MARKETING INFORMATION

LEARNING OUTCOMES

Learners should be able to:

· Explain the information needed by marketing management in order to make effective decisions.

· Explain the components of a marketing information system and the interaction between these components.

· Illustrate the use of marketing research

· Explain the meaning of market potential sales forecasting and the methods to carry these out.

INTRODUCTION

In today’s complex and rapidly changing market place, marketing managers need more and better information to make effective and timely decisions. To succeed in today’s market place; companies must know how to manage mountains of marketing information effectively.
INFORMATION NEEDS OF MARKETING MANAGEMENT

In order to produce superior customer value and satisfaction, companies need information at almost every turn. With the recent explosion of information technologies, companies can now generate information in great quantities. Companies must design effective marketing information systems that give managers the right information, in the right form, at the right time to help them make better marketing decisions.

THE ROLE OF MARKETING RESEARCH IN DECISION MAKING

Marketing research can be defined as the process of gathering, analysing and reporting information that may be used to solve specific marketing problems. Companies use marketing research in a wide variety of situations, e.g. marketing research can help marketers understand customer satisfaction and purchase behaviour. It can help them to assess market potential and market share or to measure the effectiveness of pricing, product, distribution and promotion activities. Marketing management needs information on the following areas:
· The needs and marketing opportunities of the target market

· Information on which marketing mix strategies are effective

· Information about the trends in the macro-environment

· Information on the opportunities and threats facing the business

· Information on the actual  performance of the business compared with the desired performance
· Information on the basic knowledge of marketing and its process

SUMMARY

In this study unit you were given some insight into the information needs of a marketing management. We also highlighted the important role that marketing research plays in marketing decision making. The information needs are important because they largely determine the extent of the problems that are investigated by marketing research.

MARKETING INFORMATION SYSTEMS

INTRODUCTION

A marketing information system (MIS) consists of people, equipment, procedures to gather, sort, analyse, evaluate and distribute needed, timely and accurate information to marketing decision makers. MIS begins and ends with information users-marketing managers, internal and external partners and others who need marketing information. Firstly it interacts with information users to assess information needs. Next it develops needed information from internal company databases, marketing intelligence activities and marketing research. Then it helps users to analyse information, to put it in the right form for making marketing decisions and managing customer relationships. Finally it distributes the marketing information and helps managers use it in their decision making. We can now define a MIS as a system “for generating and managing a flow of information for marketing decision making.
INFORMATION MANAGEMENT

A good marketing information system balances the information users would like to have against what they really need and what is feasible to offer. The MIS must monitor the marketing environment in order to provide decision makers with information they should have to make key marketing decisions. The costs of obtaining, processing, storing and delivering information can amount quickly. The company must decide whether the benefits of having additional information are worth the costs of providing it.

THE COMPONENTS OF A MARKETING INFORMATION SYSTEM

Marketing managers need information to make decisions. Am MIS can be established using people, equipment and procedures. It consists of various subsystems or components: the internal reporting subsystem, the marketing intelligence subsystem, the statistical subsystem and the marketing research subsystem.
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An extensive marketing information system
INTERNAL REPORTING SUBSYSTEMS
Many companies build extensive internal databases, electronic collections of consumer and market information obtained from data sources within the company. Marketing managers can readily access and work with information in the database to identify marketing opportunities and problems, plan programs and evaluate performance.

Information in this database can come from many sources. The accounting department prepares financial statements and keeps detailed records of sales, costs and cash flows. Operations report on production schedules, shipments and inventories. The marketing department furnishes information on customer transactions, demographics, psychographics and buying behaviour. The customer service department keeps records of customer satisfaction of service problems. The sales force reports on reseller reactions and competitor activities, and marketing channel partners provide data on point of sale transactions. Harnessing such information can provide a powerful competitive advantage.

THE MARKETING INTELLIGENCE SUBSYSTEMS

Marketing intelligence is the systematic collection and analysis of publicly available information about competitors and developments in the marketplace. The goal of marketing intelligence is to improve strategic decision making, assess and track competitors’ actions and provide early warning of opportunities and treats. Competitive intelligence gathering has grown dramatically as more and more companies are now busily snooping on their competitors. Techniques range from quizzing the company’s own employees and benchmarking competitors’ products to researching the internet, lurking around industry tradeshows, and even rooting through competitor’s trash bins. Competitors can reveal intelligence information through their annual reports, business publications, tradeshows, press releases, advertisements and web pages. The internet is proving to be a vast new source of competitor-supplied information.
STATISTICAL SUBSYSTEMS

This subsystem is an integrated system of data, statistical analysis, modelling and display formats that uses computer hardware and software to provide information for the marketing decision making process. The purpose of this subsystem is to combine marketing data from diverse sources into a single database which marketing managers can enter interactively to identify problems and opportunities and then obtain standard, periodic reports and answers to analytical questions.

MARKETING RESEARCH SUBSYSTEM

A marketing research sub system refers to research that is done for a specific problem or opportunity. These studies are ad hoc and conducted as needed. Marketing research gathers information that is not gathered by the other components of the MIS.
THE INTERACTION BETWEEN THE COMPONENTS OF A MARKETING INFORMATION SYSTEM:

Information gathered has no value until it is used to make better marketing decisions. MIS must make the information available to managers and others who make marketing decisions or deal with customers. In some cases it means making routine reports and updates available; in other cases it means making non routine information available for special situations and on the spot decisions.
SUMMARY

The role of marketing research is to provide marketing managers with accurate and relevant information that facilitates marketing decisions. Marketing managers can obtain relevant and accurate information from a MIS. If such information is not available formal marketing research may be conducted.
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