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Abstract 

In the modern fast moving consumer goods (FMCG) markets, synchronization of marketing 

operations and supply chain management has been made to be a decisive factor in organization 

performance. The present paper reflects, based on the example of Fauji Foods Ltd. as one of the 

most prominent dairies and FMCG firms in Pakistan, on how marketing strategies and supply 

chain operations are connected to each other. The study examines the role of operations in 

creating operational inefficiencies that lie between the marketing driven demand generation and 

the supply chain implementation, such as stock-outs, overstocking, high logistics expense, 

spoilage of products, and loss of customer confidence. 

Renowned operational, technological, strategic and human forces, affecting these challenges 

have been identified through the study which is especially evident in handling perishable dairy 

products including milk, butter, cheese and beverages. The research identified the necessity to 

have demand-driven planning, real-time visibility, cold chain optimization, and sustainable 

logistics practices using a structured problem and requirements analysis. To resolve these 

problems, a comprehensive and sustainable model of green transportation is suggested which 

takes into account the optimization of routes, green fleet management, carbon control, and efforts 

introduced to establish transportation management systems. 

The suggested model is likely to lead to better coordination between marketing and supply chain 

activities, lower costs of operation, enhance the product awareness and freshness and facilitate 

the goals of environmental sustainability. The results of the research highlight that proper 

merging of marketing and supply chain management is necessary in building brand credibility, 

enhancing customer satisfaction, and reaping competitive benefits and sustainable development 

in the FMCG sector in Pakistan. 

Keywords: green transportation, sustainable logistics, FMCG sector, demand forecasting, cold 

chain management, supply chain optimization, TMS, CAGR, enterprise resource planning (ERP) 
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