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ABSTRACT

In today’s connected markets, supply chains from upstream to downstream generate vast amounts of information,
however much of this data still remains very fragmented, delayed or difficult to interpret in ways that can directly
support the decision makers on the product marketing decisions. This paper explores how communication
information from human resource based practices can improve the analysis and flow of the information across
the product supply chain functions enabling the marketing teams to respond more quickly and effectively to the
changing customer needs and requirements. Rather than focusing on any advanced technical models, the study
emphasizes the practical best practices in the use of natural language for capturing, structuring and interpreting
the insights from everyday sources such as supplier communications, internal reports, customer feedback and
sales narratives.

The paper examines how consistent information extraction from language frameworks and communication based
information flow clarity frameworks, shared terminology and narrative-driven reporting can reduce the
information loss between the supply chain and marketing teams. By improving how insights are described,
transferred & understood across the organizational boundaries, proper natural language interpretation and
communication flow best practices help translate and optimize the operational signals into marketing
intelligence. The impact of these practices is assessed in terms of faster decision making, improved demand
sensing, better product positioning and stronger alignment between supply chain realities and marketing
promises.

Beyond process improvements, the study highlights the human involvement aspect in the supply chain’s
information flow, where misinterpretation and informal communication often shape outcomes more than systems
alone. By treating communication information as a strategic asset rather than a passive medium ,this paper argues
that organizations can enhance their marketing performance without any major system investments. Overall, the
findings suggest that improving how people communicate insights across the supply chain can be just as
important as improving the data itself, especially in dynamic and competitive markets .

Keywords: Supply Chain Information Flow, Marketing Performance, Demand Insight, Cross-Functional
Alignment, Strategic Communication

INTRODUCTION

In the contemporary competitive markets, product marketing performance increasingly depends on how
effectively the organizations interpret & respond to the signals emerging from their supply chains. While the
modern supply chains generate very large volumes of operational data, much of this information fails to reach
the marketing decision-makers in a timely & meaningful form. The challenge is not merely data availability but
the quality of communication through which the insights are made, shared and understood across the functional
boundaries. Misinterpretation, inconsistent terminology and fragmented narratives often lead to misaligned
product promises, delayed launches & ineffective marketing strategies.

Existing approaches to improving supply chain visibility emphasize on the traditional systems. However these
solutions frequently overlook the nature of information flow, where everyday communication like emails,
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reports, meetings and informal conversations plays a decisive role. This paper argues that human resource
communication based practices represent a critical yet underutilized lever for enhancing the product marketing
performance. By focusing on the clear narratives, shared language and structured feedback mechanisms,
organizations can improve the cross-functional alignment without any major system investments.

Furthermore, advancements in the artificial intelligence and Industry 4.0 technologies offer very new
opportunities to support & scale the effective communication practices. By treating communication information
as a strategic asset, firms can translate their operational insights into actionable marketing intelligence & improve
their responsiveness in dynamic market environments.

LITERATURE REVIEW

Prior research highlights the importance of information sharing & cross-functional integration in improving
supply chain and marketing performance. Information sharing is important for supply chain effectiveness
(Chibba, Aron & Rundquist, Jonas., 2009) [1]. Commercial activities in supply chain requires strong customer
supplier relations (Dumitru, Ionel & Claudiu, Caescu., 2013) [2]. Studies in supply chain management suggest
that better information visibility enhances the demand forecasting, reduces the uncertainty and supports market
responsiveness. Flexible flow of materials needs continuous update accurately (Kaipia, Riikka., 2009) [3].
Similarly, marketing literature emphasizes alignment with operations to ensure credible positioning & customer
satisfaction. However, much of this work conceptualizes the information as structured data flowing through
formal systems with limited attention to communication quality and interpretive processes.

Organizational communication & knowledge transfer literature indicate that information effectiveness depends
on shared understanding, contextual framing & consistent language. Research shows that ambiguity &
inconsistent terminology significantly contribute to the decision-making errors in complex organizations.
Human resource management studies further highlights the role of standardized communication practices,
storytelling & feedback mechanisms in enabling collaboration across functional boundaries.

Recent advancements in artificial intelligence, particularly in natural language processing and generative models
have expanded the ability to analyse the unstructured communication data. Al can help overall & specific aspects
of the supply chain (Awasthi, Shyla., 2024) [4]. While existing studies primarily focus on customer analytics or
operational optimization, emerging research suggests potential applications in internal communication &
decision support. Nevertheless, there remains a gap in the literature connecting communication-based
information flow practices, Al-enabled tools and product marketing performance. This study addresses this gap
by integrating insights from the supply chain, communication, HR and Al research.

Top Innovative Ideas to Improve Communication Information Flow For Marketing Performance
1. Narrative Intelligence Layer

o Convert raw supply chain updates (emails, reports, calls) into short, standardized business narratives
explaining “what happened, why it matters & marketing impact.”

2. Shared Language Dictionary (Glossary)

o Use Al to maintain a dynamic glossary that translates the supply chain terms into marketingrelevant
meanings (e.g., “supplier delay” : “launch risk in Region X”).

3. Voice-to-Insight Capture

o Automatically transcribe the informal conversations (meetings, calls) & extract the demand signals,
concerns & sentiment that never make it into formal systems.

4. Communication Quality Scoring

o Apply Al to score the clarity, ambiguity & actionability of the internal messages before they are shared
cross-functionally.
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5. Marketing Impact Classification

o Every operational message is auto-classified with the potential marketing implications: pricing,
promotion timing, availability, positioning.

6. Sentiment-Driven Demand Early Warning

o Analyse tone & sentiment in supplier and sales communications to detect stress, optimism or risk before
numbers change.

7. Role-Based Insight Translation
o Al rewrites the same insight differently for marketing, supply chain & leadership.
8. Micro-Feedback Loops

o Marketing responses (campaign changes, customer reactions) are fed back as short narratives into the
supply chain communication streams.

9. Informal Channel Mining
o Securely analyse the chat tools to extract the recurring concerns or signals that never appear in the official
reports.

10. Story-Based Performance Dashboards

o Replace the data-heavy dashboards with Al-generated story summaries explaining trends, causes &
recommended marketing actions.

Step-Wise Implementation Framework Using Ai Tools

Artificial intelligence enhances the implementation of communication-based information flow practices by
capturing the unstructured communication, standardizing language, extracting insights & translating the
operational signals into the marketing-relevant narratives. Al enables the real-time interpretation, role-based
messaging, early demand sensing & continuous learning thus strengthening the marketing responsiveness
without replacing the human judgment.

Step 1: Communication Audit (Foundation)

Al Tools Used: NLP text mining tools

. Collect emails, reports, meeting notes, chat logs
. Identify where information loss, delay, or ambiguity occurs
. Map current supply chain into marketing communication paths

Step 2: Language Standardization
Al Tools Used: LLM-based text normalization

. Build shared terminology & phrasing rules

Create a glossary auto-updated from real communication

. Align meanings across supply chain, HR & marketing
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Step 3: Insight Extraction Engine

Al Tools Used: NLP + summarization models

. Extract key events, risks, demand signals & constraints

. Convert unstructured text into the structured insight snippets

Step 4: Narrative Structuring

Al Tools Used: Generative Al

. Convert extracted insights into the short & standardized narratives:

o Context — Issue — Impact
— Action suggestion

Step 5: Marketing Relevance Mapping

Al Tools Used: Classification & models

. Auto-classify each of the narratives with the marketing relevance:
o Product availability

o Pricing risk

o Campaign timing

o Market positioning

Step 6: Sentiment & Bias Detection

Al Tools Used: Sentiment & tone analysis

. Detect stress, uncertainty, overconfidence or ambiguity
. Flag insights requiring managerial attention
Step 7: Role-Based Translation

Al Tools Used: Al rewriting & personalization

. Rewrite the same insight differently for:

o Marketing teams

o Supply planners

o Senior management

Step 8: Decision Support Integration

Al Tools Used: Recommendation engines

. Suggest the marketing actions based on the narratives:
o Delay campaign

o Adjust messaging

o Shift regional focus
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Step 9: Feedback Loop Creation

Al Tools Used: NLP + learning systems

. Capture marketing outcomes & customer feedback

. Feed the results back into the supply chain communication

Step 10: Continuous Learning & Improvement

Al Tools Used: Adaptive Al models

. Learn which communication patterns led to better marketing performance

. Continuously refine language, narratives & classification rules

A Five-Step Ai-Enabled Implementation Framework for Communication-Based Supply Chain Insights to

Improve Product Marketing Performance

Narrative Intelligence Layer

1 Collect Emails,  reports,| Raw text corpus | Text mining NLP
communication data | meeting notes
2 Extract key events Unstructured text | Events & issues | NLP Entity & event
list extraction
3 Identify business| Events list Impact Rule-based logic | Al inference
impact statements
4 Generate narratives Impact data Standardized GenAl LLM-based text
narratives summarization generation
5 Share  across  the| Narratives Actionable Collaboration Message
working teams insight flow platforms Broadcasting

Shared Language Dictionary (Glossary)

1 Identify terminology| Cross-functional Term mismatch | Text comparison | Semantic analysis
gaps docs list

2 Define shared| Terms & definitions | Standard Knowledge NLP Tools
meanings glossary mapping

3 Embed in workflows| Glossary Embedded Digital platforms | NLP Tools

references
4 Monitor usage Ongoing Usage patterns Analytics Al usage tracking
performance data

5 Auto-update New terms Updated ML models Continuous

glossary dictionary learning

Page 412 www.rsisinternational.org


http://www.rsisinternational.org/

s INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS)
b ISSN No. 2454-6186 | DOI: 10.47772/1JRISS | Volume X Issue XIX February 2026 Bangalore

~

»,  International Conference on Emerging Markets (ICEM) 2026 ON ’S\’é)
e

Voice-to-Insight Capture

Step Action Input Output Tools Al / Industry 4.0
Role

1 Capture Meeting | Meetings | Audio files Recording IoT-enabled devices

conversations systems

2 Transcribe speech Audio Text transcripts Speech-to-text | NLP &  Speech
models

3 Extract insights Transcripts | Demand signals NLP Al extraction

4 Classify relevance Insights Marketing ML classifiers Classification

classification Models

5 Share insights Data Decision inputs Dashboards Real-time Al

delivery

Communication Quality Scoring

Step Action Al / Industry 4.0
Role

1 Define quality| Past messages | Scoring criteria Framework Al rule learning

metrics design
2 Analyse messages Messages Quality scores NLP models Al text evaluation
3 Flag errors Scores Improvement Analytics Automated alerts
alerts
4 Suggest rewrites Weak Clear versions GenAl Language
messages optimization

5 Track improvements | Historical data | Quality trends Dashboard tools | Learning  feedback

loop

Marketing Impact Classification

Step Action Input Output Tools Al / Industry 4.0
Role

1 Define marketing | Marketing data | Marketing Strategy mapping | Knowledge
dimensions strategies encoding

2 Analyse  operations| Supply chain| Key signals NLP NLP
text inputs

3 Impact classification | Signals Marketing impact| Classification Automated

analysis models classification
4 Prioritize insights Input data Action list Scoring models | Al prioritization
5 Feed to marketing Prioritized Campaign inputs | Integration tools | Decision  support
insights Al
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Sentiment-Driven Demand Early Warning

Step Action Input Output Tools Al / Industry 4.0
Role
1 Collect Supplier & sales| Text corpus Data pipelines Connected systems
communications texts

2 Analyse sentiment Text data Sentiment Sentiment Al emotion
scores analysis detection

3 Detect anomalies Scores Early warnings | Pattern Predictive Al

recognition

4 Link to demand Warnings Demand  risk| Correlation Al forecasting
flags analysis support

5 Alert marketing Risk flags Preventive Alert systems Real-time Al alerts
actions

Role-Based Insight Translation

Step Action Input Output Tools Al / Industry 4.0
Role
1 Identify role| Org structure Role profiles HR frameworks | Al profiling
needs
2 Extract core | Raw Neutral insight | NLP Core idea extraction
insight communication
3 Rewrite by role | Insight Tailored GenAl Personalized
messages generation
4 Validate clarity | Messages Approved Human-in- Al-assisted review
outputs theloop

Micro-Feedback Loops

Step Action Input Output Tools Al / Industry 4.0
Role

1 Capture  marketing| Campaign data | Action logs CRM systems Digital traceability
actions

2 Collect customer| Reviews, Feedback text Social listening | Al scraping
feedback responses

3 Summarize feedback | Raw feedback | Insight narratives | NLP Al summarization

4 Link to supply chain | Narratives Operational Knowledge Al relationship

insights graphs mapping
5 Feed back Insights Learning loop Collaboration Closed-loop Al
tools
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Informal Channel Mining

Step Action Input Output Tools Al / Industry 4.0
Role

1 Identify informal | Chat Data sources IT mapping Digital integration

channels platforms

2 Extract messages Chats Text dataset APIs Automated data
capture

3 Detect patterns Text data Recurrent issues NLP Al pattern mining

clustering
4 Filter noise Patterns Relevant signals ML filtering | Signal detection
5 Convert to insights Signals Actionable GenAl Insight generation
summaries

Story-Based Performance Dashboards

Step Action Al / Industry
4.0 Role
1 Aggregate data Operations & | Unified dataset | Data integration | IoT-enabled flow
communication data
2 Identify trends Dataset Key patterns Analytics Al trend
detection
3 Generate stories Trends Business GenAl Automated
narratives storytelling
4 Add Stories Action advice | Decision Prescriptive Al
recommendations models
5 Update continuously| Live data Dynamic Dashboard Real-time Al
dashboards platforms updates

Tabular Framework for Leveraging Supply Chain Communication to Improve Marketing Performance

Narrative Intelligence Layer

Step Marketing-Oriented Input Output Marketing Performance
Use Impact

1 Capture supply chain| Operations Structured stories Clear market context
narratives communications

2 Identify market| Narratives Launch / availability | Reduced campaign
implications risks mismatch

3 Align messaging Impact insights Adjusted  product| Credible positioning

claims
4 Support faster decisions | Stories Go/No-Go clarity Faster time-to-market
5 Track outcomes Campaign results Learning feedback | Improved campaign ROI
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Shared Language Dictionary

Step Marketing-Oriented Marketing Performance
Use Impact
1 Align meanings Cross-team Shared vocabulary Reduced miscommunication
terms
2 Translate operations | Supply updates | Market-relevant Better demand interpretation
signals insights
3 Improve briefing quality | Marketing briefs | Clear requirements Fewer reworks
4 Speed execution Standard Faster approvals Reduced launch delays
language
5 Sustain consistency Ongoing usage | Brand-message Stronger brand trust
alignment

Voice-to-Insight Capture

Step Marketing-Oriented Marketing Performance
Impact
1 Capture informal signals | Sales & supplier| Transcripts Hidden demand cues
calls
2 Extract customer pain| Conversations Market insights Better value propositions
points
3 Identify early shifts Signals Demand alerts Proactive campaigns
4 Feed into planning Alerts Adjusted Reduced market surprises
campaigns
5 Measure results Campaign metrics | Feedback loop Higher conversion rates

Communication Quality Scoring

Step Marketing-Oriented Input Marketing Performance
Use Impact

1 Assess message clarity | Supply updates Quality scores Reduced ambiguity

2 Improve insights Low scores Refined messages | Clear campaign inputs

3 Reduce delays Clear communication| Faster decisions | Speed advantage

4 Enhance trust Consistent clarity Confidence in data| Better risk-taking

5 Monitor impact Performance data Learning insights | Sustained effectiveness
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Marketing Impact Classification

Step Marketing-Oriented

Marketing Performance

Use Impact
1 Identify marketing| Operations Impact classification | Focused attention
relevance messages
2 Prioritize actions Classified insights | Action queue Efficient resource use
3 Adjust marketing mix Action list Campaign changes | Higher relevance
4 Align timing Supply signals Correct launch| Reduced stockouts
timing
5 Evaluate outcomes Sales response Impact analysis Improved ROI

Sentiment-Driven Demand Early Warning

Step Marketing-Oriented
Use

Input

Marketing Performance

Impact

1 Sense stress/optimism

Supplier & sales

tone

Sentiment scores

Early risk detection

2 Predict demand shifts

Sentiment trends

Demand warnings

Better forecasting

3 Adapt messaging Warnings Message Avoid overpromising
recalibration
4 Reallocate spend Risk signals Budget shifts Cost efficiency

5 Track recovery

Market response

Learning loop

Resilient marketing

Role-Based Insight Translation

Step Marketing-Oriented

Use

Input

Marketing Performance

Impact

1 Receive tailored | Operations data Marketing-ready Faster comprehension
insights insights
2 Reduce cognitive load | Simplified language | Clear priorities Better focus
3 Improve coordination | Shared Aligned teams Consistent execution
understanding
4 Enable quick pivots Clear signals Rapid adjustments Competitive agility

5 Measure effectiveness

RESULTS

Translation learning

Improved alignment
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Micro-Feedback Loops

Step Marketing-Oriented Input Output Marketing Performance
Use Impact

1 Capture campaign actions | Marketing plans Action records Traceability

2 Collect customer| Feedback channels | Market sentiment | Real-time insight
reactions

3 Link to operations Feedback insights | Supply Better availability

adjustments
4 Refine campaigns Operations Improved offers Higher satisfaction
response
5 Institutionalize learning | Outcome data Best practices Continuous improvement

Informal Channel Mining

Step Marketing-Oriented Input Marketing Performance
1 Capture hidden signals | Customer Raw insights Early warning
Feedback

2 Identify recurring issues | Patterns Market friction points | Better messaging

3 Validate assumptions Informal cues Reality check Reduced blind spots

4 Adjust positioning Insights Messaging Authentic branding
refinement

5 Track response Market data Effectiveness Stronger engagement
analysis

Story-Based Performance Dashboards

Step Marketing-Oriented Input Output Marketing Performance
Use Impact

1 View integrated stories | Operations + market| Insight stories Holistic understanding

data

Understand cause—effect | Narratives Contextual clarity | Better decisions

3 Act on recommendations | Stories Action steps Faster execution
Align leadership Shared stories Strategic Reduced conflict

coherence
5 Optimize continuously | Live updates Adaptive strategy | Sustained performance
CONCLUSION

This paper emphasizes the strategic importance of the communication-based information flow in linking the
supply chain insights to the product marketing performance. In volatile markets, organizational effectiveness
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depends not only on the data availability but also on how well the insights are communicated, interpreted &
acted upon across the functional boundaries. The study demonstrates that the communication failures often stem
from the unclear narratives, inconsistent language & fragmented feedback loops rather than from technological
limitations.

By proposing the practical communication-centric practices supported by Al & Industry 4.0 tools, this paper
shows how the organizations can improve the marketing responsiveness, demand sensing & alignment with the
supply realities. These practices enable the marketing teams to make faster, more informed decisions, reduce the
risk of overpromising & improve campaign effectiveness. Importantly, the role of Al is positioned as supportive,
enhancing human interpretation rather than replacing it.

The study contributes to existing literature by showing communication quality as a strategic capability & by
linking the HR-driven communication practices directly to the marketing outcomes. While the paper is
conceptual in nature & does not empirically test the proposed frameworks, it offers a strong foundation for the
future research & managerial application. Ultimately, the findings suggest that improving how insights are
communicated across the supply chain can be as critical as improving the data itself in achieving superior product
marketing performance.
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