3.3 FINANCIAL AND INFORMATION MANAGEMENT

Aims and Objectives

X

X
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To develop an understanding the need for, and place of, an integrated management information systemin supporting
marketing decisions.

To be able to develop appropriate management information systems structures by applying basic concepts.

To emphasize the importance of forecastingin the planning process and to apply forecast informationin a variety of
contexts relating to marketing decisiors.

To apply financial concepts in order to make effective marketing decisions together with an ability to apply financial
analysis to a variety of marketing manage ment problems.

To explore the sources of marketing research information, how they are obtained (strengths and weaknesses) and be
able to apply marketing research information to a range of marketing problems in a variety of contexts.

To develop a practical and applied understanding of developments in Information and Communication Technologies
that impact upon marketing management decisions.

Understand how management information is gathered, stored, and communicated both withinand across organizational
boundaries.

Indicative Content and Weighting

3.3.1 Management information

Basic Concepts (10%)

X
X

X

The importance role that information plays in supporting decision making in marketing.

Identification of the component parts of management information systems (MIS) and a marketing infor mation system
(MKIS).

Application of basic management information concepts - how infor mationis gathered, stored and retrieved to support
marketing decisions.

Recognizing and recommending improvements to the management information systems and marketing information
systems.

The importance of context insuggesting systemimprovements to management information systems and marketing
information systems.

The relatiorship between an organization’s management infor mation system and their marketing information system.

3.3.2 Information and Communication Technology supporting Marketing Decisions (20%)
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The development of information and communication technologies (ICT) and how they can be used to support decisions
taken in marketing and management.

How information and communication technologes are changng the ways in which data sources are accessed,
processed, analyzed and evaluated.

The application of information communication technology solutions in the context of marketing manage ment

decisions.

Specific areas of application will include how information and communication technology assistin:

X
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Managing customers.

Suypporting managers in their marketing decisions.

Improving marketing processes.

Improving the effectiveness of marketing information.

Information and communication technology's rde in changing customer relationships and restructuring markets.

3.3.3 Forecasting Information for Marketing Decisions (10%)
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The range of forecasting methods and tools that are available to develop forecast e.g. times series, analysis, economnic
forecasting, sales forecasts, decision tree, Delphi techniques, critical path analysis etc.
Financial forecasting based onsales forecast data.
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Decision trees to analyze the marketing options available.
A critical path based upon forecast data.

Firancial plans based on forecast data.

Distinguishing between a forecast and a budget.

3.3.4 FHnancial information to Support Marketing Decisions (40%9
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Contribution and break-even analysis.

Cost, profitand volume decisions in a variety of contexts e.g. budgeting, promotional decisions, sales pronotion.
Effect of overheads on a variety of marketing decisions e.g. pricing, output, promotions, distribution, product
development, market entry or expansion.

Activity Based Costing / Activity Based Manage ment and their significant role in improving marketing decisions.
Pricing decisions in a variety of marketing contexts e.g. setting appropriate selling prices to achieve required margins
of mark-ups, netting appropriate transfer prices for internal and external movement of goods and services.

Direct product profitability (DPP), channel, category, product and market profit and cost analysis.

Application and use of ratio analysis in a variety of contexts.

The financial impact of marketing decisiors including financial implications of marketing plans and the sources of
information required.

Budget preparation and contral inrelation to marketing decisions e.g. budgeted profit and loss statements for a specific
product range.

Application of financial information required to improve customer service or enhance product quality.

Identification of appropriate variances and ability to draw implications from them e.g. between budgeted and actual
figures.

Investment decisions in a marketing context using payback years and discounted cash flow techniques such as Net
Present Value or Internal Rates of Return.

3.3.5 Marketing Research Information Applied to Marketing Decisiors (20%)

X
X

Choosing and using a range of marketing research information to make decisions ina variety of contexts.
Itwill be necessary to have an understanding of appropriate marketing research methods and tools that generate
information in order to apply themto a specific context

Specific areas of application would include:

X X X X X X X X X

Developing promotional campaigns.

Developing new products or services.

Developing new or existing markets.

Establishing or developing customer relationships.
Improving customer service.

Changing channels or improving channel efficiency.
Improving category management.

Pricing decisions.

Sales decisions.
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