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Abstract
stem and organizational performance, using

This paper explorey the link between marketing information sy hiectives are; to determine the impact
a reputable organization in the Food and Beverage Industry. The obje e lioesce on profitability; to
of internal records on organizational sales; to examine the effect of market e j S il the foht
assess the rate at which marketing research affects cusiomers satisfaction; an {c i ”afg Lo
effect of internal records, market intelligence, and marketing msc:'arch on mr-;-;av.mzli:l:-t jonap o .

Survey research design which gives room for the use of questionnaire was ;{sed 10BN r fypana ld : m

the employees of the organization. Regression, Anova, and multiple regression analysis wer IR 0 Fek

the hypotheses. The findings show the R* value 0.511 which reveals that internal records mcfepe:rffemﬁ’
accounts for 51.1% variation in organizational sales: R’ value 0.811 which reveals that market intell igence
independently accounts for 81.1% variation in profitability. R” value 0.609 which reveals rhf;r marketing
research independently accounts for 60.9% variation in customer satisfaction. Finally, the R® value 0.711
reveals that the explanatory variables (internal records, market intelligence, and marketing research)
Jointly explain 71.1% variation in organizational performance. The study thereby concludes that there is a
significant relationship between marketing information system and organizational performance. The study
recommends that organization must not only design and develop their marketing information system in
such a way that it will help in effective realization of organizational performance, but also make sure that
the system is flexible to adapt to changes in the marketing environment,

Keywords: Marketing, performance, marketing information system, organization, and profitability,

Introduction
Marketing activities are directed toward the people, equipment and procedures designed
satisfaction of customers’ needs. Marketing is a gather, sort, analyse, cvatuats 4 Sfﬂfl to
concept that identifies measures and produces needed timely and accurate -a? :fnnbute
goods and services to satisfy the needs of target marketing decision e 'Shakm ormation to
_m'f"kﬂ,( kotler, 1993; Ibojo, 2015). In other words, need to use vital marketi _{ er., 2011). T_'he
it identifies the needs of the target market, how the strategic marketing dﬂcis?fnmiz?::m}n :f“ taking
€ achievement

need can be satisfied, and the production of goods
and services in satisfying the need at a profit,
However, there should be a system/ structure

of the slated objectives necessita

te the setting up of
a system/ structure responsi gup

ble for assisting

responsible for assisting Management in taking ik ing decsion makes

::':::: marketing decisions, Such  structure/ Information ang Communication have et
e nﬁ bc_ term.rfd marketing  information world a global village, therefore ne i
ystem. Marketing  information system is g business oriented ¥ =g any

o , ; Organisati
continuing and interacting structure consists of equipped with the needeq an: ':: e i
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in order 1© compete favourably in these glob
setings. Jam®> (1998) has been able mg : ‘al
ma;keting information System as @ ﬁlmul:;:-ﬁ
interrelating couples of persons, machines :;d
rocedures designed to generate an orderly l‘inwn f
perﬁnem information collected from both intra n::d
extra firm services for
decision making.
marketing departm
planning‘

: use as the bases for
It is obvious and clear that

i sub-system responsible
for organising  and
marketing activities
oabjectives: It

: co-ordinating
in order to achieve marketing
is therefore necessary to set up a

structure consisting of people with defined

pmcadurss responsible for collecting, gathering
analysing and evaluating information needed 1o

assist in decision making.

[tis vital to restate the significant of information in
cedesigning the world as a global village. It is
therefore vital for business organisation 1o seek for
necessary information needed for the survival and
growth of the organisation. A set of structures and
systems must be in place, designed with the task of
gathering information for decision making such 2
system/
information

gtructure <an be seen @as markefing
systen. Information leads to belter
decision making especially . the era of fast
changing consumer preferences (Ezekiel, et al,
2013). Constant changes 1P the dynamic and
complex nature of the environment have placed the
for rapid changes in the
custﬂﬁiers‘praferences; it is therefore germane for
organisations to understand the needs of their

customers.

need

The need t© have information on market trend and

sizes, changing needs of customers, competitors:
intermediaries Jogistics suppliers and
governmental policies pcessitate the
incorporation of markeling information sysiem

into marketing management portfolio-
definitely help management 10
marketing decision.

The responsibilities of marketing activities cannot

*

be over emphas'ized in the actua'usali{m
20  Literature Review
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ot [ )

| WE:::F:'::::;:"W“?"I'H'l:. It is therefore necessary 1o

Hﬂﬁiuting i :.m :ullil..t“l.:ll -lu'.lh the responsibitity of

e e “E‘-T‘j in decision making. This is due
¢ efficacy of marketing as a satisfaction of

needs in a profitable manner. Akinleye (2010)

Views TN A
marketing as a matrix of business activities

D'I.:gﬂll"l.lﬁcd to' plan, produce, prce promote
distributeand mega market good, &.:zr'-'uzlc, and :dca;.
for satisfaction of relevant Customers and c'llr:nl;}
However this study centres on on

Ak : e of the reputable
organisations in the food and beverage industry

The food and beverages industry is one

of the most
globally competitive ‘ndustries  dominated
worldwide by @ handful of multinational

companies (manufacturing pews today, 2011).
This sector remains the largest In manufacturing in
Nigeria along with the agricultural Secior, this
sector bears the handsome responsibility of
feeding a populous and developing nation.

In line with the significance
heverages industry, this study
the body of knowledge of the
application of marketing \nformation system Of
organisatiunal pcrfnﬂnanc.e.A case study of a
reputable food and beverags organisation.

of the food and
intends 10 expand
in respect

1.1  Objectives of the Study.
The broad objective of the study 1s 10
the effect of marketing information gystem O

determing

org;aﬂisati.nnal perfnmancc. while the specific
objectives are
1 To determine the impact of internal
record on sales
2 To gxamine the effect of market
intelligence ON pmﬁtahility |
3 To assess the rate al which marketing

rcseatch affect needs satisfﬁ::imn.

perfummncc
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Marketing information systemn has been viewed by

g rgpectives. Cox
different authors from 'ﬁﬂ:uiﬁgng . Famalion

ood (1967) Wi
:::ﬂ:l} as n(ul of procedures and for

the
d prmmlng
lanning,  analysing, an
iF:lfnnmﬁon required for +mkins mﬁﬂ“ﬂni
decisions. They are of the opinion that the essenc

of marketing information sysiem is for marketingf
decision. Kotler (1991) offers a model o
marketing information system that includes four
major subsystems; An internal record system, &
market intelligence system, a marketing research
system, and a marketing decision support system.
Vivek et al (2014) view marketing information
system as a computer based system that works in
conjunction with other functional information
systems. Nastaran et al (2012) also looked at
marketing information system as a tool that is
designed to support managers to make decision
about marketing. They are of the opinion that rapid
development of markets requires rapid decision
and reaction. They are of the opinion that
marketing information systems help marketing
managers make their decision by means of any
relation between any productive units and section,
and also help to arrange, save and manage data
efficiently Elahi and Mahmood (1995) are of the
notion that marketing information system increase
efficiency of organisation. They are also of the
opinion that marketing information system
provides the possibility to assess fields of

L Internal Records (Data Base).

Many organisation holds extensive internal data
base, clectronic collection of consumer and market
information obtained from data source within the
company network. Kotler and Keller (2006) are of
the views that marketing managers rely on internal
reports on orders, sales, prices, costs, inventory
levels etc. by analysing this information, they can
Spot important opportunities and problems

al of Hnuuprcnuuuhlp [

ovation & Manngement

n among different commodities, ang

titio
gcompe viour of customers, Shefe

also to anticipate beha tomer
(2000) is of conclusion that marketing informatiog,

gtem increases the sale of organisations
:oductivily. However, sale is an integral indicator

of performance. Rahul et al (2013) view

marketing information system as & sel of
rocedures and methods designed to generate,
nplmlyu disseminate and  store anticipated

marketing decision information on ﬂ:gl-ﬂﬂr and
continuous basis. They were of the view that
information system can be used operationally,
managerially, and strategically for several aspects
of marketing, they also emphasized the relevant of
marketing information  system for planning
purposes. This is based on the fact that no
organisation can exist without effective planning.
Marketing activities are directed towards planning,
promoting and selling goods and services to satisfy
the needs of customers, and the objective of the
organisation; marketing information systems
support decision making to these activities
(Harmon, 2003). Shaker (2011) is of the opinion
that marketing information system is a continuing
and interacting structure consist of people,
equipment and procedures designed to gather, sort,
analyse, evaluate and distribute needed, timely and
accurate information to marketing decision
makers. He also support the view that marketing

information system component are;

| II+. Marketing Intelligence System.
;h;s Is a set of pProcedures and sources used by
de:fn::gers tn:: obtain everyday information about
(Kotieftgf::i Kml : lhemglarketing environment.
eller, 6) it is also a set of
procedures and s!ﬂ information from the economic

and business eny
isi ironment that ¢
decision making. an be used for
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Marketing information system has been viewed by

different authors from di

1967) view marketin
:::tmaa:ld a(m of procedures and methods for

planning,  analysing, P"““t::rk ﬂ&t:;
information required  for taking
decisions. They are of the opiniun.lhﬂt the essence
of marketing information system is for marketing
decision, Kotler (1991) offers 2 model of
marketing information system that includes four
major subsystems; An internal record system, d
market intelligence system, a marketing research
system, and a marketing decision support system.
Vivek et al (2014) view marketing information
system as a computer based system that works in
conjunction with other functional information
systems, Nastaran et al (2012) also looked at
marketing information system as a tool that is
designed to support managers to make decision
about marketing, They are of the opinion that rapid
development of markets requires rapid decision
and reaction. They are of the opinion that
marketing information systems help marketing
managers make their decision by means of any
relation between any productive units and section,
and also help to arrange, save and manage data
efficiently Elahi and Mahmood (1995) are of the
notion that marketing information system increase
efficiency of organisation. They are also of the
opinion that marketing information system
provides the possibility to assess fields of

L Internal Records (Data Base),
Many organisation holds extensive internal data
base, electronic collection of consumer and market
information obtained from data source within the
company network. Kotler and Keller (2006) are of
the views that marketing managers rely on internal
reports on orders, sales, prices, costs, inventory
Icw.If etc. by analysing this information, they can
Spot important opportunities and problems

among different commodities, a4

tition -
compe r of customers, Shefej

also to anticipate behaviou tomer:
is of conclusion that marketing information

000 =T,

:zntcii increases  the gale of organisationg|
{oductivil}’- However, sale is an integral indicator
4 Rahul et al (2013) view

of performance.
marketing  information gystemn  as a4 set of

procedures and methods designed to gf:r.lt:TatJ:_
analyse, disseminate and _ store  anticipated
marketing decision information on rcgu:llar and
continuous basis. They were of the view that
information system can be used operationally,
managerially, and strategically for several aspects
of marketing, they also emphasized the relevant of
marketing information system for planning
purposes. This is based on the fact that no
organisation can exist without effective planning,
Marketing activities are directed towards planning,
promoting and selling goods and services to satisfy
the needs of customers, and the objective of the
organisation; marketing information systems
support decision making to these activities
(Harmon, 2003). Shaker (2011) is of the opinion
that marketing information system is a continuing
and interacting structure consist of people,
equipment and procedures designed to gather, sort,
analyse, evaluate and distribute needed, timely and
accurate information to marketing decision
t.nakers, He also support the view that marketing
information system component are;

o Il.. Marketing Intelligence System.
5 18 @ set of procedures and sources
. used b
g-::lalger; o obtain everyday information abs}u};
o pment in the marketing environment.
er and Keller, 2006) it is also a set of

r o 1
procedures and sift information from the economic

o Ironment t
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(118 Marketing Research,
This is a proactive search for information (o solve

a perceived marketing problem (Shaker, 2011)
Marketing research is a systematic and thg.;nw;

3.0 Methodology

3.1 Research Design. This study examines the
link between marketing information system ang
organisational performance of a reputable food and
beverage industry. It is a survey study, and
therefore adopted the use of questionnaires in
eliciting information from the respondents.

3.2 Study Population/Sample.

The entire population of the management staff of
the organisation in the food and beverage industry
was 210 members of staff. Questionnaires were
administered to the total population of the study
but 184 questionnaires were dully returned

3.4 Sources of Data

Primary and secondary sources were used. Primary
data was obtained with the aids of questionnaire.
The use of questionnaire was employed to gather
relevant data from the respondents. The secondary
source was obtained from related journals and
articles

a.Research Hypotheses.

Hypothesis One

Hy: There is no significant relationship between
internal records and organizational sales

Hypothesis Two

H,: There is no significant relationship _beh:veer;
market intelligence and organizationa
profitability

Hypothesis Three

o 5
Ho: There is no significant relatmnsm!:: betwee
marketing research and satisfaction.

n er l!-ﬂilﬂllﬂl J{Pul IIHI [\ L""ﬂll ene p 1 |r n 'ﬂ'ullﬂtl
l i & =]

& Management

identificat '
I:;m['l:mh{m. collection, analysis, dissemination

and use : :

nd solution of problems

eting (Malhora, 20017 ).

of information a
and opportunities in mark

3.3 Research Instrument,

Th“‘ study employs the use of questionnaires as an
instrument for data collection. The questionnaire
was directed into three sections, section A measure
the demographics of the respondents which
include agesex, marital status, educational
qualification etc, while section B measures
marketing information system in terms of internal
records, market intelligence, and marketing
research. Section C measures organisational
performance in terms of profitability, satisfaction
and sales. The items were measured on a 3-point
likert scale ranging from strongly agree (5)
strongly disagree (1).

3.5 Methods of Data Analysis

Data was analysed using inferential and
descriptive statistics. The descriptive statistics
involves frequency tables and percentages while
the inferential statistics involve regression,
Analysis of Variance (ANOVA) and multiple

regression analysis.

H,: There is a significant relationship between
internal records and organizational sales

relationship between

i ignificant oAb
H,: There is & Sig ind OF gamzﬂtm“‘“

market intelligence
profitability.

142
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Hypothesis Four
H;: Internal records, market intelligence, and
) marketing research can jointly predict
organisational performance.

4.0 Data Presentation And Analysis.

Table 4.1

Demographic Profile of Staff’ of the reputable
organisation in the food and beverage industry.
The demographic profile in terms of educational

| Journal of Entrepreneurship Innovation & Managemen!

Hy:  Internal records, market intelligence, ang
marketing research  cannot  jointly  predic
organisational performance.

qualification, marital status, sex, age, and working
experience are shown below.

Educational qualification Frequency Yo
SSCE 2 1.1
OND/NCE 12 6.5
HND/B.Sc./MBA 157 85.3
Others 13 73
Total 184 100
Marital status. Frequency Yo e
Single 33 17.0
Married 136 739
Divorce B 43
Widow 7 3.8
Total 184 100
Sex Frequency Ya
Male 119 84.7
Female 65 353

“Total 184 100

Age Frequency Yo
20-30 19 10.3
31-40 110 593

41-50 42 22.8

51-above 13 7.1
Total 184 100

hWnrking experience Frequency Yo

1-2yrs 5 2.7

3-Syrs 53 28.8

" 6-10yrs 82 44.6
[ 11-15yrs 33 17.9
I 6yrs and above 11 6.0 qJ

Source: researchers field survey 2015

Table 4.1 shown that the organisation has S.5.C.E
1.1%, ONDI/NCE 6.5%, HND/ B.Sc./MBA 85.3%
whiles others which may constitute Ph.D. MSe and
other advanced academic certificates, these show
that the staff of the organisation are educationally

143

inclined in achieving the stated objectives of the
organisation. The marital status shows that single
has 17.9%, married 73.9%, divorce 4.3%, and
widow 3.8%. This shows that majority of the
members of staff were married. This to some
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extent shows that the stafl are commited and
n.ﬂmngzhlc 1o their job. Considering the w-.l m|
members of staff of the orgamisation, male h“

%4. 7% while female has 35.3%. This tends T‘
follow the normal male/female :.:1;;]1‘(1151“1:.“1“;" (::
many Nigenan orgamisations. Aside from this, men
are more active and agile than woman in hm;dlin

marketing information activities. $

4.2 Test of Hypotheses

H}'puthesis One

H,: there is no significant relationship between

internal records and organisational sales.

Table 4.2.1a Model Summary

Imternntional Jowrnal ol |

nire
Treneunhip Innovation & Manage
X rernt

.:::hhl,:‘:ﬁw”h the working espenience, 1-2yrs has 3
15 yrs has 28.8%, 610yrs has 446%. 11
ler\ has 17.9% while 16yrs and abov ‘ ‘I‘I

us implies that the organisation hur o
w"m'-'n of vast experience that I'm ""::ﬁ"*ﬂ
achieving effective performance. More '-*r th
orgamisation has men and women that can t _""
robust  decisions better joations

performance

for organisationa

Model |R R Square | Adjusted R | Std. Error of the
Square Estimate
1 715 S11 501 500

- a. Predictors (Constant), internal records
b. Dependent Variable: organizational sales
Source; Authors® Computation, 2015

R® value of 0.511 reveals that nternal records independently accounts

for 51.1% of the vanation in

nrgmizational sales thereby accepting the alternative hypothesis and rejecting the null hypothesis.

Table 4.2.1b ANOVA®
Model Sum of Squares df Mean Square ] F Sig.
Regression 134 2 134 45,072 000°
I Residual 16.304 182 230
Total 16.438 1841 \

a. Predictors: (Constant), internal records
b. Dependent Variable: organizational sales
Source: Authors’ Computation, 2015

The f-statistics of 45.072 shows
significant relationship beftween i

Hypothesis Two

that the model 1
nternal records and urgamsahanal

s statistically significant. It shows that there 1s 8

sales.

Hy: there is no significant relationship between

market intelligence and profitability.

144
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International Journal of En

ble 4.2.1a Model Summary
= R Square Adjusted R18td. Error of the
i Square Estimate
1 811 658 H4d2 401

a. Predictors: (Constant), market intelligence 3
b. Dependent Variable: organizational profitability
Source: Authors’ Computation, 2015

R” value of 0.658 reveals that market intelligence indcpcudfﬂﬂb’ agCc
in organizational profitability thereby accepting the alternative hypot

ounts for 63.

treprencurship innovatlon & Manage

meTnit

894 of the variation
hesis and rejecting the null

hypothesis,
Table 4.2.2b ANOVA' -
Model Sum of Squares df Mean Square K g -
Regression 1.289 2 1.289 19.127 .00
1 Residual 10,026 182 141
Total 11315 184

a. Predictors: (Constant), market intelligence

b. Dependent Variable: organizational profitability

Source: Authors’ Computation, 2015 2
The f-statistics of 19.127 shows that the model is statistically significant. It shows that there 1s a
significant relationship between market intelligence and organizational profitability.

Hypothesis Three
Hg: there is no significant relationship between
marketing research and customer satisfaction.

Table 4.2.3a Model Summary

Model |R R Square | Adjusted R | Std. Error of the
Square Estimate
1 .781* 609 601 417

a. Predictors: (Constant), marketing research

145
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adent variable: customer satisfaction Man
Agement

b, {}EPf Aulhm‘“—. c{-,mpum!inn. 2015

& uﬂ_‘l:1 = : i .
"[;‘.ﬂlu'f of 0.609 reV eals that marketing researct, i
mer satisfaction thereby accepting the alte C_[lunr]-:nlh.r act
Mitiye hyP“lhcq',,. unts for 60 9v, f th
515 a g LA
ANOVA® nd FEIECing the ny)) I:"IFlhnﬂ
Sum of Squares df — L
M
510 5 €an Square -
17. Sig.
161 182 510 7111 B
17.671 % 242 000¢

(Constant), marketing research
Variable: customer satisfaction

5 Pmdicmrﬂ-i

y, Dependent
. Authors’ Computation, 2015

Source: &7
The f,gmnﬁtlcs.ﬂf ';'_1.‘111 shows that the model is statisticall
et relationsiip between marketin ally significant. 1
sl g rese .1t sh :
gnl arch and customer satisfaction. Bl i
ﬂ,rpnthesis Four
b records, market | i
H internal records, mar et intelligence and marketing research will e
Pﬂfﬂrmance:' not _101[1“}-‘ Prﬂdi{:l ngm:,sa'[igﬂal
Table 4.2.42a Model Summary”
Mode R R Square Adjusted R Std. Error of
| Square the Estimate
1 843" 711 701 25112

Source: Authors’ Computation, 20 15
a, Predictors: (Constant), internal records,
b. Dependent Variable: organisational performance.

market intelligence, and marketing research

variables (internal records, market inte

The value of R* (0.711) reveals that the explanatory
marketing research) jointly explain 71.1% of the variation in the organizational performance
Table 4.2.4b ANOVA'
Model Sum of df Mean Square | F Sig.
Squares
. . - 2 75| 41200 000"
Regression 299 s
1 Residual 5.301 182 :
Total 5.600 i =
Source: Author’s Computation, 2015 "
: : . i ool performance : arc :
a-DEpendem Yaclab Orgamzatlﬂna J arket mtellige:nc ) aﬂ.;eungfﬂ his | plies thal marketing
b, Predictors: (Constant), internal recor , | is statistic lly significan M
The f-statistics of 41.200 shows that t,e mot:iﬁ ational perfo el
information system variables jointly predict organt” () reveals W internal p.-m;”_
H . . : ‘51 I . I 41'1.‘!1
43 Discussion of Findings- i1a the R 1:“ or S1A% b e W o
The rESTESSion rest . d in bt accgllﬂ . This hows
sult d!SPla)'e I . ional sales:
relates {o the relationship petween 113:‘:‘_ prganisatio
u
sales. he V& 146

records and organisational

lligence, and
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records  have  positive rl-‘llliIl'-'!ilif"l"'l_1 “":h
organisational sales, The f-statistics in _ull'-'ﬂ
4.2.16 shows that the model 15 STIIIIiﬁlIi:It"};
significant. The value of the udjtislcd R
indicates that the model has a good fit Table
42 2a show the regression result relating 1o
the relationship between market intelligence
and profitability. R value of 0.658 reveals that
market intelligence independently accounts for
65.8% of the variation in organisational
profitability, The f-statistics in table 4.2.2b
shows that the model is statistically
significant. The value of the adjusted R’
indicates that the model has a good fit.

Table 4.2.3a shows the regression result of the
relationship between marketing research and

customer satisfaction. R’ value of 0.609

reveals that marketing research independently
accounts for 60.9% variation in customer
satisfaction. This shows that marketing
research has positive relationship  with
customer satisfaction. The f-statistics in table
4.2.3b shows that the model is statistically
significant. The value of the adjusted R’
indicates that the mode! has a good fit.

Table 4.2.4a shows the multiple regression
analysis relating to the relationship between

marketing information  system  (internal

customer satisfaction. Lastly, there is a
significant relationship between marketing
information system variables (internal records,
market intelligence, and marketing research)
and organisational performance. It can
therefore be concluded that internal records,
marketing intelligence and marketing research
Jointly predict organisational performance to a
large extent. In line with this study, it is hereby
recommended that

*. Organisations must currently update their
data collection software for effective storage
and retrieved of information,

>, l_'}rgama.-almns must designed and developed
their marketing information system in such a
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R* value of 0,711 rev
variables (internal rl.-a::uLJII .
s researciy j
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This shows that marketing m_l"unnut:m? 1.ylx,;er,n
has positive r-:lalionshirf 'ldﬂu'llh. nrganiﬁa;zn:]
performance. The f-statistics Iin tﬂ-bll.- 2. b
shows that the model 15 sifah:sllcali:;
significant. The value of the at{_]ustcd R
indicates that the model has a good fit,

and organisationa
eals that the explanatory

ds. market intelligence
ointly accounts for

Conclusions and Recommendations.

From the research findings, it can be seen that
internal records has positive relationship with
organisational sales. In essence, there is a
strong relationship between internal records
and organisational sales. It is therefore
necessary to comsider the information on
internal records in order to constantly increase
organisational sales. Findings also show that
market intelligence has a  significant
relationship with organisational profitability.
In variably, there is a positive relationship
between market intelligence and profitability.
There is also a significant relationship between
marketing research and customer satisfaction.
In other words, there is a significant

relationship between marketing research and

way that it will help in effective realisation of
organisational performance,

= Organisation must make sure that the
marketing information system is flexible in
urdtl:r to adapt to the changes in the marketing
environment,
-?-n The .design and interface of marketing
mfm_-rfzatmn System must be yser friendly for
effective internal records, market intelligence,

and ‘rcfearch Operation  for  effective
organisational performance.

>. Organisation my
personnel who are ab
the marketing inform
performance,

St employ professional
le and willing to manage
ation system for effective
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