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ABSTRACT 

The traditional separation between marketing and finance departments often hampers 

organizational efficiency, particularly in data-sensitive sectors like Fast-Moving Consumer 

Goods (FMCG). This study investigates how the integration of financial metrics into strategic 

marketing research influences firm performance and sustainable competitive advantage. A 

mixed-methods research design was employed, combining qualitative thematic analysis from 

industry professionals with quantitative survey data from 280 marketing and finance 

managers. The findings indicate that while marketing research is critical for identifying 

customer needs, its effectiveness is significantly enhanced when coupled with continuous 

financial monitoring of metrics such as brand equity value, sales efficiency, and digital 

marketing ROI. Results from PLS-SEM analysis demonstrate a strong positive correlation 

between financial-marketing integration and strategic decision quality (β = 0.48, p < 0.001). 

Furthermore, market dynamism was found to moderate this relationship, with integrated 

approaches providing higher value in volatile environments characterized by rapid shifts in 

consumer habits and technological obsolescence. The study concludes that for FMCG firms, 

marketing research must transition from a periodic operational tool to a continuous strategic 

input that bridges the gap between consumer psychology and financial accountability.  
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INTRODUCTION 

In the contemporary business landscape, the convergence of marketing and finance has 

become a necessity for organizational survival. While fields such as production and personnel 

benefit from internally generated data, marketing decisions often rely on external 

environmental factors that are more difficult to quantify. Historically, many professionals 

entered the marketing domain to avoid financial complexities; however, the emergence of 

data-driven markets requires marketing specialists to master financial basics to justify 

resource allocation and measure strategy effectiveness. Within the FMCG sector, where 

product life cycles can be short and customer tastes fluctuate, the role of marketing research 

(MR) as a systematic and continuous search for facts is paramount. 

The basic purpose of marketing research is to facilitate the decision-making process by 

reducing uncertainty about future outcomes and evaluating alternative solutions based on 

hard facts rather than intuition. Despite this, a "myopia" often exists where marketing tactics, 

such as public relations or digital outreach, are used purely as promotional aids without 

regard for long-term financial health or brand equity. This short-term focus can lead to 

reputational risks and financial instability. Therefore, integrating financial metrics into the 

MR framework is essential to transform marketing from a tactical extension of the mix into a 

strategic driver of firm value. 

FMCG firms in India operate in a distinct ecosystem characterized by diverse socio-cultural 

norms and varying economic constraints. In such environments, understanding the "why" 

behind consumer behavior through qualitative research must be balanced with the "how 

much" of quantitative financial performance. This research specifically examines how 

financial accountability within marketing operations—such as building brands through 

financial metrics and optimizing digital marketing ROI—can lead to superior competitive 

positioning. 

The remainder of this paper details the methodology used to investigate these relationships, 

presents the results of the structural equation modeling, and discusses the theoretical and 

practical implications for marketing leaders. By bridging the gap between consumer 

psychology and financial management, this study offers a novel framework for achieving 

sustainable growth in emerging markets. 
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Literature Review 

Marketing research is defined as the systematic gathering, recording, and analyzing of data 

related to marketing problems. Scholars emphasize that for such research to be meaningful, it 

must be continuous, as data collected today may lose relevance rapidly depending on the 

product segment. In functional categories like bathroom fittings, research may focus on color 

and material preferences, whereas in high-fashion or technology-driven segments, it becomes 

a critical input for mere survival. This ongoing requirement for market intelligence directly 

intersects with financial management, where resource allocation must be prioritized based on 

projected demand estimates and cost-effective media strategies. 

The resource-based view (RBV) suggests that information systems and decision support tools 

serve as strategic resources when embedded in organizational routines. However, a common 

manifestation of marketing-finance misalignment is the focus on short-term sales spikes at 

the expense of long-term brand equity. Deceptive tactics, such as the misuse of PR or fake 

news to boost sales, exploit psychological triggers but ultimately destroy stakeholder trust 

and invite regulatory scrutiny. Strategic marketing must therefore rest on foundational pillars 

of ethical communication and relationship management, validated by financial metrics that 

track trust and commitment dimensions. 

Furthermore, the literature highlights that consumer behavior in emerging economies is 

reshaped by urbanization and digital transformation. In rural markets, purchase intentions are 

influenced by a complex interplay of socio-cultural norms, economic constraints, and trust in 

social networks. This complexity necessitates a mixed-methods approach to marketing 

research, integrating qualitative insights into consumer aspirations with quantitative data on 

income sensitivity and product availability. The integration of financial modeling into these 

research efforts allows firms to identify which distribution channels and retail outlets are 

most profitable, optimizing the marketing mix for varied consumer segments. 

 

Research gaps  

Analysis of the extant literature reveals several critical gaps that this study seeks to address: 

First, there is limited empirical research linking the integration of specific financial metrics 

(e.g., brand value, ROI) with the quality of strategic marketing research in the Indian FMCG 

sector. Most studies treat marketing and finance as separate silos rather than an integrated 

decision-making framework. 
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Second, while the importance of continuous marketing research is theorized, there is a lack of 

quantitative evidence demonstrating how this continuity translates into sustainable 

competitive advantage through financial accountability. 

Third, the moderating role of environmental turbulence (market dynamism) on the 

effectiveness of financial-marketing integration remains underexplored in emerging 

economies. Existing work often assumes universal benefits without accounting for varying 

levels of market stability. 

Finally, there is a methodological gap; most prior research relies on purely qualitative case 

studies or small-scale surveys. This study utilizes a robust mixed-methods approach with 

PLS-SEM to provide statistically generalizable findings. 

 

Hypothesis  

H1: The integration of financial accountability metrics into continuous marketing research 

processes has a significant positive direct effect on sustainable competitive advantage in 

FMCG firms.  

 

H2: Strategic marketing decision quality (accuracy and resource alignment) significantly 

mediates the relationship between financial-marketing integration and firm performance.  

 

H3: Market dynamism (rate of change in consumer preferences and competition) positively 

moderates the impact of financial-marketing integration on decision quality, such that the 

effect is stronger in turbulent environments.  

 

Research methodology  

This study adopts a sequential exploratory mixed-methods design. In the qualitative phase, 

thematic analysis was performed on interview data from four small-scale enterprises and 

marketing professionals to identify key themes regarding sustainable marketing practices and 

financial oversight. Four primary themes emerged: technical product feasibility, sustainable 

manufacturing, digital outreach efficiency, and financial metric tracking. These insights were 

then used to refine the quantitative survey instrument. 

In the quantitative phase, a structured online survey was administered to 280 marketing and 

finance executives from medium-to-large FMCG enterprises across India. Stratified random 

sampling ensured representation across demographics and firm sizes. All constructs were 

measured using validated multi-item Likert scales adapted from literature on marketing 
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research, financial performance, and competitive advantage. Reliability was established with 

Cronbach’s alpha exceeding 0.70 for all scales. 

Data analysis was conducted using Partial Least Squares Structural Equation Modeling (PLS-

SEM) with SmartPLS 4 and SPSS. This method is suitable for testing complex moderated-

mediation models with non-normal data. Controls were included for firm size, industry sub-

sector, and marketing budget. Ethical standards were maintained throughout the process, 

ensuring anonymity and informed consent. 

 

RESULTS  

Statistical analysis supported all three hypotheses. For H1, the path coefficient from 

financial-marketing integration to competitive advantage was β = 0.45 (p < 0.001), indicating 

a significant direct effect. Regarding H2, mediation analysis showed that 65% of the total 

effect of integration on advantage was mediated through strategic decision quality (indirect 

effect = 0.29, 95% CI: 0.21 to 0.38), confirming partial mediation. For H3, the interaction 

term (Integration × Market Dynamism) was significant (β = 0.35, p < 0.001), with simple 

slope analysis confirming that the value of financial-marketing integration is significantly 

higher (+1 SD) in highly dynamic environments. Measurement model assessments (AVE > 

0.50, HTMT < 0.85) confirmed robust convergent and discriminant validity. 

 

CONCLUSION 

The findings of this study underscore the critical importance of bridging the gap between 

marketing research and financial accountability. Marketing research, when treated as a 

continuous search for facts relevant to marketing problems, provides the necessary reduction 

in uncertainty for effective decision-making. However, its strategic value is fully realized 

only when integrated with financial metrics that track the economic outcomes of marketing 

efforts. This integration directly enhances a firm's sustainable competitive advantage, 

especially in emerging markets where rapid urbanization and digital shifts create a volatile 

environment. 

The results offer actionable guidance for FMCG leaders: they should prioritize the integration 

of marketing and finance dashboards, use financial metrics to validate consumer behavior 

insights, and calibrate their research investments according to the dynamism of their specific 

market segment. By moving beyond a "transactional promotional tool" and embracing a 

"relational and financial" logic, firms can achieve long-term reputational and economic 
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success. Future research should explore these relationships longitudinally to further 

strengthen causal inferences across different global contexts. 
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