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The Marketing Information System and 
Marketing Intelligence

Every firm must organize and distribute a continuous

flow of information to its marketing managers. A

marketing information system (MIS) consists of

people, equipment, and procedures to gather, sort,

analyze, evaluate, and distribute needed, timely, and

accurate information to marketing decision makers.



Internal Records and Database Systems

To spot important opportunities and potential

problems, marketing managers rely on internal

reports of orders, sales, prices, costs, inventory

levels, receivables, and payables.



Marketing Intelligence

A marketing intelligence system is a set of procedures

and sources that managers use to obtain everyday

information about developments in the marketing

environment



The internal records system supplies results data, but

the marketing intelligence system supplies

happenings data.

Marketing managers collect marketing intelligence by

reading books, newspapers, and trade publications;

talking to customers, suppliers, distributors, and other

company managers; and monitoring online social

media





Defining Marketing Research

The American Marketing Association defines

marketing research as “the function that links the

consumer, customer, and public to the marketer

through information—information used to identify and

define marketing opportunities and problems;

generate, refine, and evaluate marketing actions;

monitor marketing performance; and improve

understanding of marketing as a process.



Marketing research specifies the information required

to address these issues, designs the method for

collecting information, manages and implements the

data collection process, analyzes the results, and

communicates the findings and their implications



The Marketing Research Process



Develop the Research Plan

Data Sources

The researcher can gather secondary data, primary

data, or both. Secondary data are data that were

collected for another purpose and already exist

somewhere. Primary data are data freshly gathered

for a specific purpose or project. Researchers usually

start by examining secondary data. If the needed data

don’t exist or are dated, inaccurate, incomplete, or

unreliable, the researcher will need to collect primary

data.



Research Approaches

Marketers collect primary data in five main ways:

through observation, focus groups, surveys,

behavioral data, and experiments.





Forecasting and Demand Measurement

Conducting marketing research and collecting

marketing intelligence can help to identify marketing

opportunities. The company must then measure and

forecast the size, growth, and profit potential of each

new opportunity. Sales forecasts prepared by

marketing are used by finance to raise cash for

investment and operations; by manufacturing to

establish capacity and output; by purchasing to

acquire the right amount of supplies; and by human

resources to hire the needed workers.



The Measures of Market Demand

There are many productive ways to break down the market:

• The potential market is the set of consumers with a
sufficient level of interest in a market offer. However, their
interest is not enough to define a market unless they also
have sufficient income and access to the product.

• The available market is the set of consumers who have
interest, income, and access to a particular offer. Eligible
adults constitute the qualified available market—the set of
consumers who have interest, income, access, and
qualifications for the market offer.

• The target market is the part of the qualified available
market the company decides to pursue.

• The penetrated market is the set of consumers who are
buying the company’s product.







REFLEKSI 

• Informasi penting hari ini

• Manfaat penting dari informasi penting hari ini

• Tindak lanjut yang dapat saudara lakukan



Any Questions?

Thank You! 


