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Abstract

The study examines the role of information in méng decisions. The problem of inadequate
marketing information has made marketing of prosluatprofitable and very complex companies are
exposed to a lot of losses of financial resoureegying from embezzlement to other anomalies. The
objective of the study is to examine the role dbimation in marketing decision. It used a sanfpen
Nigerian Brewery Plc workers, such as, Sales Mandgales Executives, Sales Representatives, Area
Sales Manager and Marketing Officers. The studyead primary data through the use of questionnaire
and interview method from the management staffsabels/marketing officers of Nigerian Brewery Plc to
investigate the role of information in marketingcd®n. Secondary sources were; textbooks, sales
document, journals and internet facility. The studgd statistical tools of frequency table and gatage

to present its data, while the chi-square rese@eimique was use to analyze and interpret cotledéta
with reference to our stated hypothesis. It wagad that the role of information is indispensahle
marketing decisions for better performance and drigirofitability. Besides, our findings also reezl
that proper and effective information managemeuot @tilization promote better marketing decisions in
organization. The paper therefore recommended tiganization should integrate all types of
information gathering and management applicatido marketing policies and operations to maximally
make accurate and reliable marketing decision. ¢aisbe achieved using information, communication
and technology to improve on marketing decisionclhwill in turn reduce information distortions and
increased an improved marketing decisions and seese
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Introduction

Marketing activities are directed toward plannipggmoting, and selling goods and services to
satisfy the needs of customers and the objectifesh®@ organizations (Harmon, 2003).
Marketing covers all operations in the process afsing goods and services to move from
where they are produced to the hands of the ukimigers. The operation includes market
research, product selection and design, selectidnnzethods of distribution, personal selling,
advertising and other promotion methods, pricingl stanning of overall market strategy.
Marketing is as much an attitude as a definabletfan. Thus, attitude linked with clear
objectives based on sound market intelligence, cagmbr to all levels of identification and
satisfaction of customers’ needs resulting in &ffit selling of goods and services.

Considering the enormous activities of marketimat require constant and continuous
decision making, one can agree with me that pr@mel adequate correct information are
needed. The role of information in marketing diectiscannot be overemphasized. As Buel
(1966:118-119) stated, to manage a business weédl imanage its future and to manage its
future is to manage information. He stated furttiext the marketing system as of now is
suffering under what | can refer to as “4C” syndepnthat is costliness, complexities,
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competition and conflict operations are becomingy whfficult in a very dynamic environment,
characterized by continuous and discontinuities.such a system, there is no substitute for
accurate timely cost-effective, relevant and fléxiimformation acquisition and dissemination
system. Marketing decision made without informatisidike groping in the dark. Too much
information could be just as dangerous as toeelittformation. In the same vein, one thing
worse than no information, is wrong information @3uL966).

Modern marketing decision recognizes the necedsitymyths and pitfalls of the
marketing information system. Anyway, for marketidecision to be effective and efficient,
the relevant organization must appreciate the reedinformation system with a well-
established set of objectives guiding its instadlatand use. Modern marketing decision
recognizes the importance of doing things in adalgand systematic and sequential fashion.
Marketing requires conscious efforts in a well-defl direction where decisions are taken based
on well researched facts, resulting from the inetagion of raw data into usable information.
Modern marketer sees marketing decision as intertignce, but indispensable part of the total
organizational system. The modern marketing amprda decisions recognizes the role of
information systems approach to marketing wherewdtomers impinging activities must be
properly integrated and co-ordinated. The modeanketing decision must have a reasonable
appreciation of vital information of financial, mhaction, personnel, research and development,
purchasing and other functions of the enterprigkthair interrelations with one another and for
marketing relationships to be effective and effitie

Statement of the Problem

Marketing information is the lifeblood of marketipgocess; marketing decision won't be taken
in the absence of marketing information (Sultanl20 Marketing decisions are affected by
many internal and external environmental variabdesthe marketing decision maker needs a
great deal of information related to these varige predict their directions and their expected
effects on the internal activities of the orgarnimatand the market, in order to make the rational
marketing decisions in an uncertainty environmextiirfy the marketing administration. As
such, the role of information in marketing decisiamnot undermine considering the fact that
the marketing success in the organization depeasisdlly on the availability and the accuracy
of marketing information from its multiple sourceBherefore, this study seeks to proffer
answers to the following identified research questi

1. Does information plays any role in marketing demiSi
2. Can marketing decision impact on the performananafrganization?
3. Are there situations in an organization that caakllt in wrong marketing decision?

Objectives of the Study
The main purpose of the study is to find out tHatienship between information and marketing
decision. While the specific objectives are asofol:

1. To investigate the role of information in the maikg decision making of
organizations.

2. To examine the impact of marketing decision ongladormance of an organization.

3 To examine the situations that could compel wrongrketing decision in an

organization.

110 (N
\\ i!;,l
==

Research Centre for Management and Social Studies



International Journal of Public Administration and Management Research (IJPAMR), Vol. 2, No 3,
August, 2014 Website: http://www.rcmss.com. ISSN2350-2231 (Online) ISSN: 2346-7215 (Print)
Awulu Johnson Monday, 2014, 2(3):109-121

Statement of Hypotheses
The hypotheses that shall guide this study ar¢stedsbelow:

1. H,: Information does not play any role in marketingidien in an organization.
2. H,:Marketing decisions does not impact on organizaliperformance.
3. Ho.: There are no situations that could compel wrongketang decision in an

organization.

Conceptual and Theoretical Framework

According to the Nigerian College of Accountancy)1Q) lecture note; information can be
defined as data that have been processed in swely as to be useful to the recipient. That is,
information is knowledge and understanding thaisable by the recipient. It describes good
information as that which is relevant, understatelateduces uncertainty, aids monitoring and
control, a means of communication, supplement tieenary and aids simplification (NCA,
2010). This implies that information is crucialrealizing the aims and objectives for setting up
any organization.

The Concept of Marketing Information System

According to Sultan (2012), marketing informatigrstem plays an important role in raising the
efficiency of economic performance to the compaimehlighly competitive markets, through
providing the necessary information for the vari@asninistrative levels. The success of the
marketing process depends to a large extent ormtmdeting information system and the
success in each elements of this system. Markétifogmation system has been needed by
marketing management for the purpose of identifyimgasuring, and forecasting marketing
opportunities, besides, analyzing of market segsaent

Marketing information system consists of peopégilities, and integrated procedures
that used to provide management with accurate agllated information about the
environment-related marketing, which helps decigiteikers to hunt opportunities and build
strategies and marketing plans. Kotler realizes tmarketing information system is a
compound network, composed of interrelated-relatidretween people, machines, and
procedures to provide a flow of structured inforimmat relying on the internal and external
sources of the institution that directed mainlythe formation of marketing decisions base
(Kotler, 2002).

Despite the fact, that there are large and vameiybers of marketing information
system definitions, but all of them are focusediie sense which is: the marketing information
system is a structure composed of personnel, eguiprthat ensuring the flow of internal and
external information, which allows the spread armahtml of the organization's external
environment, and the rationalization of marketirgcidions. Marketing information system
consists of:

Internal records: The data collected in the form of database abauttily operations of the
companies that produce medicines (under study),imeiddes the necessary data records to
obtain information regarding the scale of activdtlyd the current performance in sales, cost,
inventory and cash flow, etc.
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Marketing intelligence is the means by which management can keep in donifit new
knowledge of competitors emerging conditions.

Market Research: Is the process of collecting and analyzing of datathe purposes of
identifying and resolving problems related to comipa marketing services and marketing
opportunities, it's a planned and managed actimitya scientific basis to ensure efficiency in
dealing with those problems and opportunities. Mtrlg information system is designed
properly to solve many information problems facthg administration, like the wrong kind
information, in the wrong location, at the wrongné, and the insufficient correct type of
information, in the correct location, at the riginie (Terrence, Denise & Geoffrey, 1995).

Marketing information system can support managersthieir marketing decision
making by providing them with internal linking andperational integration between
departments or sections. It also can increase filayato respond to the Organizational
dynamic system environment, allows the most effickendling, and organize and store data.
Effective marketing information system helps inedity developing and improving the work
service as a part of the product itself, or indisethrough increased responsiveness to the needs
of the client.

Organizations could benefit greatly from the analysf customer data to determine
their preferences to improve marketing support sleni Managers face environmental
variables and fast competition, which requires thtenbe more competitive through better
decision-making. The decision can be regarded asutcome of the production activity; its
input includes the individual's intellectual effortor marketing group. The modern
developments in computer technology have providedputer-based techniques to manipulate
the development of decision support systems (D8&) ¢an play an important role in the
progress of the company [Alexandra, 2005].

There are many opportunities for the applicatiohsformation systems in the field of
marketing. Information systems help the companyémage the increased flow of information,
and improved their quality. There is an increadimgrest in the use of marketing decision
support systems, which designed for the use in émmmarketing decision-making problems
[Talvinen, 1995]. The marketing information systésnthe system that includes individuals,
equipment, and procedures for the collection, diaation, conservation, analysis, evaluation,
and distribution, the accurate and timely requirddrmation to marketing decision-makers. It
also defined as a set of procedures and methodkdanalysis of the planned and systematic
information for the use in decision-making. Thidinidon has been developed in 1969 through
the division of marketing information to planningpntrol, and research information [Li,
Mcleod & Rogers, 1993].

There is a considerable interest in the marketifigrination system comparing with the
other information systems in other fields such m&lpction, finance, and personnel; it is based
on the exceptional attention which related to twey kroperties of the marketing function: the
importance of marketing function and its complexitarketing information system has been
viewed as the main step towards the integrated etiatkas a result of the lack of control over
the elements of the marketing environment, angthblems of marketing [Raymond and John,
2001].
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Theoretical framework

Many concepts and theories exist to address the ablinformation in marketing decision.
Some of these theories are on information appraaeinketing approach and decision-making
approach of organizations. For this study, thelysttonsidered ideal and relevant to present
fundamental concepts on the study and systemsytheor

Marketing concept holds that in modern businessrprises, marketing is central to the
firms operation. According Ezeokafor (1994) mamaget should begin with marketing and
work backwards. All facets of the business, bg fv@duction, finance, engineering, should be
oriented to the demands of market. As manageffiaite in all functional areas are directed to
the task of serving market opportunities, marketirgomes a philosophy of action utilized to
achieve corporate growth. This position becomeseneoucial because we attempt to satisfy
our market under conditions of intense competitiémice, where the potential buyer goes
through of complex evaluation process influencedéyeral factors before he purchases. The
achievement of corporate goal therefore is intelyatnoved around the creation and retention
of satisfied customers. The organization as a ev/malist systematically respond, not just to
their changing needs and tastes by proper markdgnigion using available information. The
firm must be considered, not just as a produceprotiucts, but as a provider of customer
crating value satisfaction. The creation of setéstustomers of the true purpose of business in
the wider application of marketing philosophy, hatacterizes a democratic society. The
higher the degree of consumer orientation, the rtfweebuyer enjoys freedom of choice in the
marketing place. Research for consumer preferemesslts in competitive advantage
consumers become the electorate whose preferemtesnihe what is to be offered on the
market. As a philosophy of business, marketingliespa co-ordinated effort. This in turn
recognizes the existence of a related or integrsygstbm.

According to the systems theorists, “a system gemrglly an assemblage of things
interconnected or interdependent, so as to formnaptex unity” (Koontz et al 1982:70). An
important element in the systems approach is thghasis on input-output-analysis. Worthy of
note is that a system needs support from its enwiemt in order to survive the system approach
recognizes variety and offers away of interrelatiliiferences by reconciling them within the
whole this is an approach which emphasized theady @nformity. Relating this systems
theory to marketing decision, it emphasizes ingdationships among:

(@) Actions of marketing managers

(b) Firm’'s total marketing effort

(© The internal organization of the marketing departine

In this way, we conceive the firm as a total systdrmanagement action with each functional
department as a subsystem. Marketers must integretcessfully the subsystems by proper
information utilization during decision making tohéeve optimum results.

According to Cundiff et al (1980), marketing asusibess has developed as a result of
recognizing that the success of an organizatioanoftepends upon decision which requires
knowledge of the organization’s customers and trexla of these customers. In the short-term,
these decisions are likely to be concerned withtimgehe needs of customers effectively. In
the long-term, they are likely to focus more on thganizations need to respond to the ever
changing expectations of customers and the useits groducts and services and what has
already been introduced as the marketing envirohmemcluded within the marketing
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information category is information such as who thrganization expects to have as its
customers, estimates, how many are customers afoti@etition, how much they will pay for
the product or service and how customers mighnladout the availability of the product or
services.

According to Adcock et al (1993), it is useful fassify marketing information in terms
of three main categories. These respectivelygatat

1. The client, customers or users served by an orgtoiz

2. The product or services being provided, and

3. The environment in which the product or servicesmoduced, provided, supplied and
used.

Donnelly et al (1970) said information processisglésigned to improve the overall quality of
the information. There are five supporting sersicd information processing in marketing
decision. According to the writers, the first imkiation which involves determining how much
confidence can be placed in a given piece of inftiom such factors as source credibility,
reliability and validity of the data must be detéred. Second information processing service
is that of abstraction. This involves editing aswhdensing incoming information in order to
provide the executive with only that informationielhis relevant to his particular task.

Once information has been gathered, the servided#xing is very important. The
purpose of indexing is very important. The purposédexing is to provide classification for
storage and retrieval purposes. Fourth informatimtessing service is that of dissemination
which entails getting the right information to ttight decision maker at the right time. Indeed,
this is the overriding purpose of an informatiorsteyn. The final information processing
services is that of storage. Every informationtesysmust provide efficient storage of data in
order that it can be used again if needed.

According to Donnelly et al (1970), information liziition dictates that the marketing
information unit must assist in more than just infation gathering and processing. It must
provide addition support in aiding the executiveutilizing the information. This means that
the organizational unit must include specialists statistics, psychology, economics and
operation research in order to determine executdaxls and interpret research results. It is a
waste of both time and money to collect redundarstuperfluous information. The marketing
information unit within the organization does nottis on specific problems. Instead, it acts as
a thermostat that monitors the external operatimgrenment and facilities information such as
who the organization expects to have as its custrastimates how many are customers of the
competition, how much the will pay for the prodactservice and how customers might learn
about the availability of the product or services.

White More et al (1990) said that information cam tlassified according to three
different levels as follows:

1. Symbolic: At this most basic level, the focus imited to accurate encoding,
transmission and decoding data as a string of shanbo
2. Semantic: The level build upon the symbolic ldyglexamining the semantic context

within which the flow data occur the symbols muspresent a vocabulary and be a
format that is understood by the recipient.

3. Effective: This is a behaviourist interpretatiochimformation. It presumes symbolic
and semantic accuracy and further stipulates thatréceived message can only be
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identified as information if it has some impacttba decision process. If information is

not useful it is no information. This is as mudstrictive perspective of information

but it is consistence with the idea that informatioust tell the receipt something new.
According to Donnelly and Irance (1970), qualitie§ information include “accuracy,
verifiability, completeness, relevance and timedsie The accuracy quality of information
refers to the degree to which information is uguaisumed to be accurate unless it is presented
otherwise. Sometimes, it is not economically felesito collect information that is hundred
percent accurate. The timeless of informationaipata information on today's market trends
may be of significant value to an executive. Thme information will have loss values in a
month and probable no value in a year. The comgae contributed more toward improving
the other information qualities. The power of todagomputer has made it possible for
managers to have the right information at the righeé.

The relevance quality of information refers to #ppropriateness of the information as
overload that occurs when the volume of availabhfermation is so great that the decision
maker cannot distinguish. Relevant informationrmae is the accumulation of information
that is not relevant to particular decision. AppiéB003) wrote that information is collected by
everybody through the media and people pick outehitems that interest them. In business,
certain information is needed aid it is importamattit is known where to find it and how to
collect; careful planning is needed of the study e precise formulation of its purpose, scope
and objectives. Data taken from a company's imlemecords for instance production,
marketing and finance data is specific to the lessritself. External data is that obtained from
outside the organization for instance public angegoment. This could be information on
population, unemployment or finance. These are bfpsources of information for marketing
decision of the company.

Vroom and Yetton (cited in Croft, 1996) describestidion making as a “resolution to
adopt a particular course of action in preferermealternative polices”. Similarly, Bedein
(1986) defines decision making “as the act of chmgpdbetween two or more alternatives”.
Decision making therefore entails identifying ati@ives and selecting the one adjudged the
best. The process of identification and seleabbalternative courses of action can occur under
different conditions. It is worthy to note thatction making is often a conscious and
deliberate action.

According to Etzioni (1968) decision making is thmst deliberate and voluntarist
aspect of societal conduct. Relating decision ntakinmarketing, there are key areas in which
marketing managers have to make decisions thaegmond to the four components of the
marketing mix namely: product, price, distributimnd promotion (Anyade 2003).

Research Methodology

The Research Design

The approach adopted in the execution of the stva/a survey design. The researcher chose
survey design as it is one method where a grouygeople is studied by collecting information
from them. Moreso, this type of design specifiedvhiibe researcher’s data were collected and
analyzed. So, the design was specified to useiqnasire and oral interview. This survey was
used by the researcher to source for his primaiey. da
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Research Sample and Sampling Techniques

The researcher sampled a total of one hundred\aenty (120) persons, with a total of 25
senior staff and a total of ninety five (95) middled junior staff categories of the Nigerian
Brewery Plc. Our focus was to seek their opinionvrat role do they think information plays
in the marketing decisions of organizations. Theeaecher sampled this number because it was
not possible to use the entire population of thgean Brewery Plc for this research, but rather
we are more interested in seeking the opinion o$ehstaff that deals in information handling
and processing and that have the basic knowledgbaif marketing decision really entails.

In the choice of the sample population for thisdgtuthe researcher used simple random
sampling technique. The technique provided eachbeemf the entire target population equal
and independent chance of being selected or indlid¢he sample. Another reason why the
researcher chose the technique is that it is alsiamud easy probability sampling technique in
terms of conceptualization and application. Theaesher shared the questionnaire in the staff
offices and at their duty posts, likewise the dmgdrview.

Presentation and analysis of data

Presentation of data

In all, a total of 120 questionnaires were admaredt, however a total of 105 questionnaires
were duly filled and returned. All the data collttfrom primary source through questionnaire
and oral interview were statistically presented andlysed. Frequency and tabular percentage
forms were used for data presentation while Chasgji-test was used test and analyse some
selected hypotheses as not all were analysed diimaa@aconstraints. The data for this study is
hereby presented and analyzed below using the 8iRgiicentage and the Chi-Square statistical
technique for test of Hypotheses.

Table 1: Sex Distribution of the Respondents

Gender No of Respondents Percentage (%)
Male 72 68.€%

Femal 33 31.4%

Total 105 100

Source: Field Work, 2014

The Table above shows that 72 respondents repiegedt.6% of the total respondents are
male while 33 respondents representing 31.4% analée
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Table 2: Age Distribution of Respondents

Age Distribution No of Respondent Percentage (%
18-25 15 14%

26-30 45 43%

31-40 30 28%

41-50 10 10%

50 and aboy 5 5%

Total 105 100

Source: Field work, 2014

The Table above show that 15 respondents repragetid% of the total respondents are
between 18-25 years, 45 respondents represent¥gofighe total respondents are between 26-
30 years, 30 respondents representing 28% of takraspondents are between 31-40 years, 10
respondents representing 10% of the total respdsdare between 41-50 years while 5
respondents representing 5% of the total respos@deat50 years and above.

Table 3: Respondents’ response on whether they agréhat there is a relationship between
information and marketing decision.

Option Respondents Total | Percentage (%)
Male Female

Strongly Agre: 55 22 77 73%

Agree 13 5 18 17%

Strongly disagre 2 3 5 5%

Disagre! 1 2 3 3%

Undecide: 1 1 2 2%

Total 72 33 105 100

Source: Field Work, 2014

From the table above, it shows that 77 respondeptesenting 73% strongly agreed that there
is a relationship between information and marketiegision, 18 respondents implying 17%
agreed to that as well; but 5 respondents repriegebfb strongly disagreed, 3 respondents
representing 3% merely disagreed while 2 resposdeptresenting 2% were undecided.

Table 4. On whether they agree that information plg any role in marketing decision making in the Niggan

Breweries Plc

Option Respondents Total Percentage (%)
Male Female

Strongly Agree 62 25 87 82%

Agree 5 4 9 9

Strongly disagre 2 3 5 5%

Disagre: 1 1 2 2%

Undecided 2 - 2 2%

Total 72 33 105 100

Source: Field Work, 2014
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The result in table above indicates that 87 respotsdstrongly agreed that information plays
important role in marketing decision making in tiigerian Breweries Plc representing 82%, 9
responses from respondents merely agreed which ramou9%, 5 respondents strongly
disagreed which indicated 5%, 2 respondents reptiage2% disagreed while 2 respondents
representing 2% were undecided.

Table 5: On whether they agree that marketing deciens can impact on the performance of Nigerian
Breweries Plc

Responses Respondents Total Percentage (%)
Male Female

Strongly Agree 47 12 59 75%

Agree 18 15 33 12%

Strongly disagree 3 3 6 6%

Disagre: 3 2 5 5%

Undecided 1 1 2 2%

Total 72 33 105 100

Source: Field Work, 2014

The table above indicates that 79 respondentsseptiag 75% strongly agree that marketing
decisions can impact on the performance of NigeBieeweries Plc, 13 respondents agree to it
representing 12%, 6 respondents strongly disagmmuat to 6% and 5 respondents
representing 5% disagree while 2 responses whiibate 2% are undecided.

Table 6: On whether they agree that situations inte Nigerian Breweries Plc could sometimes
result in wrong marketing decisions

Option Respondents Total Percentage (%)
Male Female

Strongly Agree 45 14 59 56%

Agree 12 8 20 19%

Strongly Disagree 10 3 13 12%

Disagree 3 5 8 8%

Undecided 2 3 5 5%

Total 72 33 105 100

Source: Field Work, 2014

The Table above shows that 59 respondents belighatdsituations in the Nigerian Breweries

Plc could sometimes result in wrong marketing denis representing 56%, 20 respondents
agreed to this as well representing 19%, 13 resgsdstrongly disagreed representing 12%, 8
respondents representing 8% disagreed as well vBhitespondents representing 5% were
undecided.

Analysis of data

In analysing our data, we shall recall our statdnafrhypotheses one, two and three with
references to the presented tables above that diiaeet bearing on stated objectives and
hypotheses.
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Recall statement of hypothesis one

Hypothesis one; H: Information does not play any role in marketing iden in an
organization.

With reference to table 4.1.4 above, using the &fuare research technique formula to test our
stated hypotheses, we have:

The formula for the computation of Chi-squaré) (is given below: the Chi-square method

a2
denoted by; Xz%

Computed result is presented in a tabular formeémb

Table 7

VARIABLES N T Cal. T Crit. df Prob. Remark
Male 72

Female 33 8.77 5.9¢9 4 0.k Reject k,
Total 10t

Source Researcher’'s XCalculation, 2014

Decision making from the chi-square research technique, we obdethat the calculated
result is greater than the table result at the &%llof significance i.e. 8.77 > 5.99. Therefore,
we reject the null hypothesis that Information doesplay any role in marketing decision in an
organization.

Recall statement of hypothesis two
Hypothesis two; H,: Marketing decisions does not impact on organipafiperformance.

Using the Chi-Square research technique formulteso our stated hypothesis two with the
content of table 4.1.8 as well, we have:The fornfatathe computation of Chi-square®)yis

denoted by, X= @

Table 8

VARIABLES N T Cal. T Crit. df Prob. Remark
Male 72

Female 33 8.68 5.9¢ 4 0.t Reject k,
Total 10¢&

Source Researcher’s XCalculation, 2014

Decision making from the Chi-square research technique, we obsethat the calculated
result is less than the table result at the 5%l lef/significance i.e. 8.68 >5.99. Therefore, we
reject the null hypothesis that marketing decisiafmes not impact on organizational
performance.

Recall statement of hypothesis three
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Hypothesis three; H,: There are no situations that could compel wrongketang decision in
an organization.

Using the Chi-Square research technique formulgeso our stated hypothesis two with the
content of table 4.1.9 as well, we have:The fornfatathe computation of Chi-square®)his

denoted by; X= @

Table 9

VARIABLES N T Cal. T Crit. df Prob. Remark
Male 72

Female 33 7.78 5.9¢9 4 0.k Reject k,
Total 10&

Source Researcher’s XCalculation, 2014

Decision making from the Chi-square research technique, we obsethkiat the calculated
result is less than the table result at the 10%l lefssignificance i.e. 7.78 >5.99. Therefore, we
accept the null hypothesis that there are no situstthat could compel wrong marketing
decision in an organization.

Findings

The result of presentation and analysis of datagustatistical tools revealed much on the role
of information in marketing decision as followswiais found that:

The role of information to marketing decision igltilly significant.

Contribution of information to marketing decisiantigh.

Information is necessary for marketing decision imgk

Information has contributed significantly to maiketdecision making.

Information and decision making can affect the oigation performance significantly.
There are situations that could compel wrong margetecision in an organization.

oukrwnE

Discussions
The implications of the findings can be discussetbdows:

i. We found that the role of information to marketimgcision is highly
significant the implication of this finding is thatrganizations must gathered
enough information before making any effective agfficient marketing
decision in order to succeed.

ii. Secondly, we found that information has contribuggphificantly to marketing
decision making. The implication of the findingtisat companies should not
only rely on the present but on the past contrim#iof information for future
marketing decision making.

iii. Thirdly, we also found that information is necegstor marketing decision
making. The implication of the finding is that cpamies should not regard
information as secondary matter during marketingigien making. This is
because; there are situations that could competgvnaarketing decision in an
organization.
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Conclusion and Recommendations

Business organizations should develop and contiowpply culture of information gathering
and utilization when making marketing decision. eTimportance of correct, accurate and
relevant information in efficient and effective rkating decision cannot be overemphasized in
the modern globalization era. Every organizatioroudth utilize modern information,
communication and technologies as part of prodndtiputs especially in matters concerning
marketing decision. The marketing decisions drawd based on information, communication
and technologies can be easy ways of reaching fetemd existing customers in a rapid
method. The study recommends improvement, acquiséind utilization of both experts and
modern information processing machines. It is stheh, output and outcome when validated
and reliable can be used for marketing decisions.
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