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Abstract 

Among the factors that increase the degree of difficulty, there can be mentioned the technological, cultural 

and operational differences between organizations. In addition, the complexity increases for organizations operating in 

an international, regional or global market. The successful implementation of a supply - sales chain  depends on the 

manner and degree to which logistical capacity, cost per customer, organizational structure, service delivery,  

cooperation between suppliers and international cooperation within each organization are taken into account. 
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1. The specific elements of a successful implementation of supply chain and its specific critical 
factors 

 

Beyond the generally accepted value of the concept of supply - sales chain, its application is a challenge for 

many organizations. However, the compatibility of the objectives and the establishment of some common goals and 

strategies is a real "touchstone". The more organizations fail to communicate properly and ensure a real exchange of 

information, the more difficult integration is. 

Successful implementation of a supply - sales chain depends largely on the manner and degree in which the 

following aspects are considered, at the level of each organisation: 

 a. logistical capacity – namely the capacity of ensuring the effective flow of products, services and 

information, the capacity of ensuring a certain level of delivery requested by the customers, the capacity of internal and 

extern integration;  

 b. cost per client - the cost of serving each customer, not just the total costs arising from participation in the 

supply – sales chain, in order to understand customer profitability for the organization and identification of ways in 

which the ratio between specific services offered to the customer and the costs involved can be improved; 

 c. organizational structure - giving up the hierarchical and functional vision of the organizational structure 

based on vertical relationships and moving to a process-based perspective, which involves horizontal relationships 

within the organization, as well as teamwork; 

 d. „appropriate” service delivery - through customer segmentation and personalization of service for each 

important customer to the organization, thus avoiding providing a unique, standardized level of customer services, 

which would affect competition in the market; 

 e. obtaining cooperation between suppliers – in order to develop real partnerships;  

 f. international cooperation - ensuring flexibility and acceptance of common goals and strategies, along with 

other members of the supply - retail – delivery chain which  transgress borders of any single country; 

 Experts have defined a set of critical success factors in the management of the supply – sales chain, i.e internal 

and external integration. These factors are to be presented later in the paper. 

 Strategic harmonization within the supply-sales chain  

 It is necessary to ensure a balance between the management systems of the supply - sales chain, on the one 

hand and strategic initiatives and measures of each organization, on the other hand. In essence, external integration 

within the supply - sales chain involves, firstly, knowledge of each organization's strategic initiatives and, secondly, 

achieving a balance between these initiatives in order to achieve common goals and implement strategy of mutual 

interest. 

 Achieving integration with suppliers  
 It is not enough just to choose suppliers based on unit cost criterion. 
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Success is dependent on the extent to which the organization identifies suppliers able to develop partnerships in the 

supply - sales chain. Organizations value the suppliers with which they use in common organization skills, resources, 

information, and can gain advantages on cost and quality, flexibility, speed of response to market demands and global 

competitiveness. 

 Certification of the suppliers 

  In order to obtain an effective integration with suppliers, successful organizations call for certification as able 

to provide the conditions necessary to achieve strategic objectives. 

Certification allows establishing a common language between partners and facilitates increased trust between 

cooperating organizations in the supply - sales chain. There are different levels of supplier certification: 

 - detailed audits - used to assess the of the capacity providers and the possible synergies before selecting or 

certifying the provider; 

 - operational revisions carried out during the collaboration for recertification of the provider in order to ensure 

continuity of relationships; 

 - the eventual giving up on audits - where partner organizations know each other’s  process in a very detailed 

and precise way. 

 Using information technology in order to improve integration with the suppliers.   
A key success factor is the use of information technologies that allow obtaining and providing real-time 

information in the supply- sales chain. 

Today, world-class organizations resort to means of IT
1
 such as extranet, EDI

2
, common platforms CAD/CAM

3
, 

software management. 

 Improving manufacturing processes. 
 Partners in the supply - sales chain work to increase the capacity of providing higher quality products in the 

quantity requested by customers and at the right time. Consequently, chain operators are interested in identifying the 

organization's ability to achieve a particular process, at the highest quality and the lowest cost
1
. 

 Ensuring a high level of communication between integrated organizations.  

 The experience of the organizations that have achieved success in the supply - sales chain management 

confirms the contribution of communication to the development of the partnership between chain members. 

International practice dedicated different forms of communication at different organizational levels. Among the most 

useful forms there can be mentioned the following: 

 a creating multi-functional and multiorganizational teams - which facilitate the exchange of ideas and 

information in order to formulate and achieve common objectives; 

 b. interaction with leading suppliers at all organizational levels, at a higher managerial level – in order to 

provide the appropriate communication environment and the effective communication process, as manifested in the 

creation of advisory committees and problem solving teams ; 

 c. secondment of own staff, within the suppliers’ production units - to foster teamwork among members of the 

supply - sales chain organizations. 

 Emphasising the mutual benefits of the alliance  
The development of partnerships underpins the concept of supply- sales chain. 

Relevant examples are the following interrelated benefits: 

- Increasing trust between parties and reduce supplier base; 

- Development of close relations between the parties and reduce the total cost; 

- Decrease in inventories and increase return on capital; 

- Improving the quality of products and services; 

- Increase customer satisfaction by providing a higher level of service. 

Compared with traditional transactional relationships based on costs, establishing inter-organisational –

alliances offers many advantages. 

 
2. Specific features and characteristics of the supply - sales chain 
 
Experts are concerned to know the impact that supply - sales chain has on the organization's strategy and its 

financial results. For this they have carried out a study that had the following main objectives: to identify perceptions of 

top managers from the organizations on supply - sales chain management and study the relationship between the 

management of the supply - sales chain and the objectives and strategies of the organization and finally the influence of 

e-business on strategies and operations specific to this chain. Research had as a sample the managers in 11 European 

countries (Austria (3%), Belgium (10%), Switzerland (21%), France (5%), Germany (12%), Italy (14%), UK (7%), 

Holland (1%), Poland (4%), Spain (12%) and Hungary (11 %). (see diagram 1.) 

 In terms of size of the organizations which respondents come from, the sample was set at a rate of 1/5 of 

SMEs, with a number of employees under 1000 people and a turnover below 50 million and at a rate of 4/5 of big 

                                                 
1 Pistol Gh. M., Marketing, 5th edition, Tomorrow’s Romania Foundation Publishing, Bucharest, 2007. 
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companies. The process of creating value for shareholders. The influence of the factors generating value and the 

influence of the supply chain levers on creating shareholder value are shown in the following diagram: 
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Fig. 
1.: Distribution of the European managers by activity sectors 

Sursa: Bălan Carmen, Logistica, ediția a –II-a, revizuită șI adăugită, Editura Uranus, București, 2004, pag. 290. 

 

The managers’ distribution by activity sectors was the following: transportation (3%) and utilities (4%); media 

and communication (10%); facilities/equipment (11%); the chemical/pharmaceutical field (12%); production (27%) 

and retail (33%).  

Research findings highlighted the following issues related to concern, contribution, expansion and investment. 

- Supply - sales - delivery chain management is a concern for managers at the top level of the organization. 

The reason why this happens is simple fact that higher level managers are those who have the responsibility: the 

formulation of objectives and support of specifying objectives by functional levels in relation to the overall objectives 

of the supply - sales chain and the operational objectives. 
– The supply- sales chain management is a major contribution to achieving the organization's objectives, 

according to which the higher level managers have the tools to support specific organizational objectives.  

– The supply - sales chain management expands as scope and purpose. Most organizations focus their 

attention on internal integration and external integration with other organizations. 

- Achieving continuous investment in traditional and electronic solutions in the field of the supply - sales 

chain. Increasingly, more organizations are investing in electronic solutions. In the future these organizations will be 

based on promoting best practices and benchmarking. 

– The supply- sales chain management has an interoperable task. As a priority, logistics, finance, production 

and sales as key functions of the organization are actively involved in the supply - sales chain management. 

- Financial performance indicators of the supply chain are a premise for communicating the results of the 

supply - sales - delivery chain management to the upper management level. Indicators such as profitability of assets and 

investment in stocks are used to report performance in supply - sales chain management, to the other functions of the 

organization and to the management at the top level. For internal evaluation of the effectiveness and efficiency of the 

supply-sales chain non-financial indicators are used, such as index of orders performance, customer service levels, 

order cycle time, payment cycle time and response time. 

 

3. Concluzii 
 

According to the conducted research, it is considered that the supply - sales chain management has a major 

impact on the organization's strategy and its financial results. In addition, the direct involvement of managers at the top 

level is a premise for favourable development in this area, in order to enhance the contribution of the supply- sales 

chain to achieving the vision and the objectives of the organization. 
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