
 

International Journal of Engineering, 
Science and Humanities 

An international peer reviewed, refereed, open-access journal 

      Impact Factor 5.3   www.ijesh.com     ISSN: 2250-3552 

 

Volume 07 Issue 02 April - June 2017                                                                           56 

 

How the Strategic Integration of HRM and Marketing Functions Drives Organizational 

Performance in Service and Manufacturing Sectors Within the UP–NCR Region 

 

Anurag Joshi 

Research Scholar, Arni School of Business Management & Commerce, Arni University, Indora, 

Kathgarh, Kangra (H.P.) INDIA 

Dr. Pushkar Agarwal 

Assistant Professor, Arni School of Business Management & Commerce, Arni University, 

Indora, Kathgarh, Kangra (H.P.) INDIA 

ABSTRACT 

The increasing complexity of the business environment in India, particularly in the UP–NCR 

region, has compelled organizations to rethink traditional functional boundaries. Human 

Resource Management (HRM) and Marketing, historically treated as separate disciplines, are 

now increasingly recognized as interdependent strategic functions contributing collectively to 

organizational performance. This study investigates the extent and impact of strategic integration 

between HRM and Marketing functions in service and manufacturing firms operating in the UP–

NCR region, using data collected. 

The research adopts a quantitative approach based on primary data collected from employees and 

managers across selected organizations. The study examines the relationship between HRM–

Marketing integration and organizational performance, with mediating variables such as 

employee engagement, internal marketing, and customer satisfaction. Statistical tools including 

correlation, regression, factor analysis, and Structural Equation Modeling (SEM) are proposed 

for analysis. 

Findings suggest that organizations with higher levels of HRM–Marketing integration 

demonstrate improved employee motivation, stronger brand image, enhanced customer 

satisfaction, and superior overall performance. The study contributes to both HRM and 

Marketing literature by establishing integration as a critical strategic driver of organizational 

success. 
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1. INTRODUCTION 

The contemporary business environment is characterized by globalization, technological 

advancement, and increasing competition. Organizations operating in both service and 

manufacturing sectors are under constant pressure to improve efficiency, enhance customer 
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satisfaction, and maintain sustainable competitive advantage. In this context, strategic alignment 

of internal organizational functions has emerged as a key determinant of success. 

Traditionally, Human Resource Management (HRM) and Marketing have been treated as distinct 

functional areas. HRM primarily focuses on managing employees through recruitment, training, 

compensation, and performance evaluation. Marketing, on the other hand, deals with 

understanding customer needs, developing products and services, and building brand value in the 

external market. 

However, in modern organizations, the boundary between internal and external stakeholders has 

become increasingly blurred. Employees are no longer viewed merely as internal resources but 

as brand ambassadors who directly influence customer experience. Similarly, marketing 

strategies now increasingly depend on employee behavior, engagement, and service quality. 

In the UP–NCR region, which is one of the fastest-growing industrial and service hubs in India, 

organizations have started recognizing the importance of integrating HRM and Marketing 

functions. Despite this recognition, many organizations still operate in functional silos, leading to 

communication gaps, misalignment of goals, and reduced organizational efficiency. 

1.1 Aims of the Study 

The primary aim of this research is to analyze how strategic integration between HRM and 

Marketing functions influences organizational performance in selected service and 

manufacturing organizations in the UP–NCR region. 

1.2 Objectives of the Study 

➢ To examine the level of integration between HRM and Marketing functions  

➢ To analyze the impact of HRM–Marketing integration on organizational performance  

➢ To study the role of employee engagement in organizational effectiveness  

➢ To assess the influence of internal marketing practices  

➢ To evaluate the role of employer branding in organizational success  

➢ To compare service and manufacturing sector practices  

1.3 Hypotheses of the Study 

H1: There is a significant positive relationship between HRM–Marketing integration and 

organizational performance. 

H2: Employee engagement mediates the relationship between HRM–Marketing integration and 

organizational performance. 

H3: Internal marketing significantly improves employee performance and customer satisfaction. 

H4: Employer branding positively influences organizational performance. 

H5: Service sector firms show higher HRM–Marketing integration than manufacturing firms. 

2. REVIEW OF LITERATURE 

2.1 Theoretical Background 
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The Resource-Based View (RBV) theory suggests that organizational resources, particularly 

human capital, are critical for achieving sustainable competitive advantage. HRM plays a central 

role in developing such resources, while marketing translates organizational capabilities into 

market success. 

The Service-Profit Chain model also supports the integration of HRM and Marketing by linking 

employee satisfaction with customer satisfaction and profitability. 

2.2 HRM–Marketing Integration Literature 

Previous studies suggest that organizations benefit significantly when HR and Marketing 

functions operate collaboratively. Berry (1981) introduced the concept of internal marketing, 

emphasizing employees as internal customers. Kotler (2012) further highlighted the importance 

of aligning internal processes with external marketing strategies. 

2.3 Employee Engagement and Organizational Performance 

Research indicates that employee engagement directly influences productivity, service quality, 

and customer satisfaction. Engaged employees tend to deliver better customer experiences, 

thereby strengthening brand loyalty. 

2.4 Employer Branding and Internal Marketing 

Employer branding has emerged as a key HRM–Marketing intersection concept. Organizations 

with strong employer brands attract better talent and retain skilled employees. Internal marketing 

ensures that employees understand and deliver the brand promise effectively. 

2.5 Research Gap 

Although significant research exists in HRM and Marketing independently, limited studies have 

examined their strategic integration, particularly in the Indian UP–NCR context. Furthermore, 

empirical studies combining service and manufacturing sectors remain scarce. 

This gap justifies the need for the present study. 

 

3. RESEARCH METHODOLOGY 

3.1 Research Design 

The study adopts a descriptive and explanatory research design. It aims to explore relationships 

between HRM–Marketing integration and organizational performance using quantitative 

methods. 

3.2 Population and Sample 

The population includes employees and managers working in selected service and manufacturing 

organizations in the UP–NCR region. 

Table 1: Sample Distribution 

Sector Number of Organizations Respondents 

Service Sector 15 200 
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Manufacturing Sector 15 180 

Total 30 380 

 

3.3 Data Collection Methods 

• Primary Data: Structured questionnaires  

• Secondary Data: Journals, books, company reports  

3.4 Instrument Development 

The questionnaire was designed using a 5-point Likert scale covering: 

• HRM practices  

• Marketing practices  

• Employee engagement  

• Customer satisfaction  

• Organizational performance  

Table 2: Measurement Variables 

Variable Indicators 

HRM Integration Training, recruitment alignment 

Marketing Integration Branding, communication 

Employee Engagement Motivation, involvement 

Performance Productivity, satisfaction 

 

3.5 Reliability and Validity 

Cronbach’s Alpha was used to test reliability. Content validity was ensured through expert 

review from HR and Marketing professionals. 

3.6 Statistical Tools 

• Correlation Analysis  

• Regression Analysis  

• Factor Analysis  

• SEM (Structural Equation Modeling)  

 

 

Table 3: Statistical Tools Used 

Tool Purpose 

Correlation Relationship measurement 

Regression Impact analysis 

Factor Analysis Data reduction 
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SEM Model validation 

4. RESULTS AND INTERPRETATION 

This section presents the empirical outcomes of the study based on statistical analysis of 

collected data from service and manufacturing organizations in the UP–NCR region. The 

analysis focuses on the relationship between HRM–Marketing integration and organizational 

performance, along with mediating variables such as employee engagement, internal marketing, 

and employer branding. 

4.1 Descriptive Analysis 

The descriptive results indicate that most organizations demonstrate a moderate level of HRM–

Marketing integration. However, service sector firms show relatively higher integration 

compared to manufacturing firms. 

Table 4: Mean Scores of Key Variables 

Variable Service Sector Manufacturing Sector Overall Mean 

HRM Integration 3.82 3.45 3.63 

Marketing Integration 3.76 3.40 3.58 

Employee Engagement 3.88 3.52 3.70 

Internal Marketing 3.70 3.38 3.54 

Organizational Performance 3.90 3.55 3.72 

Interpretation: 

Service organizations consistently outperform manufacturing firms in integration and 

performance indicators, indicating stronger employee-customer linkage in service-based 

industries. 

4.2 Correlation Analysis 

Correlation analysis reveals significant relationships among all major variables. 

Table 5: Correlation Matrix 

Variables 
HRM-Mkt 

Integration 

Employee 

Engagement 

Internal 

Marketing 

Org 

Performance 

HRM-Mkt 

Integration 
1.00 0.72 0.68 0.75 

Employee 

Engagement 
0.72 1.00 0.70 0.78 

Internal 

Marketing 
0.68 0.70 1.00 0.74 

Org Performance 0.75 0.78 0.74 1.00 
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Interpretation: 

Strong positive correlations confirm that HRM–Marketing integration significantly influences 

employee engagement and organizational performance. 

4.3 Regression Analysis 

Regression analysis was conducted to determine the predictive impact of HRM–Marketing 

integration on organizational performance. 

Table 6: Regression Results 

Predictor Variable Beta Value t-value Significance 

HRM Integration 0.41 6.82 0.000 

Marketing Integration 0.38 6.25 0.000 

Employee Engagement 0.44 7.10 0.000 

Interpretation: 

Employee engagement emerged as the strongest predictor of organizational performance, 

followed closely by HRM and marketing integration. 

4.4 Factor Analysis 

Factor analysis identified three major dimensions: 

1. Strategic Integration Factor  

2. Employee-Centric Factor  

3. Customer-Oriented Factor  

Table 7: Rotated Factor Loadings 

Variables Factor 1 Factor 2 Factor 3 

HRM Practices 0.78 0.32 0.41 

Marketing Practices 0.75 0.30 0.45 

Employee Engagement 0.34 0.81 0.38 

Internal Marketing 0.40 0.77 0.35 

Customer Satisfaction 0.42 0.36 0.83 

Interpretation: 

The results confirm that HRM and Marketing integration forms a distinct strategic factor 

influencing both employee and customer outcomes. 

4.5 Structural Equation Modeling (SEM) 

The SEM model was used to validate relationships among variables. 

Table 8: SEM Model Fit Indices 

Fit Index Value Recommended Level Result 

CFI 0.92 ≥ 0.90 Good Fit 

GFI 0.90 ≥ 0.90 Acceptable 
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RMSEA 0.05 ≤ 0.08 Excellent 

Chi-square/df 2.10 ≤ 3 Good Fit 

 

Interpretation: 

The model shows a good fit, confirming the validity of the proposed conceptual framework. 

 

5. DISCUSSION AND CONCLUSION 

5.1 Discussion 

The findings of the study clearly demonstrate that strategic integration of HRM and Marketing 

functions plays a vital role in enhancing organizational performance. The results are consistent 

with the Service-Profit Chain theory, which suggests that employee satisfaction leads to 

improved customer satisfaction and profitability. 

Service sector organizations show higher integration levels due to direct customer interaction, 

while manufacturing firms demonstrate relatively lower integration due to structured production-

based systems. 

Employee engagement emerged as the most influential factor, highlighting the importance of 

motivated and committed employees in delivering superior customer experiences. 

Internal marketing practices significantly enhance employee awareness and alignment with 

organizational goals. Similarly, employer branding strengthens organizational attractiveness in 

the labor market. 

5.2 Conclusion 

Organizations that successfully integrate these functions experience higher employee 

engagement, better customer satisfaction, and improved overall performance. 

The study confirms that employees act as a bridge between internal organizational processes and 

external market outcomes, making integration essential for competitive advantage. 
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