marketing and logistic processes, the customer has the 
opportunity to make convenient purchases 24 hours a day, anywhere and the ordered goods can be picked up 
at your own home, parcel locker or in a selected Smyk stationary store. Thanks to the personal collection of the 
product in the store, the customer does not have to pay for the shipment, which reduces his purchase cost.

Conclusions 
Nowadays one can observe a tendency to an increasing level of integration of logistics and marketing, which 

in turn leads to the creation of an integrated concept of logistics and marketing management. For the enterprise it 
means incorporation of the logistics and marketing strategy into the overall strategy of operation and its application as 
the basic orientation in value chain management. The main goal of integrated logistics and marketing management 
is to achieve long-term customer satisfaction, which should at the same time contribute to the generation of long-
term profits. As in the case of classic competitive strategies, the aim of this concept is to strengthen the market 
position and gain a competitive advantage by implementing the set goals and adapting to the changing environment. 
In achieving these goals, it is necessary to apply specific management instruments including both the classic 
(marketing mix and logistics mix) as well as modern tools such as: automation of warehouse processes, Electronic 
Point-of-Sale, effective customer service (ECR), comprehensive quality management (TQM), time-oriented 
management (TBM) or fast response.
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