STUDY UNIT 2- MARKETING RESEARCH


THE MARKETING INFORMATION SYSTEM

Definition
-is a planned combination of systems for the continuous gathering, filtering, storing and flow of relevant information for the purpose of decision making.

-it assists managers in their decision-making task.
CHARACTERISTICS OF A MIS
· It can be complex, as it can address a wide  range of marketing issues

· It can draw on a variety of data sources

· Its contents subject to cost benefit consideration
TYPES OF INFORMATION OBTAIN THROUGH A MIS
· Recurrent information

-which is provided to managers on a continuous basis and include aspects such market share of the organization by region.

· Monitoring information

-is derived from regular scanning certain sources such as trade publications.
· Requested information

-is developed in response to a specific request by marketing managers, e.g. a manager may request the size of a specific market not currently served by the organization.
Prerequisites for an effective MIS
 For the managers to be able to identify, select and resolve marketing problems and opportunity the information available on the MIS should be of high quality and represent value to the decision makers.

a) The quality and value of information

The information managers obtain for MIS should be accurate-i.e. be valid and applicable to the situation at hand, and the following aspects should be considered:
Timely information-should have recent information that is available to managers when they need it.
-e.g. registrations information with regard to   opening and closing dates on UNISA website is recent and available to prospective students when they need it. And they have announcements section for any recent news.
Adequate information-should have sufficient qualitative and quantitative information available to the managers.

-e.g.  UNISA has launched a new way of contacting the university via sms and relevant email address that caters for all different queries.
Availability- should be accessible to and obtainable by managers.

e.g. students can access information on different courses offered by UNISA, the regional hubs/facilities as well as maps and direction to their regional offices.
Relevance- should be appropriate to solve the specific problem at hand.

- e.g. information on UNISA website i.e. choose & apply section has list of qualifications, preparing for application, application process and fees and payment.
b) Cost involved in MIS

The following two costs involved in obtaining and making information available to managers should be considered:
Economic cost-refer to direct and indirect costs of maintaining a MIS.

Psychological costs- refer to the frustration that managers might experience in searching for information on the MIS.
HOW A MIS PROVIDE INFORMATION ACROSS ALL THE FUNCTIONS OF MARKETING MANAGEMENT.





MARKETING INFORMATION SYSTEM





Developing information
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The above figure shows how the various components play key roles in the development of an MIS.
COMPONENTS OF A MIS
1. INTERNAL DATA

· It focuses on results.
· -this is information gathered via internal reports from within the organization, such as order forms, accounts receivables, inventory levels.

· It ensures data is recorded and stored in e.g.  A computerized system and available for retrieval by managers using MIS.
2. MARKETING INTELLIGENCE

· -is a set of procedures and sources used by the managers to obtain everyday information about pertinent development in the market environment.
· -it focuses on happenings, can be gathered by scanning newspapers, magazines and trade publications.

3. MARKETING RESEARCH

· -is a research done for a specific problem or opportunity and gathers information not gathered by other components of a MIS.

4. MARKETING DECISION SUPPORT SYTEM(MDSS)
· -It uses statistical procedure and artificial intelligence to provide pertinent answers to specific marketing questions.
· -its purpose is to combine marketing data from diverse sources into a single database that marketing managers can enter interactively to identify problem or opportunity.

· It includes database, reports and displays, and models.
4a.  Components of a Marketing Decision Support System
· The database-comprises data from all sources, stored in a sufficiently disaggregated way so that it can be analyzed by any one or more factors. e.g. product item, sales district and trade discount.
· Reports and displays-these may include reports on e.g. sales and profits

· Models-represent assumptions about how for e.g. brand sales shares and profits.

· Analysis- it allows managers to go beyond means and standards deviation in the data. And to answer questions about markets, outcomes and marketing activities.
The four components of MDSS




Characteristics of MDSS

· Interativeness- the MDSS should have easy to follow instructions and be user friendly.
· Flexibility- the information needs of managers may result in them looking at the data in unique ways, which means that MDSS should be flexible.

· Discovery oriented- managers should be able to search for trends, identify problems and opportunities.

· User friendly- should ensure minimum frustration for the user
INFLUENCE ON THE TYPE OF MIS

The structure of MIS for a specific organization depends on various factors.

· The primary function of the organization will have a significant effect on its MIS.
· E.g. marketing information system of   UNISA focuses on the different needs of prospective and current students.
· The structure of the organization – which refers to the number of departments and of people employed, section in the organization, and the degree of centralized and decentralization.
· e.g.  UNISA‘s marketing information system is more complex due to the size of the organization. The website has section for prospective students which deals with choose & apply, how to register, courses offered and current students i.e. my workplace, subjects information and assignments information.

· Whether the type of decision that need to be taken is more typical systematic, or corporate and strategic.

· Management style whether is autocratic or participants.

· Availability of the capital resources within the organization for storing and disseminating information.
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