Marketing Information System


This is an era of information explosion.  Information is of central importance to good management. Virtually every one agrees over the point that quality of the available information determines the quality decisions taken by a manager.  The manager is particularly concerned with having complete and high quality information available since his job of planning and controlling the organization’s  activities involves a steady stream of complex choice.

Marketing Information: Information consists of evaluated data.  It stands for the cues or the guidelines which have the potential of influencing decisions. Information is any perceived or recorded fact, opinion or thought.  Marketing information stands for the nature of information needed to manage the marketing functions of an enterprise in unique manner.

The Need for Marketing Information:
i. Knowledge of consumer demand

ii. Growing complexity of marketing

iii. Changing economic parameters

iv. Changing competitive conditions

v. Strides in science and technology

vi. Fast growing consumerism

Components of Marketing Information System

1. Internal Marketing Information System: is also called as internal accounting system.  It involves using marketing data available from within the company as a means of indicating the cost effectiveness of the firm.  The details of internal sales, costs, inventories, cash-flows, account receivables and payables, time availability and so on are provided by internal accounting system.

2. Marketing Intelligence System: involves the collection of qualitative and often subjective data about changing condtions in the marketing macro environment.  There are external forces that influence the functioning of a given organization.  Therefore, the marketing information should be able to gather, store and retrieve selectively the information regarding competition, demography, socio-economic and psychographic aspects of customers, the political and legal environment – at state, national and international levels – suppliers of resources and technological developments.

3. Marketing Research System: The MR are project oriented involving the studies of buyer behaviour, product or brand preferences, product usage, advertsing awareness, sales – promotion, dealer behaviour, physical distribution, competetion and thelike. 

4. The Management Science System: or marketing science is nothing but operations research which is the latest addition to this marketing information system.  It is the application of scientific methodology and quantitative techniques to business and other operating problems.  The operational researchers use mathematical models int heir analysis.

Marketing Research
“It is systematic gathering, recording and analysing of data about problems relating the marketing of goods and services.”

- American Marketing Association

MR Process / Steps

i. Problem Definition
ii. Research Design

iii. Field Work

iv. Data Analysis & Interpretation

v. Report Presentation 
Special Techniques of MR
•Panel Research 

•Retail Audit

•Image Research

•Omnibus Surveys

•Trade Research 
Presentation of Research Report 
1.Oral Report



1.1 Informal Verbal Presentation



1.2 Formal Verbal Presentation

2. Written Report 

Written Report Presentation
1.Title Page

2.(a) Content

   (b) List of Tables

   (c) List of Figures

3. Executive Summary

4. Introduction

5. Objectives

6. Research Methodology
7. Analysis & Interpretation

8. Findings

9. Suggestions

10. Conclusion

11. Annexure

12. Bibliography & Webliography

  Retailing

“It includes all the activities involved in selling goods or services directly to final consumers for their personal, nonbusiness use.”

- Philip Kotler

Types of Retailers
Store Retailers – Types:

•Speciality store

•Departmental store

•Supermarket

•Convenience store

•Superstores, Combination store and Hypermarkets

•Discount store

•Off-price retailers

•Catalog showroom

Non-store Retailing – Types:

•Direct Selling

•DirectMarketing

•Automatic Vending

•Buying Service

Trends in Retailing
•New Retail Forms

•Shortening Retail Life Cycles

•Nonstore Retailing

•Increasing Intertype Competition

•Giant Retailing

•One-Stop Shopping

•Growth of Vertical Marketing Systems

•Portfolio Approach

•Growing Importance of Retail Technology

•Global Expansion of Major Retailers 

Wholesaling

“Wholesaling includes all activities involved in selling goods or services to those who buy for resale or business use”.

- Philip Kotler

Wholesaling - 
· Characteristics
1.Wholesalers pay less attention to promotion, atmosphere, and location because they are dealing with business customers rather than final consumers

2.Wholesalers cover larger trade than retailers

3.Govt. deals with wholesalers and retailers differently in legal regulations

Functions of Wholesalers

1.Selling and Promoting

2.Buying and Assortment

3.Bulk Breaking

4.Warehousing

5.Transportation

6.Financing and Risk Bearing

7.Market Information

8.Management Services and counselling

Types of Wholesalers

1. MERCHANT WHOLESALERS

1.1 Full-Service Wholesalers

Wholesale Merchants

Industrial Distributors

1.2 Limited-Service Wholesalers

Cash & Carry W/s

Truck W/s

Drop Shippers

Rack Jobbers

Producers’ Cooperatives

Mail-Order Wholesalers 

2. BROKERS AND AGENTS

2.1 Brokers

2.2 Agents

2.2.1 Mfrs’ Agents

2.2.2 Selling Agents

2.2.3 Purchasing Agents

2.2.4 CommissionAgents

. MFRS. & RETAILERS’ SELLING OFF.

3.1 Sales Branches & Offices

3.2 Purchasing Offices

4. MISCELLANEOUS WHOLESALERS

Trends in Wholesaling

•Acts as a true representative for manufacturers

•Visit manufacturers plants to know their requirements

•Fulfill commitments made to manufacturers

•Offer value-added services 

Strategies of High Performance Wholesale Distributors

1.M & As

2.Asset Redeployment

3.Corporate Diversification

4.Forward & Backward Integration

5.Expansion into International Markets

6.Value – Added Services

7.Niche Marketing

8.Multiplex Marketing

9.New Technologies of Distribution

Consumerism in India


The major aspect of social responsibility of modern marketing is consumerism and protection of consumers against the illtreatment meted out by it.  The term ‘consumerism’ has come into exiastence in the early 1960s when it was coined by the business community in the western world particularly in America.  It is the social force designedto protect the interests of consumers by organizing the consumers to bring pressure onbusiness community to heed to their say.  Professor David W. Cravens and Gerald E. Hills have defined it as “an environmental force intended to aid and protect the consumer through th exertion of legal, more and economic pressure on business.”  It can be defined as simply “let the seller beware”.  It is the social force protecting the consumer and aiding the consumer; It is an organized effort to fight against the unfair marketing practices with a view to secure consumer protection.  

The Scope of Consumerism

1. Removal of discontent or dissatisfaction created in the business relations between the buyers and sellers in the market.

2. Protecting the consumers against the prejudices caused in the exchange relations.

Consumer Protection: is a form of social action which is hatched to attain the well-being of the society namely consumers.  The fundamental cause of consumer movement in any country has been the consumer dissonance.  ‘Disonance’ means after-purchase doubts, disillusionment, disappointment, and dissatisfaction.  Peter Drucker has rightly put ‘consumerism’ as the ‘shame of modern marketing.’

· Consumer needs physical protection against products and services that are spurious, unsafe and endanger health and property.

· Consumer needs protection against unfair trade practices followed by business community.  For example selling expired medicines.

· Consumer needs protection against the abuse of monopoly and restrictive trade practices.

· Consumer needs protection against deaf-ears non-commitment of sellers.  For example the suppliers are printing the statement – Goods Once Sold will not be taken back for poor quality products and if the issue is taken to them they don’t respond.

· Consumer needs protection against pollution of all kind.  

Consumer Rights:
1. Right to protection of health and safety

2. Right to be informed

3. Right to choose

4. Right to be heard

5. Right to be redressed

6. Right to Quality of Life

Consumer protection in India

1. Consumer has no say

2. Lack of get-to-gether

3. Ignorance and illiteracy

4. To get the latest goods and services

5. Improper advertising

6. Indiscriminate environmental pollution

Ways towards consumer protection

· Consumer Associations

· Business Associations

· Government Intervention

