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ABSTRACT

The primary aim of this article is to investigate the associations among marketing
influence, integration of supply chain, as well as operational efficiency, tackling the
issue of optimizing organizational efficiency through these interrelated areas. The in-

DOI: 10.4018/979-8-3373-3109-6.ch004

Copyright © 2026, IGI Global Scientific Publishing. Copying or distributing in print or electronic forms without written permission of IGI Global Scientific Publishing is prohibited. Use of this chapter to
train generative artificial intelligence (ATI) technologies is expressly prohibited. The publisher reserves all rights to license its use for generative Al training and machine learning model development.

101



vestigation utilizes a quantitative methodology, applying structural equation modeling
to assess data from various organizations, which enables a thorough analysis of both
the direct and indirect influences among the constructs. Substantial consequences
manifest that a robust marketing influence greatly augments integration of supply
chain, incubating augmented collaboration and communication among stakehold-
ers. As well as, the consequences manifest that efficient integration of supply chain
absolutely influences operational efficiency, illustrating that optimized processes
contribute to better organizational efficiency. The investigation manifests integration
of supply chain as a key mediator in the association among marketing influence as
well as operational efficiency, underscoring the consequence of cohesive strategies.

INTRODUCTION

Due to its advantageous position wealth of resources and progressively focused
global market, the Horn of Africa has possessed itself as a focal point for finan-
cial progression for the quickly shifting world of intercontinental market place
(Janssens, 2024). It is impossible to overestimate the consequence of optimising
operational efficiency through successful integration of supply chain, especially in
growing countries where the trade and market place dynamics is always changing.
The mediation of integration of supply chain has emerged as one of the important
tactics to foster competitiveness and efficiency as corporates aim at optimizing their
operations (Bazile et al, 2024). The idea of supply chain integration is derived from
the need by corporates to optimise their operations and supplement collaboration
among a range of stakeholders that are involved (Kant et al, 2025). This strategy
is the manifestation of interconnectedness of different stakeholders in the supply
chainin which suppliers, industrialists and wholesalers are assimilated. Investigation
manifests thatinfluence integration of supply chain can consequence in notable gains
in operational efficiency, subordinate costs, and augmented end user satisfaction.
Evidence has been manifested that the corporates that adopt the integrated supply
chain approaches have a resilience position of reacting to the market paradigm
shifts and demands which is crucial in the developing economies of the Horn of
Africa (Ababulgu et al, 2024). Despite the manifested advantages, there are numer-
ous practical obstacles that hinder the implementation of the influence execution
of the integration of supply chain in the Horn of Africa (Zeng et al., 2025). Prior
investigation has indicated these problems; as well, there still is a big difference in
comprehension the role of marketing strategies can play in addressing these issues
in order to augment integration of supply chain (Mgiba & Shukla, 2024). Chapter
objective was centered over “Marketing Influence and Supply Chain Integration
in Emerging Markets for Maximizing Operational Efficiency in Horn of Africa”
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