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ABSTRACT
MIS affects marketing decision making in the organization. This project is designed to study the Impact of Marketing Information on Marketing Decision Making in the Organization in life Flour Mill Nig Ltd Sapele. It was to find the extent to which marketing decision making depends on marketing information system and also determined ways of improving decision making process. Questionnaire were prepared and administered in the area for gathering primary data used while secondary data were sourced from textbook, journals, magazines, and works of notable researcher and scholars were necessary. Tables and figures were also used to illustrate some of the processes for clarity and the percentage/ratio for proportion i.e Chi-Square (X2) to test various hypothesis. From the study and test of various hypotheses so far, the X2c (Chi – Square calculated) is greater than the X2t (Chi – Square critical) which required greater attention. Hence the null hypothesis was rejected in favour of the alternative hypothesis (Hi). In order words, 341.33 > 11.0, the null hypothesis was rejected in favour of the alternative hypothesis, while 45.83 > 11.0 was accepted. Consequently, from the study the causes and effects of MIS was discovered and analyzed in studied area. Therefore, for the organization to be truly marketing driven by the determination to deliver a superior customer value, a working or functional MIS should be installed.



CHAPTER ONE
INTRODUCTION
1.0    THE BACKGROUND OF THE STUDY
Increasingly, the business place is repleted with competition and business failures occasioned by poor business decision. Generally, business decision can make or mar the survival of in organization. Worst still, uniformed decision is no small measure, can lead an organization non existence. Against this back drop, it is critically important for managers and marketers to make decision based on the information available at their disposal. Put differently, to gain a competitive – edge and to become a marketing star, marketing manager must make decisions. Which much be based on information available to them.
The information bank or base from which the marketing manager must draw from in order to make strong marketing decisions is the marketing information system (MIS). The MIS be designed and installed by the marketing manager (which must be cooperate wide) to enable him sources, collect, analyze and interpret data about the marketing environment as such information involve the principal objective of assisting him/her make the information decision for the organization. 
Based on the foregoing, it is evident that MIS does not only help marketing manager to make decision, but tends to suggest that MIS influences marketing decision. This is a true consequent upon the quality and quantity of information contained in the MIS, that is quality and the quantity of information influences the quality of decision made by marketing manager. Therefore, the research shall seek to determine in this study the extent to which MIS tends to influences marketing managers in decision making.


1.1    DETAILS OF MARKETING INFORMATION SYSTEM (MIS)
A marketing information system (MIS) is a management information designed to support marketing decision making. Jobber (2007) defines it as a “system in which marketing data is formally gathered, stored, Analyzed and distributed to managers in accordance with their information need on a regular basis”. In addition, the online business dictionary defines marketing information system (MIS) as a system that analyzed and assesses information gathered continuously from sources inside and outside an organization. Furthermore, an overall marketing information system can be defined as a set structure of procedures and methods for the regular, planned collection, and analysis and presentation of information for use in making decision (Kolter, 2006). Developing a MIS system is becoming extremely information as the strength of economics rely on services and to better understand the specific needs of customer. Kotler, et al (2006) defined it more broadly as people, Equipment, and procedure to gather, sort, analyze, evaluate, and distribute needed and timely information to marketing decision making markers. 
As our economy focuses on services, marketing is becoming external important to monitor the marketing environment for changes in buyer behavior, competition, technology, economic conditions and government policies. In this sense the role of marketing is become pivotal for an organization to adapt to changes in the marketing environment (Harmon, 2003). The main benefit of marketing system is to integrate market-monitoring system with strategy development and the strategic implementation of policies and processes that help capture and help on consumer management application with marketing decision support systems. This area constitutes marketing intelligence that support customer relations and customer services with real time information and with real time application that support market-based approaches.
 Robert H, (2003) MKIS is system are composed on four components
1. User Interface: The essential element of the MIS is the managers who will use the system and the interface they need to effectively analyze and use marketing information. The design of the system will depending on what type of decisions managers need to make.
2. Application Software: These are the programs that marketing decisions makers use to collect, analyze and manage data for the purpose of developing the information necessary for marketing decisions.
3. Database marketing: A marketing database is a system in which marketing data, files are organized and stored.
4. System Support: This components consistent of system managers and maintain the system assets including software and hardware network, monitor its activities and ensure compliance with organizational policies.
Along with these components, in MIS system include marketing decision support system (MDSS), which in term rely on simple systems such as Microsoft excel, SPSS, and online analytical tools that help collect data. Data compiled for analysis is stored and processed from a data warehouse, which simply a data respository systems that helps store and further process data collected internally and externally (Harmon 2005).
1.2    DECISION MAKING IN MARKETING 
Robert Harmon (2003) marketing personal must make decision whenever they perform any of the marketing functions. Marketers must continuously decide what is to be done, who is to do it, how is to be done, and where are the best time and place to do it.
How to make Decision 
Step 1: define idea or problem to be acted upon
Before seeking answers, you need to identify the real problem. The first step in decision making is to find out what the problem really is, only them should work toward solution and answer. Defining the problem is snot in easy task in most cases. What appears to be problem might at best be merely a symptom that shows on the surface. 
Step 2:      Collect, interpret and evaluate relevant information about the problem.
Usually there are many sources from which to gather information affecting a decisions. Sometimes standing orders, policies, procedures, rules, and regulations provide relevant information. Other sources of information include your own experience, company records and reports, discussion with individuals and personal observation.
Step 3: Develop Possible Alternative Solutions 
The next step is to developed alternative ways of solving the problem or taking advantages of the opportunity. Alternatives and possible courses of action that can satisfy need or solve problem. Usually several choices are available to the decision maker if he or she is able to identify or develop them.
Step 4: Select the Preferred or Best Alternative 
You have reached a point where you make a decision. You should logically and rationally price the alternative you think is most desirable for all concerned from an objective, ethical and practical point of view. Sometimes the preferred alternatives involves cost / benefits analysis and risk analysis.
Cost / Benefits Analysis: You estimate what each alternative will cost in terms of human, physical and financial resources. Then you estimate the expected benefits, finally, you compare the two estimates and select the one with greatest “payoff” where the ratio to benefits  cost is more favourable.
Risk Analysis: Risk, which is the possibility of defect, disadvantage, injury, or loss is inherent in decisions making. Trying to minimize the risk involved by effectively forecasting outcomes and considering all variables involved.
Step 5: Implement the decision 
Effective decision making doesn’t stop when you choose from among alternative solutions. The decision must be put into operations.
Step 6: Follow-up evaluate and makes change if needed
Follow-up and the evaluation of the outcome of a decision is part of the process of decision making. Follow – up and evaluation of decision can take many forms depending on the nature of the decision, timing, costs, standards expected, personal and other factors.
Decision making in marketing are all about series of decisions involve in making marketing decision.
1.3    SOMETHING ABOUT MARKETING
(Philip Kotler) Marketing is all about identifying and meeting human and social needs.
The American Marketing Association say that is the activities, set of institutions and process of creating, communicating, delivering and exchange offerings that have values for customers, clients, partner and society at large.
Based on this research, Marketing is all about range of activities involved in making sure that you are continuing to meet the needs of your customers and are getting appropriate value in return. Far often many organizations has misunderstood what marketing is all about their try to develop a product to meet customer needs with ever really verifying what the customer wanted in the first place. Instead, those organizations make a strenuous effort  to sell the products through rigorous, ongoing advertising, promotions, and publicity. These organization may have built a beautiful ladder – but it may be entirely on the wrong roof.
We have inbound marketing, which simply mean market research to find out some certain things which are the following:
1. What specific groups of potential customers/clients (markets)
2. How does this needs might be met for each groups (or target market) which suggest how a products might be designed to meet the needs (non profits may think in terms of outcomes, or changes to accomplish among the groups of clients in order to meet the needs.)
3. How each of the target market might choose to access the products, etc (its packaging)
4. How much the customer (clients might be willing pay and how (pricing analysis)
5. How the competitors are (competitors Analysis)
6. How to design and describe the products such that customer / clients will buy from the organization, rather than from its competitors (its unique value proposition).
7. How the product should be identified – its personality – to be most be identifiable (its naming and branding).
We still have one called outbound marketing which includes
1. Advertising and promotions (focused on the products) Sales
2. Public and media relations (focused on the entire organization)
3. Customer services
4. Customer satisfaction
1.4    BRIEF HISTORY OF LIFE FLOUR MILL LIMITED NIGERIA 
Life Flour Mill Limited came to Nigeria in June 1968 and started operation in Sapele 1968, and is located plot 354Ogorode industrial Estate. Life flour mill limited company own by Seaboard Company in American. The company are into production of flour, wheats, and the company is a subsidiary of Delta Pack, Topfeeds, and total of two other firms of 1968 company law the indigenization decree of 1972 had put controlling shares in the hand of Nigerians.
Life flour mills mission is to continue to remain the number of flour company in Nigeria. Providing the best flour market at competitive prices. Life flour mill flour mills manufactures under is trade name top feeds. It has a complete range of products covering all aspect of animal feeds in measurement in Nigerian and neighboring countries. Constant and efficient and safe supply of products to is customer is a major concern. Life flour mill and top feeds philosophy is simple, fair pricing, for the best possible results for its customer in their respective business.
1.5    THE PROBLEM OF THE STUDY
As stated in the background of the study, it is noted that decision can make or destroy the very existence of a company. Many companies have folded consequent upon poor decision made. 
To say the least, market shares are lost and unnecessary marketing are rocking some companies due to the quality or otherwise of the decision made.
Therefore, the problem that have occasioned this study is the clear absence of marketing information system in most companies, which one way or the other has led to poor marketing decision. Another problem by the researcher is the fact that where MIS is put in place, marketing decision marker, hardly consult it when making decisions.
1.6    OBJECTIVES OF THE STUDY
1. To determine if a functional marketing information system (MIS) is actually put in place.
2. To ascertain the application or use of marketing information system (MIS) in marketing decision making process.
3. To establish whether information supplied from marketing information system (MIS) profitably impact the decision made by the marketing managers.
4. To find out the relevance of information contained in the marketing information system (MIS) in decision making.
5. To determine the existence (if any) of the adverse or negative impact of marketing information (MIS) on marketing decision making.
1.7    RESEARCH QUESTIONS 
They are questions that lie at the heart of the study, the questions are:
1. Why do companies install a marketing information system?
2. What types of information are contained in a company’s marketing information.
3. Why is marketing information system (MIS) important in marketing decision making.
4. Do marketing contained in the marketing information system (MIS) when making marketing decisions?
5. Is the information content of the marketing information (MIS) relevant in the decision usually made?
1.8    RESEARCH HYPOTHESES 
The hypotheses formulated for this study are as follows: 
Hypothesis One 
Ho:  Some companies marketing information system are not effective
Hi:   Some companies marketing information system are effective
Hypothesis Two 
Ho:   Marketing information system (MIS) does not influence marketing manager decision making process.
Hi:     Marketing information system (MIS) influences marketing manager decision making process.

1.9    SCOPE OF THE STUDY
To investigate the problem of this study as a whole will be too much for the requirement of this study in view of the short time and small financial resources available at my disposal. Rather the researcher shall make use of limit the investigation mainly on marketing information system, hence no attempt shall be made to look at the management information as a whole. Also the attempt shall be made to develop into the technicalities and models of managerial decision making process as these areas are not within the scope of this study. Also and importantly, the researcher shall also limit the study of the life Flour Mill Nigeria ltd.
Hence, finding made shall be used as basis for generalization.
1.10  SIGNIFICANCE OF THE STUDY
This study is expected to benefits a whole range of institutions and people.
1. Firstly for companies that do not have a marketing information system (MIS) in place, this study is expected to satisfy stimulate, inspire, and redirect their thinking towards actually installing a workable MIS.
2. Secondly, and in the same vein, for companies that have an unfunctional MIS, this study is expected to serve as a tool to guide and refurbish their MIS in order to make it function.
3. Thirdly, this study shall form an addition to the pool of knowledge and materials on MIS from where students draw.
In addition, this study shall engender among students, a mentality and cultures of MIS to enable them become better manager in the future.
1.11  THE LIMITATIONS OF THE STUDY 
Limitations under this heading deal with those constraints, which the researcher must encounter during the course of this study. In a research work like this, it is always difficult to complete the work without going through a number of factors, which constitute impediment. This are:
1. As a final year student, I had limited time to invest in this study, as a result of other academic activities.
2. Attitude of the people interviewed Nigeria are very reserved because of the level of corruption in the societies. Thus, they are very restrictive in given information.
3. Financial Constrain, as a student I had limited finance resources to meet in this study.
1.12  DEFINITION OF MAJOR TERMS 
I am defining the terms because, some of the terms use here may not be familiar by other reader or other people from any other discipline.
1.      Marketing: A social and managerial process by which individual and groups obtain what they need and want through creating and exchanging product and values with other. Marketing is an exciting dynamic and contemporary field of human endeavor. It affects us each day in our roles as providers of goods and service (i.e. producer) and as consumers. 
Marketing is embracing all of the activities involved in anticipating. Managing and satisfying demand through the exchange process. Such activities include environmental (Situation) analysis and marketing research, consumer analysis, product planning, marketing programming, and marketing management.
Philip Kotler defines marketing as satisfying needs and wants through and exchange process. Customer will only undertake the exchange, if they feels that their needs are being satisfied, clearly the transactional value cannot be more than the amount customers are prepared to pay to satisfy their need.
Marketing is not about providing products or service it is essentially about providing changing benefits to changing needs and demands of customer (P. Tailor).
In a brief, marketing is communicating the value of a products, services or brand to customers for the purpose of promoting or selling that products, service or brand. 
2.      Marketing Information System: A marketing information system is a management information system designed to support marketing decision making. Jobber (2007) defines it as a system in which marketing data is formally gathered, stored, analysed and distributed to managers in academic with their informational needs on a regular basis. In addition, the online business dictionary defines marketing information system (MKIS) as a system that analyze and assesses marketing information gathered continuously from sources inside and outside the organization. Furthermore, “an overall marketing information system can be defined as a set structure of procedures and methods for the regular, planned collection, analysis and presentation of information for use in making marketing decisions”. (Kotler 2006) developing a marketing system is becoming extremely important as the strength of economies rely on service and to better understand the specific needs of customers. Kotler (2006) defined it more broadly as people, equipment, and procedures to gather, sort, analyze, evaluate, and distribute needed, timely, and accurate information to marketing decision markers.
As our economy focuses on services, marketing is becoming extremely important to “monitor the marketing environment for changes in buyer behaviour competition, technology, economic conditions, and government policies”. In this sense, the role of marketing is becoming pivotal for an organization to adapt to changes in the market environment (Harmon 2003).
3.      Information: This refers to processed data or facts or details about something/somebody that are useful for decision making.
4.      Decision: This is the choice between two or more alternatives to be executed.
5.      System: This refers to a whole network of interacting components, aims at converting on input (resources) into an output (result).
6.      Communication: This a two-way process of reaching mutual understating, in which participants not only exchange (encode – decode) information, news, ideas, and feelings, but also create and share meaning. In general, communication is a means of connecting people or places. In business, it is a key function of management an organization cannot operate without communication between levels, departments and employees. 
7.      Marketing Research: We can say marketing research is a systematic method of collecting, recording and analyzing of data, which is used to solve marketing problems.  American Marketing Association (AMA) Defines Marketing research as a systematic gathering, recording and analyzing of data about problems relating to the marketing of good and services.
David Luck, Donald Taylor and Hugh Wales Defines Marketing Research as the application of scientific methods in the solution of marketing problems. 
8.      Marketing Intelligence: Is external data collected and analyzed by a business about markets that it anticipates, participating in with the intention of using it in making decisions. Marketing intelligence can be assess market entry opportunities and to formulate market development plans and penetration strategies.
Everyday information about developments in the marketing environment that help managers prepare and adjust marketing plans. The marketing intelligence systems determine what information is needed, collects it by watering and searching the environment, and delivers it to marketing managers who need it. Defensive marketing intelligence helps avoid surprises that threaten present or future marketing plans and actions. Offensive intelligence information on trends in the social environment might suggest new positioning strategies or advertising initiatives that can be put in place to trace advantage of these trends.
9.      Marketing Concept: The marketing concept of management philosophy according to which a firm goals can be best achieved through identification and satisfaction of the customers stated and unstated needs and wants.
The marketing concepts is about marketing a company capabilities with customer wants. This matching process takes place in what is called the marketing environment. 
Businesses do not undertake marketing activities alone. They face threat for competitors and changes in the political, economic, social and technological environment. All these factors have to be taken into account as a business tries to match its capabilities with the needs and wants of its target customers.
An organization that adopts the marketing concept accepts the needs of potential customers as the basis for its operations. Success is dependent on satisfying customer needs.
10.    Organization: An organization is a social unit of people that is structured and managed to mat a need or to pursue collective goals. All organizations have a management structure that determines relationship between the different activities and the members and subdivides and assigns roles, responsibilities and authority to carry out different tasks.
Organizations are open system they affects and are affected by their environment.


CHAPTER TWO
REVIEW OF LITERATURE
[bookmark: _Toc43312039]INTRODUCTION
Our focus in this chapter is to critically examine relevant literatures that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.
Precisely, the chapter will be considered in two sub-headings:
· Conceptual Framework
· Empirical Review
[bookmark: _Toc43312040][bookmark: _Toc410482031][bookmark: _Toc414371443]2.1	CONCEPTUAL FRAMEWORK
Marketing Information
From the business perspective, P. Laundon [1999] defined marketing information it’s self as an organizational and management solution, based on information technology to challenges posed by the environment.
[bookmark: _Toc410482032][bookmark: _Toc414371444]Marketing information is often obtained from outside the organization management perceives the opportunities and threats with which it has to respond to and dealing with them not only in equilibrium manner but also trying to out-perform the competitor by means of developing competitive advantage. It provide details on things like current market share held by the organization target niche of market to penetrate, proposed product with new features and also provides details on the organization brand name, trade mark and different responding strategies adopted as the main measures to increase the competitiveness of the organization. http://information.net/ir/7-1/paper //2.html
Information concept
According to Robert G. Murdich, Joel, E (1991:123), information consists of data that have been retrieved, processed and used for informative or inferred purposes or as a basis for forecasting or decision making. Defined as such information has a value in decision making process. It is worth noticing that these data may be of marketing, human resource, accounting and manufacturing nature. They are processed either by comparing them with other data obtained internally or externally. Comparing the data of current year and past years or analyzing them using different techniques, then, the processor usually a human being using a computer, come up with, may be, accounting information such as balance sheet, income statement, marketing information or even financial information.
According to Garry B. Shelly et al [1992:1.2], information is data that has been processed into meaningful and useful form. They also went further and defined data as raw facts, including numbers and words that are processed on a computer.
[bookmark: _Toc410482033][bookmark: _Toc414371445]According to E.C.Oliver et al. (1990:3), information is obtained by assembling items of data into a meaningful form, for example a pay roll, or efficiency reports. They went further and defined the term data as basic facts about the activities of the business. For example the number of hours worked by the employee on a particular machine.
Information System
According to Gary B. Shelly et al. (1992:10.7), an information system is a collection of element that provides accurate, timely and useful information. They added all ISs that are computer based and are comprised of six elements: equipment, software, accurate data, trained information system personnel, knowledgeable users and documented procedures. Each element contribute to a successful IS and conversely, a weakness in any of these can cause an IS to fail.
According to Robert A. Szymanski (1990:23), an IS is a set of people, data and procedures that work together to achieve the common goal of information management.
According to E.C Oliver et al (1990:3), IS is a complete apparatus for handling all aspects of information within the organization. It includes everything from the human oriented aspects of information. They added that the major components of an IS are the data processing systems within it that help manager in performing their work.
[bookmark: _Toc410482034][bookmark: _Toc414371446]The concept of system can be better understood when defined itself. Therefore according to Robert A. Szymanski (1990:21), a system is a set of components that interact with each other to form a whole and work together towards a common goal. He went further and gave four major components of a system as inputs processes output, feedback and control.
Marketing Information System
Simply put, a MkIS is a computerized system that is designed to provide an organized flow of information to enable and support the marketing activities of an organization. The MkIS serves collaborative, analytical and operational needs. In the collaborative mode, the MkIS enables managers to share information and work together virtually. In addition, the MkIS can enable marketers to collaborate with customers on product designs and customer requirements. The analytical function is addressed by decision support applications that enable marketers to analyze market data on customers, competitors, technology and general market conditions. These insights are becoming the foundation for the development of marketing strategies and plans. The MkIS addresses operational needs through customer management systems that focus on the day-to-day processing of customer transactions from the initial sale through customer service. MkIS systems are designed to be comprehensive and flexible in nature and to integrate with each other functionally. They are formal, forward looking and essential to the organization’s ability to create competitive advantage. The MkIS is the firm’s “window on the world” and, increasingly, it is the primary customer interface.
According to Sommer and Barners (1992:184), states that MIS is ongoing, organize set of procedures and methods designed to generate analyze, disseminate, store, and retrieve information to use in marketing decisions.
[bookmark: _Toc410482035][bookmark: _Toc414371447]Marketing information system consists of people, equipment and procedures to gather, sort, analyze, evaluate, and distribute needed, timely, and accurate information to marketing decision makers. (Philip Kotler, 1997) 



Information systems that provide critical information for marketing

[bookmark: _Toc414289231]Figure 1: marketing information system
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[bookmark: _Toc410482036][bookmark: _Toc414371448]Source: Philip kotler, marketing management. 9th edition 1997:112
Developing information
The information needed by marketing managers can be obtained from, internal company records, marketing intelligence, and marketing research. The information analysis systems process this information to make it more useful for mangers.
Internal records system
Most marketing managers use records regularly, especially for making day-to-day planning, implementation, and control decisions. Internal records information consists of information gathered from sources within the company to evaluate marketing performance and detect marketing problems and opportunities.
Marketing intelligence
This system is everyday information use records about development in the marketing environment that helps managers prepare and adjust marketing plans. The marketing intelligence determines what intelligence is needed, collects it by searching the environment, and delivers it to marketing managers who need it.
As opposed to internal record system discussed above, marketing intelligence system supplies happening data while internal record system supplies result data. The marketing intelligence information is often got from books, news papers, trading publication, talking to customers, supplies, distributors and any other stake holders. This intelligence can also be obtained from talking to other managers within the organization.
Marketing research
According to Philip kolter (1997:109), defined marketing research as a systematic design collection, analysis and reporting of data and finding to a specific marketing situation facing the company.
Managers cannot always wait for information to arrive in bits and pieces from the marketing intelligence system. They often require formal studies of specific situation. For example Tigo Rwanda wants to know how many and what kinds of people wick buy its new type of hand set. In such situation the marketing intelligence system cannot provide the detailed information needed. Because managers normally do not have skills or time to obtain the information on their own, they need formal marketing research. There are steps of marketing research process and these include the following:
· Defining the problem and research objectives. Before starting marketing research the manager and the researcher must work closely together to define the problem carefully and must agree on research objectives.
· Determining the research plan. The second step of marketing research process calls for determining the information needed, developing a plan for getting it efficiently, and presenting the plan to marketing management. the plan outlines sources of existing data and spells out the specific research approaches, contact methods, sampling plans, and instruments to be used in gathering data.
· Implementation of the research plan. The research next puts the marketing research plan into action. This involves collecting, processing, and analyzing the information. Data collection can be carried out by the company’s marketing research staff or by outside firms. The company keeps more control over the collection process and data quality by using its own staff. However, outside firms that specialize in data collection often can do the job more quickly and at lower cost.
· [bookmark: _Toc410482037][bookmark: _Toc414371449]Interpreting and reporting the findings. The research must now interpret the finding, draw conclusion, and report them to management. The research should not try to overwhelm managers with numbers and fancy statistics techniques. Rather, the research should present important finding that are useful in the major decision faced by management.



Role of Marketing Information System
Historically, the role of the marketing function has been to support “make and sell” business strategies that emphasized increases in market share over the creation of long-term customer value. This view started to change after World War II with the recognition that satisfying the customer’s needs and wants should be the focus of a firm’s business activities. The emphasis on the customer elevated the importance of marketing as a core business function on a par with research and development and production. The marketing function has become the firm’s window to the world in the sense that it must monitor the marketing environment for changes in buyer behavior, competition, technology, economic conditions, and government policies. Marketing is a “strategic” function in that marketing activities enable organizations to identify and adapt to changes in the market environment. The strategic function of marketing is further emphasized as Internet-based technologies have enabled radically new approaches to selling where information technology for the first time touches customers and provides new means for collecting marketing information. In a knowledge-intensive economy, the ability to collect, analyze and act upon marketing information more rapidly than the competition is the core competency from which competitive advantage flows. Marketing information systems provide the information technology backbone for the marketing organization’s strategic operations. In a broader sense, the MkIS creates an organized and timely flow of information required by marketing decision makers. It involves the equipment, software, databases, and also the procedures, methodologies and people necessary for the system to meet its organizational objectives. MkIS encompasses a broad spectrum of activities from simple transaction processing complex marketing strategy decision making.
Marketing information system plays a big role in companies which apply it and the relevant role are cited in figure 2.2 below. Reliance on intuition, executive judgment, and past experience is not enough.  
[bookmark: _Toc414289232] Figure 2 :Reasons for obtaining information model
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Source: Joel R. Evans (1992:92)
Firms make better decisions when they have good information, therefore it is essential that an organization obtain sufficient information and after implementing them they come to better decisions which improves the company’s market share.
[bookmark: _Toc410482038][bookmark: _Toc414371450]Therefore, company’s successes and failures in effective decisions can as well be determined by dealing carefully with marketing information system.

Information support system in marketing activities
[bookmark: _Toc410482039][bookmark: _Toc414371451]In marketing level they may need specific information support, system according to the nature and objective of its function. According to Kenneth C. Laudon and Jane P. Laudon, we have the following information support system.
Decision support system
[bookmark: _Toc410482040][bookmark: _Toc414371452]A decision support system is an interactive computer-based system or sub-system intended to help decision markers to use communication technology, data, document, knowledge and/or models to identify and solve problems, complete decision process tasks and makes decision. Decision support systems (DSS) are a class of computerized information system that supports decision making activities.
Management information system
Management information systems are information system, typically computer-based, that are used within an organization. Many authors described an information system as a system consisting of the network of all communication channels used within an organization.
[bookmark: _Toc410482041][bookmark: _Toc414371453]Management information system is a system designed by an organization to collect and report information on a program, and which allows manger to plan, monitor, and evaluate the operations and the performance of the whole program.
Executive support system
[bookmark: _Toc410482042][bookmark: _Toc414371454]An executive system is a reporting tool (software) that allows you to turn your organization’s data into useful summarized reports. These reports are generally used by executive level managers for quick access to report coming from all company levels and department such as billing, cost accounting, staffing, scheduling and more. In addition of providing quick access to organized data from department, some executive support system tools also an analysis tools that predict a series of performance over time using the input data. This type of ESS is useful to executive as it provides possible outcomes and quick references to statistics and number needed for decision-making. The exact report tool and an outcome of an ESS completely depends on the ESS developer and it’s intend industry use.
Transaction processing system
[bookmark: _Toc410482043][bookmark: _Toc414371455]Transaction processing system is an information system that processes data arising from the occurrence of business transaction, usually used for daily routine transaction and record keeping, especially sales, payroll, reservations, shipping, and worker tracking.
Other functional areas which need information
· Financial information: this information is used in managerial financial activities, its generally in form of financial statement (balance sheet, cash flow, and profit and loss account). It is also used in financial decision making such as investment decision, borrowing decision, leasing decision….etc. financial information is the most functional and department information used because of its implication in decision-making of all managerial activities within all organizational department. In fact, whatever id to be decided reflect a financial aspect because there is usually, if not always, a need to analyses and evaluate financial feasibility, suitability and acceptability of such decision to be taken. This information is prepared and make available to the people inside the organization, but also to the people outside the organization like investors, banks, government and others who may be interested in financial position of the organization.
The investors require a periodical report on the organizational performance they have invested in for the purpose of valuation of their holding. On the other hand bank and other financial institution may also be interested in financial information before they decide to grant a loan to the organization. For internal reason, financial information is made available at all managerial levels in order to provide managers with the organization resource position (cash in hand and in bank, assets, liabilities, receivable account, loan, accruals…etc), and also its capacity to raise funds that they could take into account while planning, organizing, and implementing financial issues. Financial information goes so far in explanation about the organization performance; it explains clearly what factors have led to the increase in profit earning and it provides details that are more reliable in planning of financial issues such as capital budgeting, capital structure, working capital management and financial instrument.
· Accounting information: this is considered as a result of collection, processed and stored data obtained from all organizational functional departments. A manager at all levels involved in all managerial accounting activities uses this information. In order to ensure the organization survival a senior management uses it to forecast the future business trends after which it develops the corresponding strategies. It is some time difficult to distinguish between accounting information from financial information because of its close relationship. Accounting information reflects the organizational performance in term of profit or loss realized during given period of time under consideration. But it does not care about the reason of the profits realized or losses incurred as either predicted or as fruit of hazard.

· Workforce information: this information is usually referred to as human resource information. It’s used at senior management level for the purpose of getting the skilled employees and the expert with the required qualification. This information provides details on conditions and procedure of recruitment, training and reward system. As such is needed by senior management to help in assigning responsibility and authority within the organization. It is thus, important who should be given opportunity to follow a specialize training program at the expense of the organization. It reflects the organization value and culture and provides explanation about the motivating factors set out to remain and motivating the existing employees to always give the best of themselves in orders to increase the employees productivity that most often result in efficiency.

· [bookmark: _Toc410482044][bookmark: _Toc414371456]Product information this information is used by the organization in managerial production activities. It provides details about how the chain of production is interacting, who do a given range of tasks and to whom these tasks are submitted for final task. It also provides the mechanism through which the organization inputs are converted into sellable outputs.

Decision making concept.
Today more over before, decision making at all levels and in all areas relies on using marketing information system as the basis for decision and action that leads to creating values for customers.
The organization well being depends greatly on the wisdom of the decision made by its manager, (Philip kotler, 1980). The most important decision is strategic in one hand and helps in planning process decision. Strategic decision concerns both the current situation and the expected one, while the planning decision concerns the provision. The vast majority of these decision are programmed which involve reoccurring situations.
Decision making is defined as the selection of course of action from among the alternatives, it is considered as core of planning. In addition Freemont A shiull, Andrew L Delkelcp, and l.l have described decision-making as an act of choosing by which an individual or organization selects one position or action from several alternatives. Freemont A shiull, Andrew L Delkelcp explain decision –making as a conscious and human Process involving both human and social phenomenon based upon factual and value premises, which include with a choice of one behavioral activity from among one or more alternatives with an intention of moving toward some desired state of affairs. Decision making is thus, viewed as a major part of planning that involves the process leading to making a decision through the following steps.

Steps involved in Marketing decision making process are displayed below
[bookmark: _Toc414289233]Figure 3 : five stages model of decision making process.
Problem recognition

 
Information search

	
Evaluation of alternatives


Purchase decision

Post-purchase behaviour



Source: Philipe kotler, marketing management (1997:192), 9th ed.
The first step is the recognition that a unique marketing problem exists or that an opportunity is present. For example, if a banking organization losing some of its customers may hardly find the reasons for such situation. After carrying a formal marketing research it can discover that the rivals has introduced new technology using smart cards in money handling and the customers have shifted to them because of new technology. This firm may react by introducing the same type of technology. It will be inevitable resort to information to predict if really it is worth doing it.
Due to the above example, an organization recognizes that a problem of loosing customers exists. This may also trigger the opportunity of introducing smart cards that has predicted for performance in banking industry. In this case, marketing information system can assists in recognizing that customers are shifting from this bank to another bank.
Performance measures, for example the analyzing of sales records, may signal the presence of the problem, while the monitoring of the situational factor like politics, economy, and demography can point out the existence of both problems and opportunities.
The second step in decision making is the definition of the decision problem using information search.
Marketing managers need to define and clarify the main issue and causal factors operating in the decision situation. It may be very hard to identify the cause to the effect of the identified problem unless we use reliable information.
The third step in decision making process is to identify and evaluate the alternative courses of action. Internally, in marketing management, alternative course of action will involve the combination of marketing variables. Back to our previous case, marketing manager might be offered two broads of alternative: “doing something new” or “maintaining the status quo”. Now the problem is to define what of the two alternatives the best is. Marketing information system is the remedy for this dilemma. New ideas need to be generated, this may come from managers imagination and thinking. This internal search is from manager’s memory. But marketing information supplied by marketing research is a great asset.
The fourth step in decision making process is the selecting of rational and the best courses of action. This may consist of taking do or no do decision. The do nothing and the do something balanced. If the decision maker is faced with the only one of the course of action that do nothing. It will have only one alternative of do nothing in front of this new technology. In this case, even though this situation opens up opportunities, manager cannot benefit from it because it is not capable of doing. This will be looked at as a threat to bear.
[bookmark: _Toc414371457]Finally, post-evaluation will end this process. The decision taken will be evaluated to check whether it was really rights the right one.
Types of Marketing decisions
[bookmark: _Toc414371458]One of the major today’s responsibilities of the manager is to establish its own organizational objective. For this he has to respond to a complicated pattern of decision ranging from the basis and routine decision to strategic and tactical decision as well as from formal and informal decision to analytical and intuitive decision.
Basic and routine decision
[bookmark: _Toc414371459]McFarland has said that: “basic decisions are those decisions which are unique, one time decision involving long range commitment of relative permanence or duration, large investiment and a degree of importance such that a mistake would seriously injure the organization”. V P. Michel has added that they are the most important marketing decision because they affect the whole organization and for a long time to come. As mentioned by him , these decisions include policy decision bearing on plant location, capital structure labour and others decision of long lasting and fundamental nature. On the hand routine decisions are very operational decisions. Such decisions are most often, taken by middle management level and generally on the basis of past experience of the executive manager.



Strategic and tactical decision
Peter Drucker among the writer on this issue has emphasized strategic and tactical decision in his practice of management. He has said that of course most tactical decision are both more complicated and more important but they always one dimensional, so to speak the situation is given and requirement are evident, the only problem is to find the most economical adaptation of known resources. Tactical decision is generally considered as routine decision. In contrast, he has said that but the important decisions, decision that really matter, are strategic. They involve either finding out what the situation is, or changing it, either finding out what the resources are, or what they should be. These decisions are specifically managerial decisions and the higher his level in management hierarchy, the more of them he must make.
[bookmark: _Toc414371460]In these specifically managerial decisions, the important and difficult task is never to find the management answer; it is to find the right question. As strategic decision involves a long range and affects the entire organization, it is almost considered as basic decision. In this respect LM Prasad has undermined the effect that strategic decisions are basic on the strategies developed as a major choice of action in organization with intention to allocate the resource and to contribute to the achievement of the organization objective. He has also made a clear distinction strategic and tactic decision based on the basis of its nature, its purpose and the authority involved in making such decision. In fact some of these decisions are made for long term and effect the whole organization for long time to come while others are made day-to-day operations. As such authority of final decision is delegated according to the nature of decision to be taken; tactical decision may be delegated to lower level while for strategic decision there is involvement of top management. 


Formal and informal decision
[bookmark: _Toc414371461]Formal decisions are those decisions made in a formal context when problem to be handled may be solved by means of a formal approach. This means that formal decision implies a clean procedure and process to follow when one is making a decision. Generally, basic, organizational, tactical and strategic decisions are formal decisions; they are taken through a formal procedure that guide decision maker in the process of decision-making. In the contrary, informal decisions are those decisions, usually taken on the basis of past experience, intuition or observation. They do not involve a need for decision maker to take care for a proper analysis and interpretation of information and data. In this respect it arrives a time when some managers fell that they are the master of master of every things and past experience or intuition has endowed them with adequate expertise in decision making.

Analytical decision
These are decision taken on the basis of a proper analysis and interpretation of information and data. They require that decision maker take care and enough time in order to understand the cause of effect of all alternatives that might be involved in problem solving. All major decisions including tactical, strategic and basis decision must be backed up by a proper analysis.
Relevant of Marketing Information System (MIS)
The MkIS increases the number of options available to decision-makers and supports every element of marketing strategy. MkIS affects marketing’s interfaces with customers, suppliers and other partners. The primary benefits of the MkIS impact in the areas of functional integration, market monitoring, strategy development, and strategy implementation.
1. Market Monitoring: Through the use of market research and marketing intelligence activities the MkIS can enable the identification of emerging market segments, and the monitoring of the market environment for changes in consumer behavior, competitor activities, new technologies, economic conditions and governmental policies. Market research is situational in nature and focuses on specific strategic or tactical marketing initiatives. Marketing intelligence is continuous in nature and involves monitoring and analyzing a broad range of market-based activities and information sources. There are three major sources of market information. The first is syndicated data published by market research companies and industry associations. Company-sponsored primary research is another option. It is much more focused since you ask specific questions of respondents within your markets. But, it is considerably more expensive and time consuming. Perhaps the best data available are your own customer’s behavior captured from web site viewing, point of sale (POS) transactions, and systematic feed back from the sales force. 
2. Strategy Development: The MkIS provides the information necessary to develop marketing strategy. It supports strategy development for new products, product positioning, marketing communications (advertising, public relations, and sales promotion), pricing, personal selling, distribution, customer service and partnerships and alliances. The MkIS provides the foundation for the development information system-dependent e-commerce strategies. 
3. Strategy Implementation: The MkIS provides support for product launches, enables the coordination of marketing strategies, and is an integral part of sales force automation (SFA), customer relationship management (CRM), and customer service systems implementations. The MkIS enables decisionmakers to more effectively manage the sales force as well as customer relationships. Some customer management software companies are extending their CRM applications to include partner relationship management (PRM) capabilities. This has become increasingly important as many marketers are choosing to outsource important marketing functions and form strategic alliances to address new markets. 
4. Functional integration: The MkIS enables the coordination of activities within the marketing department and between marketing and other organizational functions such as engineering, production, product management, finance, manufacturing, logistics, and customer service.
Marketing Decision Support System
Marketing decision support systems (MDSS) constitute a set of core applications of the MkIS. The MDSS provides computer-based tools, models, and techniques to support the marketing manager’s decision process. In the general case, MDSS is optimized for queries of historical data. MDSS data typically are derived from both internal and external market sources. The MDSS features inquiry and report generation functions where the manager can access marketing data, analyze it statistically, and use the results to determine an optimal course of action.
Functions of Marketing Decisions Support System 
The MDSS can provide analytical models for forecasting, simulation, and optimization. MDSS tools include simple spreadsheets such as Excel, statistical analysis packages such as SPSS and SAS, on-line analytical processing (OLAP) tools, data mining applications, and neural networks. The MDSS provides the user with the ability to explore multiple options. Typical MDSS functions include models and tools for:
1. Sensitivity analysis. Decision-makers can explore changes in a strategic variable such as price and model its impact on demand or competitive behavior. 
2. What-if analysis. Can be easily accomplished with a spreadsheet. Revenues and costs can be manipulated to show the impact of each variable on profits and cash flows. 
3. Goal setting. Analysis focuses on the desired result and builds the resource base necessary to accomplish the goal. 
4. Exception reporting. Analysis looks for results that exceed or fall short of stated goals or benchmarks. Which products or segments exceeded sales forecasts? Sometimes called gap analysis. 
5. Pareto analysis. Analysis looks for activities that generate disproportionate results. For instance, the top 20 percent of customers may account for 80 percent of sales revenues. 
6. Forecasting models. Econometric models are used to analyze time series data for the purpose of predicting future sales and market share levels. 
7. Simulation models. Monte Carlo simulations address marketing decision making under conditions of uncertainty. Variables such as the market price, unit variable cost, and quantity sold are not known ahead of the product investment decision. Simulation models allow the marketer to analyze risk and assess the probabilities of likely outcomes of their decisions. 
8. Scorecards and dashboards. Scorecard systems can present a consistent framework for tracking the effectiveness of marketing activities. They often have different modules for senior executives, marketing managers, product managers, and customer service managers. Scorecard systems allow the user to “drill down” on an analytic and workflow basis to determine the status of any strategic initiative. Dashboards allow frontline managers to monitor their critical performance indicators. These systems are often used in conjunction with “best practice” standards for call-center-based customer support.
2.2	EMPIRICAL REVIEW
Simate (1973) has stated that information system could be linked with the manufacturing activity. His theory on information system described various components of such a subsystem, their interactions and relations to other subsystems within the integrated information system. He has surprisingly disregarded the relationship of information system with three other major functional aspects of an organization that is finance, marketing and personal. Mensah (1984) has discussed various techniques for classification of information needs of a business organization and progressing an information system design to address their need, they illustrate a formal method for deciding on the configuration of the information subsystems.
Gupta (1989) addressed the wide use of computer in marketing and management of materials in an organization, thus enabling a materials manager to engage in more creative pursuits that the daily routine work. Light has also been thrown on the doubts, distrust reservations associated with the use of computer. Cespedes (1993) in his study entitled “coordinating sales and marketing in consumer goods firms” found that information systems currently in place often hinder information flows between functional units and that there is a lake of relevant information available for decision makers concerning customers and channels, leading to difficulties in allocating resources effectively.
O’Brien et al. (1998) mentioned that the volume of data available to the marketing function in customer products companies has grown exponentially throughout the past decade. With this explosive growth has come a corresponding need to transform the data into information, which is usable to assist marketing managers in making business decisions.
Demery (1999) mentioned that database marketing is now evolving to the point that the credit-card industry can actually deliver its longstanding promise of providing products tailored to each individual customer. It might however be a technological game limited to the largest of players. Lehaney (1999) succeeded the definite value of technology-enabled database marketing and also concluded that its success rests on participative, human centred approaches to development. A marketer tackling specific marketing challenges should not focus on technology, but rather, the business problem. When solving business problems, human experience and creativity provide critical insights and at times viable solutions without costly investment or expansion in the technology. Stone and Good (2002) in their study analyse the impacts of computer use on marketing operations, as a result indicate that using these technologies will help in exploit opportunities, improve work quality and quantity, solve problems and it will improve communication.
Roge and Chakrabarty (2002) discussed the different methods to measures the efficiency and success of information technology in marketing operations. They were used to support the constructs used in testing relationships between IT assisted communications, productivity of work, operations, decision-making and strategy. They suggest that IT adoption by marketing managers may follow a two-stage process: The first, marketing managers augment their operational capabilities by using IT. Second, these improved operational capabilities lead to a second stage in which marketing managers use IT to improve marketing strategies. Their model of IT in the marketing organization was structured as follows. Organizational communication was conceptualized as IT related improvements in inter-organizational and intra-organizational communications.
Yu-Hui Toa and Chu-Chen Rosa (2003) introduce two simple yet essential database-marketing tools: 
(i) Usage Segment Code (USC). 
(ii) Net Revenue Equation (NRE). And their applications in the top ten US credit card business. The promising results further demonstrate that simple yet creative ideas can be converted into powerful database marketing tools to increase the return on investment in a marketing database.
You-Ping Yu and Shu-Qin Cai (2007) present a new model for customer targeting when the information in customer databases is limited.
The research found that describing a computer-based support system for the implementation of the model, shows that the user company strengthened its customer service strategy, won higher satisfaction and loyalty levels and achieved sales growth 50% above the industry average. Henry (2009) concerning marketing standardization is still developing. A new research theme has recently emerged, wherein it is suggested that the structure of marketing decision making is likely to be a factor of marketing standardization strategy. This study aims to add insights to this new research field. Based on the outcome of previous studies, it aims to propose and test a research framework concerning the relationships among environmental factors, the structure of decision making and marketing standardization/performance. This study seeks to focus on the two most important programmed elements: Promotion and product. It is suggested that, with the absence of direct influence, the structure of decision making is still likely to have an indirect effect on marketing standardization strategy. Sheng Zhao (2009) on his study examine the nature of common sense, its application in decision-making and possibility of developing common sense more effectively. The study provides how to understand properties of common sense from managerial perspective, analyzes its value in aiding decision making, explains how mangers utilize common sense of target group or employees for decision making and creativity and proposes some points for boosting development of common sense.

Problems faced by marketing information users in making effective decisions
The researcher wanted to find out which major problems are encountered by marketing information users and the respondents gave out the following:
1. Lack of information
2. Information overload
3. Insufficient equipment
4. Lack of adequate knowledge about marketing information system and its role in decision making
5. Poor information resource management
6. Down turn and unplanned information
7. Lacks of enough technology know how
8. [bookmark: _Toc410482082][bookmark: _Toc414371500]Lack of appropriate information specialists to facilitate marketing information system.

The major problems encountered in decision making
The researcher wanted to know the problems the decision makers meet while making decisions, and the respondents outlined the following:
1. Lack of sufficient time devoted in decision making process;
2. Stress associated with the assigned responsibilities;
3. Environmental changes that require a huge information needs that is difficult to find at times;
4. Challenging task of evolution all possible alternatives without a support of updated software.



CHAPTER THREE
RESEARCH METHODOLOGY
3.1	AREA OF STUDY
Flour Mills Nigeria Ltd is a diversified Nigerian agribusiness company, it was founded in 1960 by George S. Coumantaros as a private limited company and in 1978 became a public company with its shares listed on the Nigerian Stock Exchange.
3.2	RESEARCH DESIGN
Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled.
3.3	POPULATION OF THE STUDY
According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 
This study was carried out to examine the impact of Marketing Information System (MIS) on marketing decision making in the organization using Flour Mill Nig Ltd Sapele. The staff of Flour Mill Nig Ltd Sapele, Delta State form the population of the study.
Statistics from the human resources Department of the organization indicate that the population is 1200.
3.4	SAMPLE SIZE DETERMINATION
A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the simple random sampling (srs.) method to determine the sample size. 
3.5	SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE
The Taro Yamane (1967:886) provides a simplified formula to calculate sample sizes.
Assumption
95% confidence level 
 P = .5
[image: ]
n= 1200/1+1200 (0.05)2
n= 1200/1+1200 (0.0025)
n= 1200/1+5.5
n=100
Therefore, for this study, the sample size is 100


3.6	SOURCES OF DATA COLLECTION
The research instrument used in this study is the questionnaire. A 10 minutes survey containing 19 questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions.
3.7	METHOD OF DATA ANALYSIS
The responses were analysed using the frequency tables, which provided answers to the research questions. The hypothesis test was conducted using the Chi-Square statistical tool, SPSS v.23.
3.8	VALIDITY AND RELIABILITY OF THE STUDY
The reliability and validity of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.



CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	DATA PRESENTATION
Table 4.1: Demographic data of respondents
	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	70
	44%

	Female
	30
	56%

	Religion
	
	

	Christian
	100
	45%

	Muslim
	00
	55%

	Age
	
	

	20-25
	20
	34%

	25-30
	30
	48%

	30+
	50
	17%

	Education
	
	

	Diploma
	30
	

	Bsc
	50
	

	Masters
	20
	

	PhD
	
	


Source: Field Survey, 2020
4.2	ANSWERING RESEARCH QUESTIONS

Question 1: Why do you think companies install a Marketing Information System?
Table 4.2:  Respondent on question 1
	Options
	Yes
	No
	Total %

	To reduce financial and image risks.
	100
	00
	100

	To gain competitive edge
	100
	00
	100

	To measure performance
	100
	00
	100

	To determine consumer attitude
	100
	00
	100

	To improve advertising credibility
	100
	00
	100

	To verify intuition
	100
	00
	100

	To coordinate strategy
	100
	00
	100

	To improve effectiveness
	100
	00
	100

	To monitor the environment
	100
	00
	100


Field Survey, 2020
From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes to all the options provided. There was no record of no.

Question 2: What type of information do you think are contained in a company’s marketing information?
Table 4.3:  Respondent on question 2
	Options
	Yes
	No
	Total %

	Financial information
	100
	00
	100

	Accounting information
	100
	00
	100

	Workforce information
	100
	00
	100

	Production information
	100
	00
	100


Field Survey, 2020
From the responses obtained as expressed in the table above, All the respondents constituting 100% said yes to all the options provided. There was no record of no.

Question 3: Why is Marketing Information System important in marketing decision making?
Table 4.4:  Respondent on question 3
	Options
	Yes
	No
	Total %

	Market monitoring
	100
	00
	100

	Strategy development
	100
	00
	100

	Strategy implementation
	100
	00
	100

	Functional integration 
	100
	00
	100


Field Survey, 2020
From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes to all the options provided. There was no record of no.

Question 4: Do you think the information content of the marketing information system is relevant in the decision usually made in the organization?
Table 4.5:  Respondent on question 4
	Options
	Frequency
	Percentage

	Yes
	100
	100

	No
	00
	00

	Undecided
	00
	00

	Total
	100
	100


Field Survey, 2020
From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes. There was no record of no. 

Question 5: Is your company Marketing Information System effective?
Table 4.6:  Respondent on question 5
	Options
	Frequency
	Percentage

	Yes
	70
	70

	No
	00
	00

	Undecided
	30
	30

	Total
	100
	100


Field Survey, 2020
From the responses obtained as expressed in the table above, 70% of the respondents said yes, while the remaining 30% said no.

Question 6: Do you think MIS influence marketing manager’s decision making process?
Table 4.7:  Respondent on question 6
	Options
	Frequency
	Percentage

	Yes
	70
	70

	No
	00
	00

	Undecided
	30
	30

	Total
	100
	100


Field Survey, 2020
From the responses obtained as expressed in the table above, 70% of the respondents said yes, while the remaining 30% said no.

2.3	TEST OF HYPOTHESES
Ho:  Some companies marketing information system are not effective
Hi:   Some companies marketing information system are effective
Ho:   Marketing information system (MIS) does not influence marketing manager decision making process.
Hi:     Marketing information system (MIS) influences marketing manager decision making process.
Hypothesis One
Some companies marketing information system are effective
	Response 
	Observed frequencies
	Expected frequencies (E) 
	O-E
	(O-E)2
	(O-E)
  E

	Yes
No
Undecided

	70
0
30

	540.55
300.25
170.15

	29.45
19.75
29.85

	867.3025
390.0625
891.0225

	201.60
50.30
20.24

341.33



Degree of freedom =	(row-1) (column-1) 
= (3-1) (2-1)
= 3*1
=2
At 0.05 level of significance, given the above degree of freedom, table value of X2 (ie X2t) = 9.448.
To test our hypothesis, the decision rule is
Accept Ho if X2t>X2cal, and
Reject Ho if X2t<X2cal
Thus, since the X2t (9.448) < X2cal (341.33), we reject Ho and accordingly accept Ha. We conclude by accepting the alternate hypothesis. This implies that Some companies marketing information system are effective.

Hypothesis Two
Marketing information system (MIS) influences marketing manager decision making process
	Response 
	Observed frequencies
	Expected frequencies (E) 
	O-E
	(O-E)2
	(O-E)
  E

	Yes
No
Undecided

	70
00
30

	453.55
43.25
65.15

	29.45
19.75
29.85

	433.45
23.76
87.56

	20.60
10.30
10.24
45.83



Degree of freedom =	(row-1) (column-1) 
= (3-1) (2-1)
= 3*1
=2
At 0.05 level of significance, given the above degree of freedom, table value of X2 (ie X2t) = 9.448.
To test our hypothesis, the decision rule is
Accept Ho if X2t>X2cal, and
Reject Ho if X2t<X2cal
Thus, since the X2t (9.448) < X2cal (45.83), we reject Ho and accordingly accept Ha. We conclude by accepting the alternate hypothesis. This implies that Marketing information system (MIS) influences marketing manager decision making process.


[bookmark: _Toc414371503][bookmark: _Hlk60148227]

[bookmark: _Toc390709173][bookmark: _Toc390709790][bookmark: _Toc390712853][bookmark: _Toc410482087][bookmark: _Toc414371505]CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1. Summary
 This study was intended to analyze the Impact of marketing information system (MIS) on marketing decision making in the organization using Flour Mills Nig. Ltd, Sapele, Delta State. Main findings were found and presented according to objectives of the research. The study presented the general introduction, the literature review, the research methodology, and the interpretation of findings. The analysis and interpretation of the collected data was done in relation to objectives of the study and research questions mentioned in the study.
[bookmark: _Toc410482088][bookmark: _Toc414371506] The research study found out that marketing information system in Flour Mills Nig. Ltd contributes a lot to their decision making; however the findings indicated that there is lot of problems encountered while applying the system to make effective decision for example lack of technology know how, information overload and more which were mentioned in previous chapter but due to its importance Flour Mills Nig. Ltd has put up some strategies to overcome such problems hence helping them to increase their market share.
5.2 Conclusion
The conclusion for this research is drawn from the data analysis and the main findings found out as the respondent reaction on the questions.
The majority of the respondents found marketing information system to be a factor or a tool to decision making. Hence we can conclude that it is a decision making tool as it plays a vital role to provide marketing managers with the information needed to operate their different functions.
The majority of the respondents agreed that marketing information system is very close to decision making because without information. ”a final product of marketing information system” it would be very difficult. If not, a guessing attempt to make appropriate decide reflecting both problem solving aspect and organizational policy regarding guideline. It is thus obvious that marketing information system is in relation to all activities in the company where decision making seem to be at the centre of the other managerial activities.
[bookmark: _Toc410482089][bookmark: _Toc414371507]Therefore in conclusion information source should be considered as any other organizational source thus it needs to be managed properly.
5.3. Recommendations 
The following recommendations will help increase more the level of performance within the organization as revealed by the study. Research findings revealed areas that need an upright hand. It is on this ground that the researcher offers the following recommendations:
· It is recommended that marketing information needs should be handled carefully by using computer-based system as far as decision making is concerned.
· Marketing information system should be improved on regular basis so that it could meet technological revolution. This may result in reducing the paper work and improve decision making quality.
· The employees involved in information processing to make decision should be given a training program on regular basis.
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APPENDIX
QUESTIONNAIRE
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE (s) ON A QUESTION
SECTION A
PERSONAL INFORMATION
Gender
Male [  ]	Female [  ]
Age 
18-25	[  ]
20-30	[  ]
31-40	[  ]
41 and above [  ]
Educational level
WAEC	[  ]
BSC/HND	[  ]
MSC/PGDE	[  ]
PHD		[  ]
Others……………………………………………….. (please indicate)
Position
Position 1	[  ]
Position2	[  ]
Position3	[  ]
Position4	[  ]
Marital Status
Single	[  ]
Married [  ]
Separated [  ]
Widowed [  ]
Duration of Service
0-2 years [  ]
2-5 years [  ]
5 and above [  ]
Section B
Question 1: Why do you think companies install a Marketing Information System?

	Options
	Yes
	No

	To reduce financial and image risks.
	
	

	To gain competitive edge
	
	

	To measure performance
	
	

	To determine consumer attitude
	
	

	To improve advertising credibility
	
	

	To verify intuition
	
	

	To coordinate strategy
	
	

	To improve effectiveness
	
	

	To monitor the environment
	
	



Question 2: What type of information do you think are contained in a company’s marketing information?

	Options
	Yes
	No

	Financial information
	
	

	Accounting information
	
	

	Workforce information
	
	

	Production information
	
	



Question 3: Why is Marketing Information System important in marketing decision making?

	Options
	Yes
	No

	Market monitoring
	
	

	Strategy development
	
	

	Strategy implementation
	
	

	Functional integration 
	
	



Question 4: Do you think the information content of the marketing information system is relevant in the decision usually made in the organization?

	Options
	Frequency

	Yes
	

	No
	

	Undecided
	



Question 5: Is your company Marketing Information System effective?

	Options
	Frequency

	Yes
	

	No
	

	Undecided
	



Question 6: Do you think MIS influence marketing manager’s decision-making process?

	Options
	Frequency

	Yes
	

	No
	

	Undecided
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