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DISCLAIMER

This document has been produced without formal United Nations editing. The designations
employed and the presentation of the material in this document do not imply the expression of any
opinion whatsoever on the part of the Secretariat of the United Nations Industrial Development
Organization (UNIDO) concerning the legal status of any country, territory, city or area or of its
authorities, or concerning the delimitation of its frontiers or boundaries, or its economic system or
degree of development. Designations such as “developed”, “industrialized” and “developing” are
intended for statistical convenience and do not necessarily express a judgment about the stage
reached by a particular country or area in the development process. Mention of firm names or
commercial products does not constitute an endorsement by UNIDO.

FAIR USE POLICY
Any part of this publication may be quoted and referenced for educational and research purposes
without additional permission from UNIDO. However, those who make use of quoting and
referencing this publication are requested to follow the Fair Use Policy of giving due credit to
UNIDO.
CONTACT

Please contact publications@unido.org for further information concerning UNIDO publications.

For more information about UNIDO, please visit us at www.unido.org

UNITED NATIONS INDUSTRIAL DEVELOPMENT ORGANIZATION
Vienna International Centre, P.O. Box 300, 1400 Vienna, Austria

Tel: (+43-1) 26026-0 * www.unido.org * unido@unido.org
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The "Marketing Informai.on System” (MIS)

Outl'nes beivw are spacific ¥ind of marketing information whiech
sre of velue in the planning anc dev: lopment of warketing strategies.

The instituticn= most likely to be interested in sach kand of
marketing informatiun are indiceted in paren-hemes, mcoording to the
following 3ode:

ALY - all en‘erprisen

MFH - the menufacwvuring snterpriser
WHl, - the wholasaiers

RET ~ the rotailers

GOV - the governmental instituticne

(a) Marketing Hirtory

1.

(]
L)

3.
4.
e
6.
1.
8.

Product liner and individusl products (ALL)

Pricing (ALL)

Channels of distribution (MFR)

Advertiring and sales promotion (ALL)

Nansgement Ascimionn under particular warke! oconditions (ALL)
Sales srea changes (ALL)

Changes in channels of distribution (MFR)

Profit and losg statements (ALL)

By produst, salesman, geographic terratory, customer.

(b) Salss snd Costs dmta in_money cr units

1.
2.
3.
A.
5.
6.
Te
8.

By product .ine of individual products (ALL)
By type ~f cuniomer (MFR/WHL)

By individual customer (MFR/\.IL)

By channel of dimiriculion (4hui)

By geographic territory (ALY)

Keturns (ALL)

Production costa by product (MFR)
Distribution costs (ALL)

(o) Market porentinl data

l.
2.
3.
A.

Tota) (ALL/GOV)

By product {ALL/30V)

By geographic territory (ALL/OOV)
By individual oustomer {NFR/WHL)

(4) Stendards for control

1.

Sajes forecas'.s

(a) Total (ALL/GOV)

{b) By product (ALL/OOV)

(o) By meographic area (ALL/GOV)
(a) By ssles territory (MFR/WHL)
(e¢) By store unit (RET)




2. Budgete

(a) S:orage and inventory (ALL)

(b) Transportation (ALL)

(c) Sales molicitation (ALL)

(4) Advertising and sales promotion (ALL)
(o) Administration (ALY)

(o) Company selling policies
1. Salection of wnolesales and/or retailers (MFR)

(a) Number
(v) Qualitative factors

(a) Base prices
(b) Diecount structure
(c) Special deals

3 Delivery and returns (ALL)
4. Scrv;gmunruntiu. guarantees (ALL)

5. Promotional aesistance (MFR/WHL)
e e e el —adhdh
(a) Co~operative advertising (NFR)

6. Credit extension (MFR/WHL)

1. Provisions for providing marketing intelligence (MPR/WHL)
(r) Qustomer information

1. Namber and location (PR /wWHL )
2. Attitudes of customers toward manufscturer's selling policies (ALL)
3. Compstitive linee carried (MFR/WHL)
4. Customers' selling policies (MFR/WHL)
(a) Pricing
(b) Servines extended
(c) Promotional aotivitiee

(¢) Deta on selemmen sptivities ()FR/WHL)

l. Number of calls per day or per week
(a) vy type of cuetomer
2. Allooation of calls
(a) By territorial sub-division
(b) By customer
3. Sales per call (value)
(a) Overall average
(v) By individual customer
4. Customer turnowver
S. Progress toward quotas
6. Bxpense data
T. Other selling activites; ¢:8. sales meeting held, complaints handled, eoto.




(h) Advertising information
1y 4

l. Total current sxpanditurer (ALL;
() By medium
2. Effectivenans deta
(a) Sales (ALL)
(b) Reade. shins aoi listenerships resulte {ALL)
(¢) Coupon returrs and inquirice (MPR /RET)
3. Co-cperative advertising (MFR)
(a) Expenditures
1. By custcmer
7. By territory

(1) Sales promotion information (ALL)

1. Current and imminant campaigns

(3) Ultimate consumer information {(ALL/00V)

1. Quantatative: currert and trends
(a) Population
(v) Income
(c) Life cycle
(d) Bducation
(e) Cocupation

2. Qualitative (ALL)

(a) Purchass motivaticn
1. Paychological
<. Socio—economic

(v) Attitudes towmid:
- Selling policien and norvicen
- Productr
- Promotional methods

(x) Structure of competiiion: same industry and other polentially
competitive industries (RLL)

1., Number of competitors
2. Relative size relationships

(a) Percentages of industry salee controlled by leading competitors
3. Ceographic location of competitors

(1) Products on market (ALL)

1. Present assoriment
(a) New umes for established products
2. New produots
3. Discontinued products
4. Package design changes




{m)

(n)

(p)

(q)

(u)

Sales organigation
1. Number of salemsmen (MFR/WHL)
2. Break-down of geograrhical structure: regions, divieions,
salesmen’s territories (MFR/WHL)
3. Duties, responmibilities, anu suthority of salesmen and sales managers.

Company policies
1. Pricing (ALL)

(a) Base ricer
(b) Discount structure
(¢) Special deals
2. Customer services (ALL)
3. Selection of outlets (MFR/WHL)
A. Delivery/returns (ALL)
5. Fromotionai assistance offered (ALL)

Future plans

1. New production processes {MFR)

2. New products (MFR)

3. Mergers acquisitions (ALL)

4. Plant expansion (MFR)

5. Expansion of sales territory (ALL)

6. Advertising and sales promotion campaigns (ALL)
7. Pricing cianges (ALL)

Product information

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

Sa)es forecast data (ALL)
1. By product line or individual products
2. Yy geographic ares

ost data
1. Production costs (MR}
2. Marketing costs (ALL)

Pusghases (MFR)
1. Raw materials
2. Equipment
Inventory data

1. Company owned warehouses (MFR)
2. ¥holesele level (MFR/WHL)
3. Retail level (MFR/WHL)

Infomation on test merketing results (MFR)









