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Th«   ''Marketing Information  Syst«!»''  (MIS) 

Outi««es btïfw »re  specific V\ná of srnrkatinf information nhioh 
are of »»Jte in the  planning and dev lopmtnt of »mrketing strategie«. 

The institution* most  iitaly to be inter««**! in each kind of 
marketing Information ar«  indicated in parentheses,  accordili« to tb« 

following joda: 

ALL - all nn'.erprxBe<-< 
MFR - th« maniifacvinnj; enterprise? 
WHL - the wholesaler» 
RET - th« retailers 
00V - the governmental in«tituticns 

(a) Marketing fliptory 

1. Product linee and  individual product« (ALL) 
2. Pricing (ALL) 
3. Channel» of distribution (MFR) 
4. AdvertiRing and Bales promotion (ALL) 
r). Management decision* under particular market oondition« (ALL) 
6. Sales area change« (ALL) 
7. Changes in channels of distribution  (MFR) 
8. Profit aid lo«$    statements (ALL) 

By produot,  salesman, geographic territory, custo«»r. 

(b) Sales and Costa data in money or unit« 

1. By product  ¿in« of individual products  (ALL) 
2. By type if our^.omer  (MPP/WHL) 

}. By individual  customer (MFH/V IL) 
4. By channel of iinti-iLulion V.Ü»; 
5. By geographic territory (AL!,) 
6. Returns (ALL) 
7. Production costa by product  (MFR) 
8. Distribution cost«    (ALL) 

(o)    Market potentini  data 

1. Tot»}  (ALL/'OOV) 
2. By produot (ALL/OOV) 

3. By geographic territory (ALL/OOV) 
A. By individual  customer (MFR/WHL) 

(a) Standard» for control 

1. Sale» foreoaa'.« 

(a) Total (ALL/OOV) 
(b) By product (ALL/OOV) 
(o) By geographic area (ALL/OOV) 
(d) By sales territory (MPB/WHL) 

(e) By store unit (BET) 



2. Budget« 

(a) Stor»«« and inventory (ALL) 
(b) Tranaportation  (ALL) 
(c) Salts solicitation (ALL) 
(d) Advertising and sale« promotion (ALL) 
(•) Administration (ALT.) 

(•)    Cowpany —Hing Dolici«« 

1# ^^QUoo of wholesales and/or retailer« (MFR) 

(a) Number 
(b) Qualitative factora 

2- Pricing (ALL) 

(a) Basa priesa 
(b) Discount structura 
(o) Spacial deals 

(f) 

*• PaliTTv and returns (ALL) 

4* ^nrioing-farrantiaa, guarantees (ALL) 
5* Pwotional aaaiatanos  (HFB/WHL) 

(a) Co-operative advartiaing (OTR) 
6« Cradit extension  (MFR/WHL) 

7* grovifiona for providing marketing intalUg.«^ (MPS/wiL) 

Cuatomar infoiti• 

1. tfuaber and looation (KFH/VHL) 

2. Attitudee of cuetomer. toward manufacturer«, aalling policiaa (ALL) 
3. Compatiti* lin., carried (Mra/VHL) 
4. Customers'  aalling noliciea (KF*/WHL) 

(a) Pricing 
(b) Sarvioas ertendad 
(o) Promotional activitiea 

(*)   *»*» on aalaaman activities (MHi/WiL) 

1. Muabar of calls par day or par weak 
(a) by typa of cuatoaer 

2. Allocation of calla 
(a) By tarritorial sub-division 
(b) By ouatornar 

3. Sala« par eall (valua) 
(a) Orerai 1 average 
(b) By individual ouatomar 

4« Ouatoaar turnover 
5« Prograaa toward quotaa 
6. Ixpaaaa data 

7. Otbar aalling activités, ..,. »i„ .».ting bald, complaint, handl«*, ato. 



(h)    Advertising  information 

It Total current «ip^nditurer  (ALL; 

(a) By medium 

2. Effeotivernsn delà 
(a) Salsa  (ALL) 
(b) Reade^shios and Uat^narahipo reaultp (ALI) 
(c) Coupon returr* and  inquirid*  (MFR/^KT) 

3. Co-operative advertising  (KFR) 

(a) Expendíturas 

1.  By customer 
?.  9y territory 

(i)    Salas promotion information  (ALL.) 

It Currant and imminarit campaigns 

(j)   Ultimate consumer information Í4LL/00V; 

1. Quantitative:  current >uid trend3 

(a) Population 
(h) Incorna 
(o) Life cycle 
(d) Education 
(a) Oocupation 

2. Qualitative  (ALL) 
(a) Purchaae motivation 

It Psychological 
¿t  Socio-economic 

(b) Attitudes toward: 
- Selling policies mild rtorvioen 
- Product: 
- Promotional methods 

(it)   Structure of competition i   sama Industry and other potentially 
competitive  industries    (ALL) 

1. Number of competitors 
2. Relativ* BíM relationships 

(a) Percentages of industry Bales controlled by leading competitor« 
3. Geographic location of competitors 

(l)   Products on markst    (ALL) 

1. Presant assortment 
(%) Neu uses for established products 

2. Raw products 
3. Discontinued products 
4. Package design changes 

^jm 



(m)    Salta organisation 

1. Number of saleemsn  (MFR/WHL) 
2. Break-down of geographical structure:  region», divisions, 

salesmen'e territories (MFR/WHL) 

3« Duties,  responsibilities, ana authority of tialesmen and sales managers« 

(n)    Company polioies 

1. Pricing (ALL) 

(a) Basa    ri co F. 

(b) Discount structura 
(e) Special deals 

2. Customer nervioso (/ILL) 
3. Selection of outlets  (MFR/WHL) 
4« Delivery/rexums (ALL) 
«j. Promotional assistano» offered (ALL) 

(o) 

(p) 

Future plans 

1. New production processes (WR) 
2. New products  (MFR) 
3» Mergers acquisitions (ALL) 
4> Plant expansion (WE) 
5« Expansion of sales territory (ALL) 
6. Advertising and sales promotion campaigns (ALL) 
7» Pricing changes (ALL) 

Product Information 

1. Curront product research development (MFR) 
2. Product testing results (MFR) 

U)    Sales forecast data (ALL) 

1. By product line or individual products 
2. By geographic area 

(r)   Coat data 
1. Production costs (MFR) 

2. Marl»ting costs (ALL) 

(•)   Pv-ohaass (MPS) 

1. Raw materials 
2» Kquipaent 

(t)   Inventory data 

1. Company owned warehouses (MFR) 

2. Whole«ale level (NTR/NHL) 

3. Retail level (MFR/WHL) 

(u)   Jftf?yiftiefi on >eet marketing results («ft) 
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