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2.1 MANAGING MARKETING INFORMATION SYSTEMS 
 
 
Aims and Objectives 
�x�� To understand the need for forecasting in an organization’s overall marketing information system and how it is used for 

effective marketing management decision making. 
�x�� To appreciate the importance of forecasting in the planning process. 
�x�� To understand how financial analysis can assist good marketing practice. 
�x�� To apply marketing research tools and techniques. 
�x�� To have a working knowledge of the sources of marketing research data. 
�x�� To understand the need for, and place of, an integrated management information system. 
�x�� To understand the place of information technology in the process of marketing decision making. 
 
 
Indicative Content and Weighting 
 
 
2.1.1 Forecasting (10%) 
�x�� Its purpose and importance in the marketing planning process including an understanding of the consequences of 

incorrect forecasting. 
�x�� Quantitative aspects of forecasting. 
�x�� Qualitative aspects of forecasting. 
 
 
2.1.2 Financial Analysis and Tools  (40%) 
�x�� An introduction to managerial accounting and its role in organizational decision making as an integral part of an 

organization's information system. 
�x�� Management accounting and decision making. 
�x�� Cost/volume/profit analysis - assumptions and limitations. 
�x�� Application to profit planning and price/ output decisions. 
 
Budgetary control: 
�x�� Fixed and flexible budgets. 
�x�� Responsibility accounting. 
�x�� Standard costs and variance analysis ratios for control. 
 
Financial implications: 
�x�� Introduction to Profit and Loss and Balance Sheet analysis. 
�x�� Importance of Profit, Cash Flow and Risk assessment. 
�x�� Financial ratios. 
�x�� Interpretation of all financial data and ratios. 

 
 

2.1.3 Marketing Research  (40%)  
�x�� Developing a marketing information system, showing the importance of marketing intelligence and marketing 

research. 
 
Market intelligence including: 
�x�� Sources of internal secondary data. 
�x�� Sources of external secondary data. 
�x�� Competitor and customer intelligence. 
 
Marketing research applications: 
�x�� Market research (including customer/consumer/ competitive research). 
�x�� Product research and testing. 
�x�� Sales research. 
�x�� Price research. 
�x�� Distribution research. 
�x�� Advertising research (including communications research). 
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Specific marketing research techniques: 
�x�� Personal interviews, telephone interviews, mailed questionnaires. 
�x�� Group discussions/focus groups. 
�x�� Motivation/psychological research (psycho-dramas). 
�x�� Hall /(shopping) mall tests. 
 
 
2.1.4 Information Systems and Technology (10%) 
�x�� Management and marketing information systems. 
�x�� Database management. 
�x�� Developments and future trends in information technology. 
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