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   MARKETING ESSENTIALS
Introduction
 Information Marketing supports the services throughout the company's marketing departments. Some of the most common Information Marketing systems are Marketing Research, Product Development and Delivery, Promotion and Advertising, Product Prices and Sales Analysis. One of the most common is to produce sales reports. These are usually done in a regular schedule, such as weekly, monthly and quarterly. The reports can be organized by the assigned sales representative, or by the geographic area by another more experienced representative. Such reports allow managers to see which aspects of sales are doing well and need improvement. It happens that a sales representative suddenly suffers a drop in sales losing an important customer therefore needs support to develop new potential customers. If there is only a handful of sales representatives who share an office, a manager may only refrain from doing so by talking to everyone. However, what happens if a manager has to oversee a large group of sales representatives in different departments, different gypsies across the country? A specialized information system that provides regular updates in a meaningful way will make it easier for the manager to make productive and efficient decisions.
Components of a marketing information system
The importance of a marketing information system:
The Marketing Information System aims to score the items given in a coherent body of information. An MIS about him can be said to be, as will soon be seen, more than adequate data or information for decision-making in departments. An MIS also provides methods for interpreting the information provided. Moreover, as Kotler's says, "an MIS is more than just a data collection system or a set of computer technologies."
A marketing information system is a continuous and interactive structure of people, equipment and also procedures for collecting, sorting, analyzing, evaluating and distributing information on time and accurately.
Figure 1. illustrates the major components of an MIS, the environmental factors monitored by the system, and the types of marketing decisions the MIS seeks to support their marketing information systems and subsystems.[image: http://www.fao.org/3/W3241E/w3241e1k.gif]





Evalution and Critical Analysis

I will submit to the analysis,from this point of view,Ocado, a British online supermarket.This company using MIS and this is a tool for marketing, information gathering and communication.
               Ocado was created in April 02/2000 by J. Faiman, Jason G. and T. Steiner, former merchant bankers with Goldman Sachs. Ocado started to work in 20-01-2000 they trated like  a concept and started trading as a business and management  in partner with Waitrose in January  2000-2002.
                Four main components  wich identify: internal reporting systems, marketing research system, marketing information system, and marketing models. (MIS) must have these components, methods and technologies of collection, storage, without prejudice to the processing and processing of data.
 Information is usually classified according to its nature, such as financial data, production, labor, marketing, storage and logistics. Often the entrepreneur or the various staff working in the functional departments holding this data do not see how decision-makers in other functional areas can help. Similarly, decision-makers fail to appreciate how information from other functional areas could help them and therefore do not ask for it.
Internal registrations that have an immediate value for marketing decisions are: incoming orders, stocks and sales invoices. These are just a few of the internal listings that marketers can use, but even this small set of records is able to generate a great deal of information. Below is a list of information that can be obtained from sales invoices.

• Type ofoutcome, size and type of packaging in the territory
• Product type, size, and package type of by the  account type.
• Type of product, size and type of packaging by industry
• Type of productand  size type of packaging per customer and emplooyee.
• Average worth and  or sales volume in the territory
• Average profit  or sales volume by type of account
• Average value and  or sales volume by industry
• The average value and or level of sales by sales people
By comparing orders received with invoices, an enterprise can determine the extent to which it provides an acceptable level of customer service. In the same way, comparing inventory records with orders received helps an enterprise check whether its stocks are in line with current demand patterns.
           A marketing information system is mainly what you might call CRM / Customer Relationship Management or SFA / Salesforce Automation System. Essentially, these systems provide a picture of all customer interactions or a perspective around the store and provide data that can be analyzed and can be used for action. We could call it a "front office" system as it faces customers (marketing campaigns, assistance and service history, sales, etc.) as opposed to a management report system that we could call "back office" internally (finance, inventory management, forecasting, etc.).
          As a practical example, a marketing information system can be used to manage and run campaigns, target specific markets, track responses, etc. When considering the analysis (click-thrus, promotional promotions, created leads, etc.), there is an idea of ​​what people do not answer. Learn what campaign and message is effective and which is not. So you can analyze your marketing spend relative to the results to adjust your marketing plan. It is also possible to generate a profile for customers to find data about what they are interested in. For bonus points, good marketing should refer to this data based on sales results and forecasts resulting in a "REAL WORLD" marketing results for "marketing for the dollar" anaylsis. In addition, customer analysis is also valuable, contributing to a more relevant feed-back.
       In this regard, I consider that the use of MIS is a tool for making the opportunities the developer develops more efficient, a means of analyzing and synthesizing the acquisitions acquired over time in terms of marketing. Thus, a complete and effective marketing plan analysis is developed, involving a high analytical factor and effective, relevant feed-back.

Conclusion
      Marketing information systems are intended to support management decision making. Management has five distinct functions and each requires support from an MIS. These are: planning, organising, coordinating, decisions and controlling.
        Information systems have to be designed to meet the way in which managers tend to work. Research suggests that a manager continually addresses a large variety of tasks and is able to spend relatively brief periods on each of these. Given the nature of the work, managers tend to rely upon information that is timely and verbal (because this can be assimilated quickly), even if this is likely to be less accurate then more formal and complex information systems.
          Managers play at least three separate roles:interactive , informational and decisional. MIS, in electronic form or otherwise, can support these roles in cpricious degrees. MIS has less to contribute in the case of a manager's informational role than for the other two.
       Three levels of decision making can be decide from one another: strategic, control (or tactical) and operational. Again, MIS has to support each level. Strategic decisions are characteristically one-off situations. Strategic decisions have implications for changing the structure of an organisation and therefore the MIS must provide information which is precise and accurate. Control decisions deal with inexact policy issues and active decisions concern the management of the organisation's marketing mix.
         A marketing information system has four components: the internal reporting system, the marketing research systems, the marketing intelligence system and marketing models. Internal reports include orders received, inventory records and sales invoices. Marketing research takes the form of purposeful studies either ad hoc or continuous. By contrast, marketing intelligence is less specific in its purposes, is chiefly carried out in an informal manner and by managers themselves rather than by professional marketing researchers.
        A marketing information system is a continuing and relating structure of people, equipment and procedures to gather, sort, probe , evaluate, and distribute pertinent, timely and truthful  information for use by marketing decision makers to improve their marketing planning, implementation, and control.
          A marketing information system for marketing research, In my opinion, the first is an channel, little the other is an practice or a data point.
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