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ABSTRACT

information age holds a number of daunting challenges for modern organizations,
and more specifically. modern marketers. These challenges have cortribited towards a
fast-changing and more complex environments for organizations. This study investigated the
impact of marketing information on pexformance of the selecied mamgachring companies
in Ovo State, Nigeria. Purposive method was vsed to select five manfacturing companies
operating in Ovo State while simple random sampling technigue was wed to select fifly
respondents for the study. Deta collecied through structured questionngire was analvsed
with the aid of Mean, Stondard Devigtion and Pearson Product Moment Correlation
Coefficient. Results of analysis showed that the relationshlp between marketing
information system and perjormance measuved by decision making, sales volume and
customer satisfaction were positive and significant with r = 0.34%%, (.32%%, and 035%%
respectively. The study concluded that Nigerian manufacturing sector managers' attitudes
toward the impoviagnee of Marketing mformation System (MKIS) applications in business
organisarions are posttive, This can help In tmproving the situation in the fitture, Therefore,
the study recommended that Nigeriz manufacturing companies prisi work io make the
marketing information system unif, administratively and financially separate and
independent from marketing depoariment, MKIS should be given a prominent place in the
organizational stucture, to be able o perform its functions without association with the

marketing managenent or other administrations in the company.

Keaywords: Marketing Information System, Information Technology, Performance,
Manufacturing, Nigeria.

Introduction

Research has shown that businesses worldwide have eniered an era of information
explosion. The information age holds a number of dannting challenges for modem
organizations, and more specifically, modern marketers. These challenges have contributed
fowands a fasi-chamging and mors complex enviromment for organizations (Momiei &
Najafradeh, 2015). Quite information of this is the fact that, most of the public and private
sectors in Nigeria have witnessed seversl cases of collapses, while surviving ones are sick
and ailing. (Generally, organizations worldwide experience the same kinds of information
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problems, which are more acute in developing countries. They are hampered by insufficient
information and knowledge (Silvance, 201 2), which plays a key 1ole ih coping with changs,
and may be a possible reason for the poor performance in satisfying customer requirements.
To support this obgervation, Ezekicl, Eze and Anyadighibe (2013) observed that many
mgamzahmsparhmﬂa:lymlﬁgenaaremoﬁhmﬂduﬁmﬂmwaveofmfomahm

Marketing Information System (MEIS) has been recognised by scholars and professionals
in the field of marketing as a factor that plays an important role in raising the efficiency of
sconomie performancs to the companics in highly commpetitive matkets, thromgh providing
the necessary information for the various administrative levels. According to Turkaman
(2012), Marketing Information System has completely improved efficiency and
effectiveness of companies and organizations and it is considered as a competitive
advantage. A marketing information syatem mnst not only be as a centre for storing all
televeart mformetion relaimg to the commany's custorety bart also have the ability to collect,
store and analyze information related to the marketing mixtures, competitors,
environmental macro variables and internal docnments of the company. Matketing
Information Systems enable marketing and sales managers to identify, imterpret, and react to
competitive signals and are key elements leading to efficient marketing strategies and sales
premotion strategies (Prabho & Stewart, 2005),

Itis baged on this backeround that this study intends to investigate the impact of Marketing
Information System on performance of some the selected manufactoring companies i Oyo
State, Nigeria,

Research Question

I Is there any significant relationship between Marketing Information System and
organizational performance measured by effective decision making, sales vohmne and
customer satisfaction?

Research Hypothesis
Hy There Is no significant relationship between Marketing Information System and
organizational performance measured by effective decision making, sales vohmme and
customer satisfaction.

Review of Related Literature and Formulstion of Hypothesis

The concept of MKIS has no formal links with any specific technolegy, and is regarded by
carly exponents to be a conceptual system, in which the flow of infermation is the essemtial
element, Technology plays a secondary role, However, Information Technology (IT) has
developed so rapidly, and has become so0 prevalent in orgenizations, that virtually all
decisions involve some interactions with technology. Also, the marketing function promises
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0 benefit greatly through the nse of IT (Moriarty & Swartz, 1989). Based on above reasons,
it is Impossible to conduct aty sindy of MEKIS without taling into account the mole of
technology. The focus of the MKTS is information, often "creating' data by various collection
methods such as marketing research and market intelligence programg, It provides the
marketing decision-maker with data in general and surmmarnized format. The turdenis onthe
decision-maker to select the useful information. Mohan and Holstein (2014) describe this
situation as an ovetload of data, tart with a lack of meaningful information. The MEKIS
developed after the enthusiastic reception of management information systems (Li, Mcleod
& Rogers, 2013). Kotler and Keller(2012) define the Marketing Information Systema as an
interacting structmre of people, equipment and procedumes to gather sort, analyze, evaloate
and distribute, timely and accurate information for nse by marketing decision makers to
improve their markeﬁng planning, implementation, and control.

In order to gain a deeper understanding of the fimctioning of 4 MKIS, it is useful o

wnderstand the corrponents of marketing information, Kotler (2008) and Piti and Bromfield

(2004) categorizesome of the components of marketing information as below.
Maiketing research, which refers to the systematic design, collection of analysis, and
reporting of data and findings relevant to a specific marketing situation facing an
organizaticn, It is thus reactive and ad Aocby naare,

» Mariced intelligence, the procedores wherehy evervday infotmation is obtained, It is
more proactive in natnre.

. Internal reports, which consist of internal information snch as sales records and
reports and financial data.

. Marketing models or information analysis, which are needed as a cognitive
framework in which to analyze, interpret and makesense out of data,
A term that seems to he used often in organizations a3 representative of the full

spectrum of marketing information is 'market intelligence’ (Skyrme, 2009). That term will

therefore be used in this thesis miterchamgeably with ‘marketing information',

Orpanizadomal Performance

According 1o Pitt and Tucker (2008), organizational performanee is defined as “a vital sign
of the organization, showing how well activities within a process or the outputs of a process
achieve a specific goal”. It is also defined as “‘a process of assessing progress towards
achieving pre-determined goals, inclixling information on the efficiency by which resources
are transformed tnto goods and services, the quality of these outputs and ovteomes, and the
effectiveness of organizational objectives™ (Amartunga & Baldry, 2003). Organization's
performance is made visible throngh the activities it conducts to achieve its mission. Outputs
and thew effects arc the most observable aspects of an orgamization's performance
{Anderson & Carden, 1991,

Nancy and Mine (2004), on assessing organizational performance stated that most
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organizations view their performance in terms of "effectiveness” in achieving their mission,
parpose or goals, Mogt crpanizations, for cxample, would tend to link the larger notion of
orgamizational performance to the results of their particular programs to improve the lives of
a target group). At the same time, a majority of organizations also see their performance in
terms of their "efficiency” In deploying ressimees. This relaies to the optimal use of
tesources to obtain the results desired.

Marketing Information System and Organtrational Performance

Previous studies recognised that marketing information is an important inpyt info the
otpanizationn]l performance in teting of effective decigion-making, increazed in sales and
productivity, and reduction in marketing costs and order tumaroond For example, Strydom,
Jooste and Cant (20007 regard the manapement of marketing information as a strategic
priority of the enterprise. I-]'Jggms,McmtyreandRame{lg’Ql) siress the impertance of
information inmarketing by stating that the management of marketing information is crucial
to the snccess of the orgeanization, and that it should be inteprabed with the strategic plarming
process. Silvance (2012) also finds out that MKIS ik a sirong factor that inflnences
satisfaction of Customers and staff of microfinence institution in Nairobi, Kenya. Amir,
Rad and Fatemeh (2013) also agree that MKTS improved decision making for marketing
managess in different organizations in Iran, In the same vein, Freihat (2012} alse affirmg
that there is a stadistically significant relationship between cach of the following marketing
information system components: (intermal records, marketing research, and marketing
intelligence) and decision-making, In the study of King (2010), he finds ouf that MKIS isnot
mlym]pactsﬂlemarkahngachvmﬂsatmgammhunsbutmﬂumuesthewemﬂ
organizational activities in United State of America,

Hanif, Yonfei, Xin-Yin, Hanif and Shareef (2013) expiore the innovative marketing
information system in tourism fndustry of Pakiston, The studv is very beneficial for hotels,
_fastfood restaurants, fourist resorts, picnic spots and offzer areas of the sector o measure 1o
wiat extent innovative MEIS Iy efficient and effective. The study reveals that MEIS has
Ppositive impact on cusionter satisfaciion, sales vohune and decigion maling in Pakistan,
Mahmoud (2015) also examines the Bmpact of markefing information sysiems on
orpamizational performance. The studv s based on using the statistical descriptive
approach where the data collected through the primayy and secondary sources. 130
questionnaires were distribuged but 100 guestionnalres were avaiiable for analysis. Means
& standard deviation, One sample T-test, and simple correlation were used fo analyse the
dats. Results show that there is a statistical significant relationship between marketing
information systems, sales growth and emplovers’ efficiency in Sandi Arabia.

Methodology

Resemrch Dexign: Dexcriptive survey desien wax ased for this study, Purposive method was
used to select five manufaciuring companies (Bento Pharmacentical Company, Ibadan; Yale
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Nigeria Limited; Bond Pharmaceutical Company, Awe — Oyo; Sweetco Nigeria Limited,
Ibadan and Black Horse Plastic Compeayy, Tbadan) operating in Oyo Stats. Simple random
sampling tachnique wasnsed to select fifty (50) respondents for the study.

Data Collection Instrumests: The data collection instryments for the study comprised of
marketing informalion system (uestiommaire, decision-making questionnaine, customer
satigfaction questionnaire and sales volume questionmaire which was developed and
validated by theresearcher. It iv a Likert type scale snchored on a seven point lkert seale, Ha
Tesponse format ranges from “Strongly Disagree™ (1) to “Strongly Agree” (5). The scale
was subjected to item analysig in order to ensure it ig valid and reliable, It yielded reliability
alpha coefficient of 0.79 which is consistent with Nunnaly and Bernsicin (1994), who
suggests that a reliability alpha of 0.70 is appropriate to measure any psychological
constret.

Method of Data Analysils: The research data was statigtically analyzed by means of the
Statistical Packnge for Social Science (SPSE). Data amalysis was performed with the aid of
Mean, Standard Deviation and Pearzon Product Moment Comrelation Coefficient.

Results and Diseussion

Relationship between Marketing Information System, Decdslon-Making, Sales
Volume and Customer Satisfaction.

Table 1. Pearson Product Moment Correlation Showing the Relations of
marketing information, decislon-making, sales volwme and cwstomer satisfaction,

Variables X sD 1 1 3 4

1, Marketing information System | 5636 | 7.95 -

2, Decision making 1617 | 2.27 0.34%* |-
3. Sales volume 153 0.5 0.32%* | 057 |-
4. Customer Satisfaction 2124 |954 035%* | 056 | 0.61%* |-

Source: Anthor's Computation (2016)

Table 1 presents the result of the relationship beiween marketing information, decision-
making, sales volume and customer satisfaction. Result of analysis shows that the
rlationship betwoen decision making and marketing information system was positive and
significant {r = 034**%, P<.01). This result implies that implementation of marketing
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information system will lead to effective decision making. The relationship between sales
volume and marketing infortaation system was also positive and sipnificant (¢ = 0.32%*,
P<.01). This result indicates that innovative marketing information system in manyfacturing
industry will have posiitve impact on sales voltmre, The relationghip between customer
satisfaction emd marketing information system was also positive and significant (r = 035%*,
P<.lH}. Thsmmﬂtm:phesﬂmtmatkeﬂngnxﬁnmahmsysﬁememugedasadﬁemnnmﬂof
customer satisfaction. The study is congistent with previcus tesearchers (Mahmoud, 2015;
Amir et al., 2013; Hanif et al., (2013; Silvance, 2012; Freihat, 2012; Tanvil e al., 2008)
that that marketing information system does not only impact the marketing activities at the
organization level but also inflaence the overall otganization:] activities,

The implication of this stndy iz that implementation of mafketing information system in
Migerian manufacturing industry will assist our mamifacturing companies from distressed
syndrome currently facing them and it will make them wax stronger in a global competitive
etrvitomanent.

Conclusion

In conclusion, MKIS is a very important means for effective decizion making, sales growth
and customer satisfaction, Most of the Nigerian manmfacturing companies have to develop
their marketing information applications m place to apport online tranwactions, The
Nigerian manufacturing sector managers' attitndes towand the importance of MKIS
applications in business organisstions are positive. This can help in improving the situation
inthe futare.

Recommendations

Based on the conclusion, the stady recommends that Nigeria manufacturing companies
mustwmkmmakethemmkeungmfomauonsysbemumnadmmsmuve]ymdﬁnammﬂy
separate and independent from marketing depariment, and give it a prominent place m the
organizational structure, to be able to perform its functions without associating with the

madnehngmanagmmtm‘oﬂmadmmshauonsmﬂlecmnpmy Also management of
Nigerian manufacturing companies must increase their interests in marketing information

system through the provision of all essential supplies, and the iniroduction of modern
methods and techmiques in data processing, which increase the speed of rational decision-
making,
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