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ABSTRACT
Branding and packaging play a crucial role in differentiating and promoting products in highly competitive markets, especially for sachet water companies. Branding helps establish a unique identity, build customer loyalty, and create a perception of quality. Packaging, on the other hand, serves as a visual and functional tool that attracts consumers, ensures product safety, and communicates essential information. For sachet water companies, effective branding and packaging can enhance market positioning by creating a recognizable brand name and logo. Using appealing and eco-friendly packaging materials. Highlighting purity, safety, and health benefits. Implementing innovative designs to stand out from competitors.















TABLE OF CONTENTS 
Title page									
Certification								
Dedication									
Acknowledgement							
Table of content								
CHAPTER ONE: INTRODUCTION 
1.0 Introduction
1.1 Background to the study						
1.2 Statement of Research Problem					
1.3Research questions
1.4 Objectives of the study
1.5 Research hypothesis						
1.6 Significance of the study
1.7 Scope of the study 							
1.8Limitation of the study 							
1.9 Definition of the study 						
CHAPTER TWO: LITERATURE REVIEW 
2.1 Conceptual Framework
2.1.1 Personal income tax							
2.1.2 Personal Income tax relief 						
2.1.3 Administration of personal income tax
2.2 Theoretical Framework
2.2.1 Pecking Order Theory
2.2.2 Agenda Setting Theory
2.2.3 Magic Bullet Theory
2.3 Empirical Review			
CHAPTER THREE: RESEARCH METHODOLOGY 
0. Research design 							
0. Characteristics of the study 					
0. Sampling design and  procedure 				
0. Source of data collection 						
0. Method of analysis 						
0. Validity test and reliability of the study instrument 	
0. Limitation of the study 						
CHAPTER FOUR: TA PRESENTATION AND ANALYSIS 
0. Presentation of data 						
0. Test of hypothesis 							
0. Analysis of data collection					
0. Interpretation of the study					
0. Findings 								
CHAPTER FIVE: SUMMARY, CONCLUSION AND POLICY RECOMMENDATIONS
0. Summary 								
0. Conclusion 							
0. Recommendations 							
[bookmark: _GoBack]References 							
[bookmark: _Toc390709114][bookmark: _Toc390709722][bookmark: _Toc390712785]CHAPTER ONE
INTRODUCTION
[bookmark: _Toc390709115][bookmark: _Toc390709723][bookmark: _Toc390712786][bookmark: _Toc410482018][bookmark: _Toc414371429]1.1 Background of the Study
	Marketing information is the lifeblood of marketing process; marketing decision won't be taken in the absence of marketing information. Marketing decisions are affected by many internal and external environmental variables, so the marketing decision maker needs a great deal of information related to these variables, to predict their directions and their expected effects on the internal activities of the organization and the market, in order to make the rational marketing decisions in an uncertainty environment facing the marketing administration. The marketing success in the organization depends basically on the availability and the accuracy of marketing information from its multiple sources. All marketing organizations trying to find out and determine the nature of the markets and their trends needs and changes that occur in these markets, as well as trying to know the competitors, prices, options and other marketing information which is the key to success for any marketing decision. The components of marketing information system (internal records, marketing research, and marketing intelligence) are the most important sources in obtaining marketing information.  
	Information is the key to successful business. Organizations are now realizing that next to people, information is the valuable resource they have. Managers and administrators must make decisions every day about how a business is run and what direction its operation will take in the future. Information plays a major role in improving the efficiency and effectiveness of human decision making process.
	Therefore there is a need for timely and accurate business information. Generally in the past, it has been undervalued, under estimated and under used. But today it is very well understood that after human element, it is a manager’s important source for marketing information. Major problem facing today’s managers is the volume of information crossing their desks. It is so voluminous as to be almost unmanageable yet good planning and control over operations via effective decisions must be based on as steady flow of quality up-to-date information.
	Marketing information system with the help of computers enables business people who are separated by building space or large geographical areas to talk or   to communicate to each other electronically and this facilitate in their quick decisions. Computers with their availability of more sophisticate computer hardware have led to development of large companies. Particularly the most current forms of marketing information systems labeled marketing decision support system (MDSS). Such system used in data base information that are compiled from variety of sources and that may be accessed by the marketing decision makers using appropriate hardware and software. 
	Decision making is the point at which plans, policies and objectives are translated into concrete actions. Planning leads to sound decision-making and that implies the selection from alternatives course of actions. Decision making is the core of planning, for instance, choosing of objectives, policies, procedures, programs, rules, strategies and tactics etc., require the entire process of decision-making. Therefore, the quality of marketing management decision is linked with the quality, quantity, adequacy and speedy availability of data. The purpose of decision making as well as a planning is to direct human behavior and effort towards future objectives. In the entire process of marketing activities, making decisions is always essential .Managerial function is exercised through decision-making. Decision-making spreads through all elements of marketing management. Example, production, marketing, finance, personnel, administration. Whatever marketing managers do, he does it through a decision making after considering thoroughly the available alternative course of action.
	In Africa and Rwanda in particular marketing managers of some companies make decisions based almost totally on their own judgment with very little hard data. But with the benefits associated with marketing decision support system, relate to the interactive nature of the system, data are collected and continuously added to the system from variety of internal and external source, these data may then be accessed by managers combined with data from other sources and presented in a form that addresses a marketing problem in a manner that should be of interest to other department of company as well.
	Marketing information system has helped much in making data accessible, but we must distinguish the difference between the information that is accessible and information that is not accessible. Managers find some information such as details of competitor’s plans is just not available but not with time consuming collection. Such information is not really accessible. Likewise some information may be accessible but managers do not access them fully to make them available. For example a company may have records of customer purchases what was sold sales reps last month, what are in the warehouse? But, if a manager can’t get this information when it’s needed, then it is not useful.
	Therefore it is realized that it doesn’t pay to wait until they have important questions they can’t answer, they are working to develop continual flow of information and to make it more accessible to managers whenever they need it.
	According to McCarthy and pearreault stated that marketing managers don’t know in advance exactly what question they have or when needed, but they do know what data they have routinely used or needed in the past, there can foresee what types of data might be useful and communicate the needs to manager in concern so the information is there when needed.
	As time goes on, marketing managers have realized tremendous impact on the organization’s market share due to marketing information system. They realize how to improve all aspects of planning, blending individual Ps, combining the four Ps into mixes, developing and selecting plans. Further   they can monitor the implementation of plans comparing against the past plans and making necessary changes quickly. Of course not every firm has complete MIS, and in some firms that do, managers don’t know how to use the system properly. A major problem in Africa and Rwanda in particular is that managers are used of doing it the old way which has commonly affected many companies especially in their decision making.
	In today’s world people think marketing information system can be developed by large firms only not so!  In fact, just the opposite may be true, low cost micro computers make a powerful MIS affordable even for small firms. Big firms with complicated marketing programs often face challenges trying to develop. Small firms can get started with simple system and then expand it as needs expand.
	Finally, marketing information system tends to focus on recurring information needs. Routinely analyzing such information can be valuable to managers but the problem is many companies in Rwanda have just realized it, but despite various efforts by companies to commit huge amounts of money in information system equipment, the degree of marketing information system has remained ineffective. The question prompted the researcher to go to the field is to find out whether marketing information system in companies is achieving the intended objectives.
[bookmark: _Toc390709116][bookmark: _Toc390709724][bookmark: _Toc390712787][bookmark: _Toc410482019][bookmark: _Toc414371430]1.2 Statement of the problem
[bookmark: _Toc390709117][bookmark: _Toc390709725][bookmark: _Toc390712788]	Decision making always involves risk since it is concerned with assessment of future outcomes and events, none of which can be known. Information reduces uncertainly and helps marketing manager to see the likely effects of various decisions but the information system does not make the actual decisions that is a MIS function. The function of MIS is to provide decision makers with timely and accurate data to allow making and implementing the necessary decisions to optimize the interrelationships most effectively reach the organizations predetermined goals.
There has been a focus for a company to operate successfully today; management must develop an orderly method for gathering and analyzing relevant information. A valuable tool for doing this is marketing information system.
Therefore it has always been believed that for any company to survive within a competitive environment, marketing information system is the element that plays the greatest role and has to be applied carefully. However, the problem the study address is to find whether marketing information system if efficiently set up could lead or contribute a good factor to effective decision.
It is on this view of statement of the problem that the study was carried out in an attempt to find how marketing information system can lead to effective decision making and hence it’s increase in the market share.
[bookmark: _Toc410482020][bookmark: _Toc414371431]1.3 Research Objectives
[bookmark: _Toc390709119][bookmark: _Toc390709727][bookmark: _Toc390712790]	The general objective of the study was to examine the role of marketing information system for effective decision making. To explore the proper role of marketing information systems; what managers do and what information they need for the marketing of insurance policies in kwara state and determining whether information systems will be a valuable tools and how they should be designed.
i) To find out how marketing information system is designed and operating in Kwara State.  
ii) To undertake a causative analysis of how MIS contributes to marketing insurance policies in the chosen for the study
iii) To find out problems encountered while applying it.
iv) To determine whether there is any significant relationship between MIS and marketing insurance policies. 
[bookmark: _Toc390709120][bookmark: _Toc390709728][bookmark: _Toc390712791][bookmark: _Toc410482022][bookmark: _Toc414371434]1.4 Research hypothesis 
The formation of the hypothesis is a central step in good research and it is important to give it a great idea because of its significance.
The hypothesis for this study is formulated ‘impact of marketing information system on the marketing of insurance policies in kwara state’
The dependent variable is the marketing of insurance policies which may be efficient or inefficient depending on other impact that are yet to be tested significantly.
The independent variable is marketing information system, which may have an impact on the company through marketing of insurance policies. The impact may be positive where there is effectiveness use of marketing information system and negative where it is absent.
[bookmark: _Toc390709121][bookmark: _Toc390709729][bookmark: _Toc390712792][bookmark: _Toc410482023][bookmark: _Toc414371435]1.5 Research questions
This part of the study comprises of questions to the management of insurance company in Nigerian:
1. Do you use marketing information system in your company?
2. Do you have an appropriate information processing specialists to facilitate marketing information system?
3. Is marketing information system necessary to your company?
4. Does management effectively use marketing information system in marketing of insurance policies in kwara state?
[bookmark: _Toc390709122][bookmark: _Toc390709730][bookmark: _Toc390712793][bookmark: _Toc410482024][bookmark: _Toc414371436]1.6 Scope of the study
This study is of Insurance Company in Nigeria, the research dwelled on the performance of marketing information system and its insurance policies.
The funds and time available for the researcher was the determining factor for the area that the research covered. The research focused mainly on insurance company management team like marketing manager, information centre management and all related departments who use the system. All were given self administered questionnaires supplemented by interview guides where it was required.
[bookmark: _Toc410482025][bookmark: _Toc414371437]1.7 Significance of the study
· The results from this study will be helpful to planner and insurance policies responsible for ensuring effective decisions by using marketing information system 
· The study will show the need of marketing information system for insurance policies.
· The study will be advantageous to the researcher since it will enable her full fill the requirements or the award degree in business information technology.
[bookmark: _Toc410482026][bookmark: _Toc414371438]1.8 Limitation of the study

During the time of conducting this research, the following limitation were encountered
· Non-responsiveness because this research focused on marketing issues which is in most cases considered being confidential by most insurance companies.
· Time constraint was also a problem to have respondents’ views and getting enough data 
· Financial resources were not enough to facilitate the exhaustion and extensive research on how marketing information system leads to marketing insurance policies.
[bookmark: _Toc410482027][bookmark: _Toc414371439]1.9 Organization of the study
The study is organized into five chapters.
Chapter one includes the background of the study, objectives of the study, statement of the problem, significance of the study, scope and limitation of the study.
Chapter two includes the review of related literature, it shows how different researchers approach marketing information system.
Chapter three covered the methodological approach showing different methods used by the researcher in order to accomplish her/his intended objectives.
Chapter four presents and interprets the findings based on research
[bookmark: _Toc410482028][bookmark: _Toc390709123][bookmark: _Toc390709731][bookmark: _Toc390712794]Chapter five draws the summary, conclusions, recommendations and suggestions for further research.
[bookmark: _Toc414371440]







CHAPTER TWO
LITERATURE REVIEW
[bookmark: _Toc410482029][bookmark: _Toc414371441][bookmark: _Toc390709143][bookmark: _Toc390709751][bookmark: _Toc390712814]2.0 INTRODUCTION
	The chapter presents a review of literature, studies done on the topic under study; marketing information system on the marketing of insurance policies in kwara state. The study provides the contributions of other authors on the topic under investigation.
[bookmark: _Toc410482030][bookmark: _Toc414371442]2.1	CONCEPTUAL FRAMEWORK
[bookmark: _Toc410482031][bookmark: _Toc414371443]2.1.1 Marketing Information
	From the business perspective, P. Laundon [1999] defined marketing information it’s self as an organizational and management solution, based on information technology to challenges posed by the environment. Marketing information is often obtained from outside the organization management perceives the opportunities and threats with which it has to respond to and dealing with them not only in equilibrium manner but also trying to out-perform the competitor by means of developing competitive advantage. It provide details on things like current market share held by the organization target niche of market to penetrate, proposed product with new features and also provides details on the organization brand name, trade mark and different responding strategies adopted as the main measures to increase the competitiveness of the organization.
[bookmark: _Toc410482032][bookmark: _Toc414371444]2.1.2 Information Concept
	According to Robert G. Murdich, Joel, E (1991:123), information consists of data that have been retrieved, processed and used for informative or inferred purposes or as a basis for forecasting or decision making. Defined as such information has a value in decision making process. It is worth noticing that these data may be of marketing, human resource, accounting and manufacturing nature. They are processed either by comparing them with other data obtained internally or externally. Comparing the data of current year and past years or analyzing them using different techniques, then, the processor usually a human being using a computer, come up with, may be, accounting information such as balance sheet, income statement, marketing information or even financial information.
	According to Garry B. Shelly et al [1992:1.2], information is data that has been processed into meaningful and useful form. They also went further and defined data as raw facts, including numbers and words that are processed on a computer.
According to E.C.Oliver et al. (1990:3), information is obtained by assembling items of data into a meaningful form, for example a pay roll, or efficiency reports. They went further and defined the term data as basic facts about the activities of the business. For example the number of hours worked by the employee on a particular machine.
[bookmark: _Toc410482033][bookmark: _Toc414371445]2.1.3 Information system
	According to Gary B. Shelly et al. (1992:10.7), an information system is a collection of element that provides accurate, timely and useful information. They added all ISs that are computer based and are comprised of six elements: equipment, software, accurate data, trained information system personnel, knowledgeable users and documented procedures. Each element contribute to a successful IS and conversely, a weakness in any of these can cause an IS to fail. According to Robert A. Szymanski (1990:23), an is a set of people, data and procedures that work together to achieve the common goal of information management.
According to E.C Oliver et al (1990:3), is a complete apparatus for handling all aspects of information within the organization. It includes everything from the human oriented aspects of information. They added that the major components of an IS are the data processing systems within it that help manager in performing their work. The concept of system can be better understood when defined itself. Therefore according to Robert A. Szymanski (1990:21), a system is a set of components that interact with each other to form a whole and work together towards a common goal. He went further and gave four major components of a system as inputs processes output, feedback and control.
[bookmark: _Toc410482034][bookmark: _Toc414371446]2.1.4 Marketing Information System
	According to Sommer and Barners (1992:184), states that MIS is ongoing, organize set of procedures and methods designed to generate analyze, disseminate, store, and retrieve information to use in marketing decisions.
[bookmark: _Toc410482035][bookmark: _Toc414371447]Marketing information system consists of people, equipment and procedures to gather, sort, analyze, evaluate, and distribute needed, timely, and accurate information to marketing decision makers. (Philip Kotler, 1997) 
2.1.5 Information systems that provide critical information for marketing
[bookmark: _Toc414289231]Figure 1: marketing information system
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[bookmark: _Toc410482036][bookmark: _Toc414371448]Developing information
The information needed by marketing managers can be obtained from, internal company records, marketing intelligence, and marketing research. The information analysis systems process this information to make it more useful for mangers.
Internal records system
Most marketing managers use records regularly, especially for making day-to-day planning, implementation, and control decisions. Internal records information consists of information gathered from sources within the company to evaluate marketing performance and detect marketing problems and opportunities.
Marketing intelligence
	This system is everyday information use records about development in the marketing environment that helps managers prepare and adjust marketing plans. The marketing intelligence determines what intelligence is needed, collects it by searching the environment, and delivers it to marketing managers who need it.
As opposed to internal record system discussed above, marketing intelligence system supplies happening data while internal record system supplies result data. The marketing intelligence information is often got from books, news papers, trading publication, talking to customers, supplies, distributors and any other stake holders. This intelligence can also be obtained from talking to other managers within the organization.
Marketing research
According to Philip kolter (1997:109), defined marketing research as a systematic design collection, analysis and reporting of data and finding to a specific marketing situation facing the company.
Managers cannot always wait for information to arrive in bits and pieces from the marketing intelligence system. They often require formal studies of specific situation. For example Insurance Company wants to know how many and what kinds of people wick buy its new type of hand set. In such situation the marketing intelligence system cannot provide the detailed information needed. Because managers normally do not have skills or time to obtain the information on their own, they need formal marketing research. There are steps of marketing research process and these include the following:
· Defining the problem and research objectives. Before starting marketing research the manager and the researcher must work closely together to define the problem carefully and must agree on research objectives.
· Determining the research plan. The second step of marketing research process calls for determining the information needed, developing a plan for getting it efficiently, and presenting the plan to marketing management. the plan outlines sources of existing data and spells out the specific research approaches, contact methods, sampling plans, and instruments to be used in gathering data.
· Implementation of the research plan. The research next puts the marketing research plan into action. This involves collecting, processing, and analyzing the information. Data collection can be carried out by the company’s marketing research staff or by outside firms. The company keeps more control over the collection process and data quality by using its own staff. However, outside firms that specialize in data collection often can do the job more quickly and at lower cost.
· Interpreting and reporting the findings. The research must now interpret the finding, draw conclusion, and report them to management. The research should not try to overwhelm managers with numbers and fancy statistics techniques. Rather, the research should present important finding that are useful in the major decision faced by management.
2.2 Theoretical Review
 2.2.1 System Theory 
	Many concepts and theories exist to address the role of marketing information system in marketing decision. Most of these theories are on marketing approach, information approach and decision-making approach of organizations. This study considered systems theory ideal and relevant to present fundamental concepts on the study. System theory which was developed by Ludwig von Bertalanffy states that the sum of the whole is greater than the parts that make the whole. According to Mele, Pels, and Polese (2010), systems theory is a theoretical perspective that analyzes a phenomenon seen as a whole and not as simply the sum of elementary parts. The focus is on the interactions and on the relationships between parts in order to understand an entity’s functioning and outcomes. This perspective implies a dialogue between holism and reductionism. Systems can be found in nature, in science, in society, in an economic context, and within information systems. A distinctive characteristic of systems theories is that it developed simultaneously across various disciplines and that scholars working from a systems theory perspective build on the knowledge and concepts developed within other disciplines.  The organization as a whole must systematically respond, not just to their changing needs and tastes by proper marketing decision using available information. The firm must be considered, not just as a producer of products, but as a provider of customer crating value satisfaction. The creation of satisfied customers of the true purpose of business in the wider application of marketing philosophy characterizes a democratic society. The higher the degree of subscribers’ orientation, the more the subscribers enjoy freedom of choice in the marketing place. Research for consumer preferences results in competitive advantage consumers become the electorate whose preferences determine what is to be offered on the market. As a philosophy of business, marketing implies a coordinated effort. This in turn recognizes the existence of a related or integrated system. According to the systems theorists, a system is essentially an assemblage of things interconnected or interdependent, so as to form a complex unity (Koontz et al 1982). An important element in the systems approach is the emphasis on input-output-analysis. Worthy of note is that a system needs support from its environment in order to survive the system approach recognizes variety and offers away of interrelating differences by reconciling them within the whole this is an approach which emphasized theory and conformity. Relating this systems theory to marketing decision, it emphasizes interrelationships among actions of marketing managers, firm’s total marketing effort and the internal organization of the marketing department. In this way, we shall conceive the firm as a total system of management action with each functional department as a subsystem. Marketers must integrate successfully the subsystems by proper information utilization during decision making to achieve optimum results. This theory is relevant to this study because it helps to understand the different parts of the telecommunications industry and their activities as they relate to the general public. 
2.4 Empirical Review
	 Database marketing provides the opportunity for organizations to mechanize the process of learning about customers” and for this to be iterative because “the database transcends the status of a record-keeping device and becomes an implement of everincreasing organization knowledge. Harridge-March (2008) observes that the information which an organization stores about a customer should be fit for the purpose intended. The essence of database marketing is to develop marketing intelligence that enables marketing managers make marketing decisions in a turbulent, dynamic and contemporary business environment (Mc-Donald, 2007). Peter Drucker observed that decisions are not only supposed to be a way to providing solutions to problems, but should also, be focused on finding the right question (Belbin, 2007). He identified five distinct phases of decision-making to include defining the problem; analyzing the problem; developing alternative solutions; deciding upon the best solution; converting the decision into effective actions (Belbin, 2007). Some times when faced with uncertainty, marketing managers may opt to remain silent without a decision because of lack of information in the database marketing. However, they refused to realize that by keeping silent, they have made decision by deciding not to decide and allowing the status quo to remain rather than change. In the context of database marketing, marketing managers need to worry about what decisions should be made and how they should be made to achieve the organization’s long-term objectives. A recent study by Unica in partnership with Saloway& co (2010) reveals that one of the challenges facing marketers is how to turn data into actions. The study reveals that many marketers are using both online and offline when making decisions about marketing offers. Customers’ initiated interaction built around database marketing provides excellent opportunity to personalize marketing communications. The Unica study shows that customers who engage with the company’s brand, share their wants and needs are more receptive to organization’s marketing offers. Marketing managers can use the database through the intelligence built from the customer interactivities’ according to lifetime value of; and identify the top strata of customers who account for over half the profits. These sets of customers are targeted for commercial action and tracked through reporting (Micheaux and Gayet, 2001). 
	Database marketing enables companies to design offers more exactly to tailor to the customers’ wants, needs and build long-term relationship with valued customers while prospecting and attracting new customers. The information in the database marketing is used in predicting more accurately the offers success, better manage the transaction’s economics from design to execution and tracking; and measure return on investment (Wee, 2001; Trim, 2002). It promotes testing new combination of existing products features for segments of customers that a company already serves. The descriptive analysis for the variables of the first hypothesis of the study of Shaker (2011) shows that the mean value of adopting data base by Royal Jordanian Airlines was (4.10) with std. deviation value (0.4169), and the mean value for the right decision making was (4.06) with std. deviation value (0.4572).which means that there are positive relationship between data base (internal records) and the right decision making, 49 because their means are above the mean of the scale. Also, the regression analysis shows that there is a relationship between data base (internal records), and increasing the possibility of the right decision making as r. Value reached (0.198), F. Value Reached (6.828) by significant (0.010). Marketing intelligence (MI) is “the process of acquiring and analyzing information in order to understand the market (both existing and potential customers); to determine the current and future needs and preferences, attitudes and behavior of the market; and to assess changes in the business environment that may affect the size and nature of the market in future.” According to Cornish (1997), marketing intelligence has the capacity to beS at the forefront in contributing to the development of a business environment through strategic research, risk and policy analysis, credit-rating documentation, storage, publication, reporting, and communication of reliable, timely, and objective business information. It incorporates information from customer analysis and industry analysis as well as general market conditions. In other words, marketing intelligence calls for understanding, analyzing and assessing the internal and external environment related to a company’s customers, competitors, markets, and industry to enhance the decision-making process. This would require the integration of competitive intelligence, marketing research, market analysis, and business and financial analysis information (Michael, 2005). 
	According to Kotler, Keller, Koshy and Jha (2009), marketing intelligence is the everyday information relevant to a company’s markets, gathered and analyzed specifically for the purpose of accurate and confident decision making in determining market opportunity, market penetration strategy, and market development metrics. Marketing intelligence is necessary when entering a foreign market. Marketing intelligence determines the intelligence needed, collects it by searching environment and delivers it to marketing managers who need it. A marketing intelligence system is a set of procedures and sources used by managers to obtain their everyday information about pertinent developments in the environment in which they operate. The marketing intelligence system supplies data about the market and that marketing intelligence system is that it is a system for capturing the necessary information for business marketing decision making (Mochtar and Arditi, 2001). In the same vain, the result of Shaker (2011) for studying the impact of marketing intelligence on right decision making for Royal Jordanian Airlines revealed that the mean value of adopting and utilizing marketing intelligence in taking the right decision making was (3.99) with std. deviation value (0.4073), which means that there a significant relationship and positive attitudes toward these variables because their means are above the mean of the scale (3). To investigate this hypothesis, simple regression analyses was applied and the result shows that there is a relationship between marketing intelligence and the possibility of the right decision making whereas: r. Value reached (0.438), F. Value Reached (39.791) by significant (0.00). Marketing research focuses primarily on the collection and use of information on customers and their needs for designing marketing programs. Marketing data can be collected from primary, secondary, and standardized sources. Data analysis in marketing research uses the data on prospects, customers, competition, products, and markets while incorporating marketing concepts, methods, and quantitative tools, to make meaningful decisions with regard to marketing campaigns, resource allocation, and the managerial planning process. Hence, marketing research is defined as information input to decisions, not simply the evaluation of decisions that have been made. Marketing research is a proactive search for information to solve a perceived marketing problem; marketing research is the systematic and objective identification, collection, analysis, dissemination, and use of information and solution of problems and opportunities in marketing (Malhotra, 2007). The American Marketing Association formally defined marketing research as a 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 is the systematic and objective identification, collection, analysis and dissemination of information for the purpose of assisting management in decision making (Tan and Ahmed, 1999). American Marketing Association Official Definition of Marketing Research stated that marketing research is 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, and communicates the findings and their implications. 
	This definition highlights the role of marketing research as an aid to decision making. An important feature is the inclusion of the specification and interpretation of needed information. Too often, marketing research is considered narrowly as the gathering and analyzing of data for someone else to use. Firms can achieve and sustain a competitive advantage through the creative use of market information. Marketing research plays a critical part in a marketing information system. It aids in improving management decision making by providing relevant, accurate, and timely information. It is clear from the data in Sultan (2012) that the correlation coefficient (Adjusted R Square ) of model (3) was (0.56) which indicates a positive statistically significant correlation at the level of less than (0.001), also, the validity and the acceptance of this model has been confirmed by examining the value of (F) which was (125.152)and the level of significance (.000), which requires rejection of the null hypothesis (H02) which states that there is no statistically significant relationship between the marketing research as a component of the making information system and marketing decision-making in Jordanian shareholding medicines producing companies, and accept the alternative hypothesis (Ha2), which indicates a statistically significant relationship between the marketing research as a component of the making information system and marketing decision-making in Jordanian shareholding medicines producing companies. A marketing decision support system is a decision support system for marketing activity (AMA, 2013).The system is used to help businesses explore different scenarios by manipulating already collected data from the past events. It consists of information technology, marketing data, systems tools, and modeling capabilities that enable it to provide predicted outcomes from different scenarios and marketing strategies (Wierenga et al, 2000). According to Nikolaos and Yannis (2003), marketing decision support system assists decision makers in different scenarios and can be a very helpful tool for a business to take over their competitors (Cassie, 1997). Also, shaker (2011) find out that the mean value of adopting and utilizing decision support system (DSS) in taking the right decision making was (4.09) with std. deviation value (0.4368), which means that there is a significant relationship and positive attitudes toward decision support system (DSS) variables because their means are above the mean of the scale (3). To investigate this hypothesis, simple regression analyses was applied. The result shows that there is a relationship between decision support system (DSS) and the possibility of the right decision making as r. Value reached (0.442), F. Value Reached (40.827) by significant (0.00). One of DSS biggest benefit according to Wikipedia is that it can help to predict the outcome of different scenarios. It can help businesses to save money by preventing failures and put them towards a better cause. Claire (1997) stated that decision support systems can help businesses to save time as well. 

2.4 Summary 
	This chapter revealed the literature of authors in line with the study. Under the conceptual review, areas such as concept of marketing information system, components of marketing information system, internal records (data bases), marketing intelligence, marketing research, decision support system, decision-making, organizational decision making, the Nigerian telecommunications industry, conceptual framework, theoretical review, system theory and empirical review were treated. The chapter also reviewed system theory which is significant to the study. Theoretical framework was designed as well. Finally, empirical studies were discussed.

[bookmark: _Toc410482045]





















[bookmark: _Toc414371463]CHAPTER THREE: RESEARCH METHODOLOGY
[bookmark: _Toc410482046][bookmark: _Toc414371464]3.1 Introduction
	This section presents the methodology used in conducting the research study, it explains the method techniques and instruments used in data collection, analysis and it’s presentations to meet the objectives of the study.
This chapter discusses the research design, the population and the area of the study, data collection methods, data processing and analysis, data quality control, and finally shows the limitations encountered during the research.
[bookmark: _Toc390709144][bookmark: _Toc390709752][bookmark: _Toc390712815][bookmark: _Toc410482047][bookmark: _Toc414371465]3.1.1 Research Design 
	The study used a case study approach of Insurance Company whose head quarters are located in Kwara State. This was adopted to represent all companies in insurance which might be using marketing information system to reach effective decision but because of the limited resources (i.e., time and money), this limited the researcher to carry out the study for more than one company, hence the adoption of a case study of Insurance Company in Nigeria.
[bookmark: _Toc390709145][bookmark: _Toc390709753][bookmark: _Toc390712816][bookmark: _Toc410482048][bookmark: _Toc414371466]3.1.2 Study Population.
	The study area include the managing director, head of marketing department, head of information technology (IT) department, other departments who participate closely with those departments and few middle employees of the mentioned departments. According to Grinnell and Williams (1990:188)”population refers to the totality of persons of objects within which the study is concerned.
[bookmark: _Toc390709146][bookmark: _Toc390709754][bookmark: _Toc390712817][bookmark: _Toc410482049][bookmark: _Toc414371467]3.1.3 Sample selection
[bookmark: _Toc390709147][bookmark: _Toc390709755][bookmark: _Toc390712818]	The sample under study was selected purposively mainly from the top management. This was due to the fact that, the phenomena under study was mainly a responsibility of the heads of departments, and besides, these departments were more knowledgeable in as regards the intentions and requirement for the topic under the study. So the researchers’ sample selection was 34 respondents. One managing director, three heads of departments that are the head of marketing department, 2 heads of information technology (IT) department. 5 co-directors and the rest were chosen from middle employees in those departments 
[bookmark: _Toc410482050][bookmark: _Toc414371468]3.1.4 Sample Size
	The sample used in this research were selected or determined scientifically. This was eliminating chances of sampling errors that can cause lack of accurate representation. Purposive
 Sampling was used for selecting heads of departments.
Not all employees were included in sample. This research was used data from a sample of 34 respondents.
S=N/1+N (E )2   where S= sample size
N= total population and 
E = level of precision 10%.
S=34/1+34(0.1)2=34.34
This includes both male and female respondents. Manheim, JB and RICE RC (1995: 448) said that a sample is “a small group of cases drawn from and used to represent some larger group, it is a subset from a larger population”.
Laurence (1990:7) defines a sample as a collection of observation representing only a portion of population. Only a few randomly selected observations are met and the resulting sample then provides information for drawing conclusion about the population. It means that it is not necessary to select all employees to respond but a representative should give a good result.
[bookmark: _Toc390709150][bookmark: _Toc390709758][bookmark: _Toc390712821][bookmark: _Toc410482051][bookmark: _Toc414371469]3.2. Sources and Data Collection Methods.
[bookmark: _Toc390709151][bookmark: _Toc390709759][bookmark: _Toc390712822][bookmark: _Toc410482052][bookmark: _Toc414371470]3.2.1 Sources of Data.
	The research used primary and secondary sources of data. Primary data were obtained through administering questionnaires and through observation. Secondary data were obtained through research document already existing. 
[bookmark: _Toc390709152][bookmark: _Toc390709760][bookmark: _Toc390712823][bookmark: _Toc410482053][bookmark: _Toc414371471]3.2.2 Data collection methods.
	 Questionnaires, through focus groups and document study are the data collection methods that research used.
[bookmark: _Toc390709153][bookmark: _Toc390709761][bookmark: _Toc390712824][bookmark: _Toc410482054][bookmark: _Toc414371472]3.2.3 Observation.
	Observation is a method of data collection that employs vision as its major method of that collection. The observation does not involve questioning therefore it is an indirect methods of collecting data since in most cases information is collected without the knowledge of the respondents but the researcher did not use the observation method because questionnaires were sufficient to the researcher to conduct the research and to analyze his objectives.   
[bookmark: _Toc390709154][bookmark: _Toc390709762][bookmark: _Toc390712825][bookmark: _Toc410482055][bookmark: _Toc414371473]3.2.4 Data Collection Methods
	Questionnaire was used as a tool of collecting data because it is easy to administer and saves time. The questionnaire used contained both structured and un-structured questions were filled in by the respondents. In the structured questions, the researcher obtained responses according to the subject while in the structured questions; respondents were asked to give their own ideas. The questions were clear in that, they presented in the exactly the same wording and in the same order so as to ensure that all the respondents were able to reply to the same questions as commended by Churchill (1992).
Structured questionnaires contained both pre-coded and opened-ended questions were the main method that was used to collect data from respondents. It means that to attract information about the tigo policy provisions for MIS, the resources for conducting decision making. The researcher chose to use questionnaires because they facilitated to get more and significant information from respondents, easy to administer and saved time.
[bookmark: _Toc390709156][bookmark: _Toc390709764][bookmark: _Toc390712827][bookmark: _Toc410482056][bookmark: _Toc414371474]3.2.5 Document Study or Library Search
	In this method of data collection documents related to the study were analyzed. These include files from Nigeria and policy papers, magazines, government policy documents, and so on. document study has got some of the advantages: documentary method enabled the researcher to study the past events and issues and it is a quick and easily accessible method and documentary research is more economical than other types of research hence helps the researcher to use low costs.
The information, which is got from documentary method, would be of high quality. Another advantages of document study according to Baily (1987) in that it allows a research on a subject to which the researcher does not have physical access and thus cannot be able to study by any other method.
Document study or library search also played a big role in gathering secondary data about the research.
The researcher had regular contacts with resource center or library materials such as text books, reports, internet and other specific documents and file about marketing information system in Nigeria. This intended to get vital information about the subject of the study particular current Nigeria policies, which cannot easily be obtained by interviewing and using questionnaires.
[bookmark: _Toc410482057][bookmark: _Toc414371475]3.2.6 Primary data
 
· Interview and discussion with the top management of Insurance company in Nigeria together with some middle members of marketing and information technology departments.
· Questionnaires were given to all who are concerned in marketing insurance policies for the company especially the area of marketing using marketing information systems.
· Observations during the research process and especially through interviews and discussions were very fundamental in establishing the effectiveness of marketing information system on the marketing insurance policies. The primary data sources therefore were mainly used to clarify confirm or explain the results revealed by the secondary sources and any other relevant information that could not be disclosed by the existing records.
[bookmark: _Toc410482058][bookmark: _Toc414371476]3.2.7 Secondary data 
The research relied upon the following data:
· Analysis of documents and records pertaining to the company, which include: among others sales records, supplier data, production schedule.
· Use of text books, publication, websites and other relevant materials from libraries.
[bookmark: _Toc390709157][bookmark: _Toc390709765][bookmark: _Toc390712828][bookmark: _Toc410482059][bookmark: _Toc414371477]3.3 Data Processing and Analysis
	Data processing, in doing data processing, questionnaires were interpreted and responses were recorded. After coding, the data were analyzed using statistical procedures and tests like tabulations, percentages, and so on. The data was organized by the researcher collecting all the required information and placing the values responses in different categories.
[bookmark: _Toc390709158][bookmark: _Toc390709766][bookmark: _Toc390712829]This involves techniques that were used to organize data in a more meaningful manner.
[bookmark: _Toc410482060][bookmark: _Toc414371478]3.3.1 Coding
[bookmark: _Toc390709159][bookmark: _Toc390709767][bookmark: _Toc390712830]Coding was used in this study as a process of summarizing the data by classifying the different responses which were given into different categories for easy manipulation. It was consisted of constructing the coding frames and coding answers. 
[bookmark: _Toc410482061][bookmark: _Toc414371479]3.3.2 Data Quality Control
To ensure the quality of the data, the researcher was pre-test the questionnaire before it was used in this research work. One week prior to distributing 21 questionnaires; 13 sample questionnaires were answered by Nigeria staff and unclear, similar or repeated elements were identified and corrected.
[bookmark: _Toc390709162][bookmark: _Toc390709770][bookmark: _Toc390712833][bookmark: _Toc410482064][bookmark: _Toc414371482]3.4 Data Analysis
	All the data were presented on frequency tables for easy comparison. The data were analyzed qualitatively and quantitatively. The qualitative data was got from the responses, which were delivered through informal interviews. The analysis was done through description of specific issues.
The quantitative data was gotten from the responses that were given in the questionnaire.
The analysis involved description of the differences that existed in the percentage representation.
[bookmark: _Toc390709163][bookmark: _Toc390709771][bookmark: _Toc390712834][bookmark: _Toc410482065][bookmark: _Toc414371483]3.5 Limitations of the Study 
Through the whole process of data collection, the researcher encountered the following problems.
· There was a problem of hoarding of information, as some documents requested by the research were not availed to her/his. Thus the researcher had to use the only available data
· Time and financial constraint. This hindered the carrying out of comprehensive research for at least more than one company. 
[bookmark: _Toc390709164][bookmark: _Toc390709772][bookmark: _Toc390712835]

[bookmark: _Toc410482066][bookmark: _Toc414371484]CHAPTER FOUR: DATA ANALYSIS AND FINDING
[bookmark: _Toc410482067][bookmark: _Toc414371485]4.0 Introduction
	This chapter shows the findings of the research on the topic. It is composed of two parts. The first part shows the profile of Insurance company in Nigeria and the second part attempts to analyze, interpret and present data collected from respondents of Insurance company in Nigeria relation to the objectives of the study.
[bookmark: _Toc410482078][bookmark: _Toc414371496]4.1 Data analysis and interpretation
	This section shows the results from the questionnaires distributed to the respondents of Insurance Company in Nigeria Telecommunication Company, these questionnaires were asked to one manager, head of marketing department, related departments which work in hand to hand with marketing department and other middle employers in those departments, and below are their responses summarized.
[bookmark: _Toc414292672]Table 4.1 Distribution of respondents according to the gender
	

	
	Gender
	Number of respondents
	Percent (%)

	
	Males
	24
	70.6

	
	Females
	10
	29.4

	
	Total
	34
	100


Source: field survey 2025
    As shown in table 4.1, the biggest numbers of respondents are males constituting 70.6% of the total number of respondents. Female respondents constitute only 29.4% of the total number of respondents this was considered to show how different gender perceive the concept of marketing information system and how much they think it marketing policies.





[bookmark: _Toc414292673] Table 4.2: Distribution of respondents according to their age
		Age
	Number of respondents
	Percentage total

	20-30
	7
	20.6

	30-40
	18
	52.9

	40-50
	8
	23.5

	51-and above
	1
	2.9

	Total
	34
	100





Source: field survey 2025
	Table 4.2 shows that majority of respondents are those falling in the age bracket of 30 to 40 constituting 52.9% of the total number of respondents, followed by those falling in the age limit of 40 to 50 constituting 23.5% of the total number of respondents, 20.6% belong to the age group of 20 to 30 and finally, the table indicates that there is only one respondent in the age bracket of 50 and above. This was considered because age affects how a person may apply MIS and how he/she may utilize it to insurance policies.
[bookmark: _Toc414292674]Table 4.3: Time spent by employees in employment of insurance company in Nigeria
		Time spent
	Number of respondents
	Percentage of total

	1-2 years
	10
	29.4

	2-3 years
	17
	50

	3 and above
	7
	20.59

	Total
	34
	100





Source: field survey 2025
As indicated table 4.3, the majority of respondents (50%) has spent 2 to 3 years and is followed by those who spent 1 to 2 years consisting spent 29.2%, and only 20.59% have spent more than three years in the company. The researcher took this into consideration because time spent by the employee in using the system in a company helps him/her to improving their insurance policies.
[bookmark: _Toc414292675]Table 4.4: Education level of respondents
	Category
	Number of respondents
	Percentage total

	Masters
	3
	8.8

	University
	24
	70.6

	Associate degree
	7
	20.6

	Total 
	34
	100


Source: field survey 2025
As shown in this table 4.4 above, the majority of respondents (70.6%) have university level education followed by those with associate degrees consisting of 20.6%, then 8.8% with masters’ degree. This was considered because the level of education of person of a person shows with his respective standard applies MIS to favor him insurance  and at least the table shows all the respondents are at standard which facilitates them to apply MIS effectively.
In the group of respondents there were no other levels of education except the mentioned ones that’s why the researcher never bothered to include them in the table.
[bookmark: _Toc410482079][bookmark: _Toc414371497]4.3.2: views and opinions about MIS in Tigo Rwanda Ltd Company
This puts in light respondents views and opinions about marketing information system in Tigo Rwanda.
[bookmark: _Toc414292676]Table 4.5:  respondents ‘view whether MIS is necessary for their company
		Response
	Number of Respondents
	Percentage to total

	Yes
	23
	67.6

	No
	11
	32.4

	Total
	34
	100





Source: Primary data 2025
From the table 4.5, 67.6% of the respondents agree that marketing information system is necessary to their company, where as 32.4% of the total respondents disagreed that marketing information system is not necessary to the company. But basing on the researchers’ view those who disagreed have little knowledge about the system hence finding it unnecessary for the company.
[bookmark: _Toc414292677]Table 4.6: Respondents’ agreement whether MIS is used as a decision making contributing factor in Tigo
		Responses
	Number of Respondents
	Percentage to total

	Agree
	34
	100

	Disagree
	0
	0

	Total
	34
	100





Source: Primary data 2025
The finding in the above table shows that 100% agree that Tigo Rwanda uses marketing information system as a contributing factor for decision making and none of respondent disagreed that MIS is not used as a contributing factor for decision making. This table was included because many companies in Rwanda do not apply the system for decision making that’s why it was necessary to find out if Tigo as a company uses the system as a contributing factor for decision making.
[bookmark: _Toc410482080][bookmark: _Toc414371498]4.3.3 The relationship between Marketing information system and degree of decision making.
This gives the findings from respondents’ understanding of the degree of marketing information system being a factor for effective decision making.
	[bookmark: _Toc414292678]Table 4.7: Extent to which respondents’ believe that decision making is effective as a result of MIS
	Nature
	Number of respondents
	Percentage to total

	Strongly agree
	15
	44.1

	Agree
	13
	38.2

	Disagree
	4
	11.8

	Strongly disagree
	2
	5.9

	Total
	34
	100





Source: primary data 2025
The findings in the above table indicate that 44.1% of the sample size strongly agree to come all time to right decision as they based their decision making process on the accurate and reliable information provided from marketing information system designed for the purpose they asserted taking a greet care while making decisions, as they are conscious of the consequence of the wrong decision. 38.2% of the respondents agree, whereas 11.8% and 5.9% of the respondents disagree and strongly disagree as the table 4.7 depicts it that decision making is not effective as a result of marketing information system.
	[bookmark: _Toc414292679]Table 4.8: Respondents’ views on which type of marketing information is needed most for effective decisions.

	Information
	Number of respondents
	Percentage to total

	Company records
	8
	23.5

	Competitor’s records
	4
	11.8

	Customer profile data
	9
	26.5

	Government data
	1
	2.9

	All
	12
	35.3

	Total
	34
	100


Source: Primary data

As table 4.8 shows that to the total number of respondents who indicated that marketing information which is most needed to make effective decision, 35.3% indicated that Tigo Rwanda Ltd needs all the above information to make effective decision, followed by 26.5% who indicated that customer profile data is needed for effective decision making,23.5% think company records is the most needed information to make decision whereas 11.8% take competitors records more use full and finally only 2.9% believe that Government data is needed mostly for effective decision making.
[bookmark: _Toc414292680]Table 4.9: Respondents’ views on which areas marketing information is effectively applied for effective decision making.
	Areas
	Number of respondents
	Percentage to total

	Design package
	13
	38.2

	Pricing
	7
	20.6

	Distributing
	8
	23.5

	Promotions
	6
	17.6

	Total
	34
	100


Source: Primary data
The table 4.9 shows that 38.2% of the total respondents indicated that marketing information is effectively applied for decisions in design package area,23.5% indicated that marketing information is most applied in distributing decisions, followed by 20.6% who indicated that marketing information is needed most to make decisions on pricing a product or service, then, 17.6% indicated that marketing information is effectively applied in decisions on how to go about promoting a product.
Basing on the researcher’s point of view and the results from the table 4.9, depicts that percentages to total are almost equal which shows that marketing information is almost applied for effective decisions in all the  four areas mentioned in the table.





	Four areas mentioned in the table.
[bookmark: _Toc414292681]Table 4.10: Decision-making behavior
	


	Response
	Daily
	Weekly
	Monthly

	Times
	Frequency
	%
	Frequency
	%
	Frequency
	%

	One
	2
	18.1
	2
	11.8
	
	

	Two
	4
	36.4
	5
	29.4
	1
	16.7

	Three
	3
	27.3
	4
	23.5
	1
	16.7

	Three And Above
	2
	18.1
	6
	35.3
	4
	66.6

	Total 
	11
	100
	17
	100
	6
	100


Source: Primary data


However, those respondents who agreed that effective decision making is a result of marketing information system argues that it’s not the only tool they use, they say it is interplay of many tools among which they mentioned; management information system, accounting information system.
All the operations involve taking a decision. The table above shows how often a respondent is taking a decision either on daily basis, weekly basis, or monthly basis. The table presents respectively the number of time a decision is daily made, the time of times a decision is weekly made and the number of time a decision is monthly made.

[bookmark: _Toc414292682]Table 4.11: Respondents’ view on whether the costs of using marketing information system are justifiable in relation to its benefits.
	Response
	Number of respondents
	Percentage to total

	Yes
	28
	82.4

	No
	6
	17.6

	Total
	34
	100


Source: Primary Data 2025
The findings in the table 4.11 shows that 82.4% indicates that the costs of using marketing information system is justifiable in relation to benefits, as some of the respondents added that the more costs engaged the more benefits we get. While 17.6% of the total respondents indicated that the costs engaged in using marketing information system are not justifiable in relation to the benefits the reason is because that many employees are not used to the system, there by not exhausting it despites of much costs the company uses to boost it.
[bookmark: _Toc410482081][bookmark: _Toc414371499]4.3.4 Problems faced by marketing information users in making effective decisions
The researcher wanted to find out which major problems are encountered by marketing information users and the respondents gave out the following:
1. Lack of information
2. Information overload
3. Insufficient equipment
4. Lack of adequate knowledge about marketing information system and its role in decision making
5. Poor information resource management
6. Down turn and unplanned information
7. Lacks of enough technology know how
8. Lack of appropriate information specialists to facilitate marketing information system.

[bookmark: _Toc410482082][bookmark: _Toc414371500]4.3.5 The major problems encountered in decision making
The researcher wanted to know the problems the decision makers meet while making decisions, and the respondents outlined the following:
1. Lack of sufficient time devoted in decision making process;
2. Stress associated with the assigned responsibilities;
3. Environmental changes that require a huge information needs that is difficult to find at times;
4. Challenging task of evolution all possible alternatives without a support of updated software.
[bookmark: _Toc410482083][bookmark: _Toc414371501]4.3.6 Impact of such problems to their company
The researcher wanted to know the impact of such problems to their company. The respondents’ said the decisions are delayed to be taken thereby causing instability in the working procedure. Secondly, it doesn’t give assurance to its benefits therefore sometimes the company finds it hard to incur more costs when the benefits are not justifiable to the benefits no matter how useful it is.
[bookmark: _Toc414292683]Table 4.12: Respondents’ view whether have strategies to improve MIS for effective decision making
	Response
	Number of respondents
	Percentage to total

	Yes
	33
	97.1

	No
	1
	2.9

	Total
	34
	100


Source: Primary data 2025
Table 4.12 indicates that 97.1% of total respondents agree that Tigo has strategies to improve marketing information system since many respondents asserted that the company is always carrying out several training on how to apply it as well availing enough equipment to support it because they believe without marketing information includes company data which includes sales results, production schedule, supply data not only this but also the competitors records, customer profile data, government data while only 2.9% argued that there are no strategies to improve it because herself does not see any.
[bookmark: _Toc410482084][bookmark: _Toc414371502]4.3.7 Managers suggestions on how MIS should be improved for effective decision making.
The researcher wanted to know if the management had some solutions on how marketing information system can be improved in order the information got should really used to make effective decision which will boost the company. The following were suggestions put forward by managers
1. Give well training sessions to MIS users
2. Make stability of MIS there by employing technicians always to be around to make it stable when ever any problem arises
3. Accurate MIS to the company’s market share
4. Availability of enough equipment to facilitate MIS
[bookmark: _Toc390709170][bookmark: _Toc390709787][bookmark: _Toc390712850][bookmark: _Toc410482085]
[bookmark: _Toc414371503]






CHAPTER FIVE: 
RECOMMENDATIONS AND CONCLUSION
[bookmark: _Toc390709172][bookmark: _Toc390709789][bookmark: _Toc390712852][bookmark: _Toc410482086][bookmark: _Toc414371504]5.0.   Introduction
	This chapter presents the summary of the major findings, the general conclusion drawn from the study. As the objective of this study was to analyze marketing information system as a contributing factor for effective decision making, it also discusses conclusion drawn on the finds of the study and finally the recommendations.
[bookmark: _Toc390709173][bookmark: _Toc390709790][bookmark: _Toc390712853][bookmark: _Toc410482087][bookmark: _Toc414371505]5.1. Summary of Findings
 	This study was intended to analyze the role of marketing information system on the marketing of insurance policies, main findings were found and presented according to objectives of the researcher. The study presented the general introduction, the literature review, the research methodology, and the interpretation of findings. The analysis and interpretation of the collected data was done in relation to objectives of the study and research questions mentioned in the study.
	 The research study found out that marketing information system in Nigeria Contributes a lot to their insurance policies; however the findings indicated that there is lot of problems encountered while applying the system to make effective decision for example lack of technology know how, information overload and more which were mentioned in previous chapter but due to its importance has put up some strategies to overcome such problems hence helping them to increase their market share.
[bookmark: _Toc410482088][bookmark: _Toc414371506]5.2 Conclusion
	The conclusion for this research is drawn from the data analysis and the main findings found out as the respondent reaction on the questions. The majority of the respondents found marketing information system to be a factor or a tool to decision making. Hence we can conclude that it is a decision making tool as it plays a vital role to provide marketing managers with the information needed to operate their different functions.
The majority of the respondents agreed that marketing information system is very close to insurance policies because without information. ”a final product of marketing information system” it would be very difficult. If not, a guessing attempt to make appropriate decide reflecting both problem solving aspect and organizational policy regarding guideline. It is thus obvious that marketing information system is in relation to all activities in the company where decision making seem to be at the centre of the other managerial activities.
Therefore in conclusion information source should be considered as any other organizational source thus it needs to be managed properly.
[bookmark: _Toc410482089][bookmark: _Toc414371507]5.3. RECOMMENDATIONS 
The following recommendations will help increase more the level of performance within the organization as revealed by the study. Research findings revealed areas that need an upright hand. It is on this ground that the researcher offers the following recommendations:
· It is recommended that marketing information needs should be handled carefully by using computer-based system as far as insurance policies is concerned.
· Marketing information system should be improved on regular basis so that it could meet technological revolution. This may result in reducing the paper work and improve insurance policies quality.
· The employees involved in information processing to insurance policies should be given a training program on regular basis.
[bookmark: _Toc410482090][bookmark: _Toc414371508]5.4 Suggestions for further research  
Further research can be conducted on the following topics
· The role of other information’s in insurance policies for example accounting information, financial information.
· To find out how marketing information system can help a company in competitive environment.
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INTRODUCTION LETTER
Dear respondents
I am final year student at university of Rwanda carrying out a research entitled :Impact of marketing information system on the marketing of insurance policies in kwara state :a case study of  insurance company in Nigeria>>. This research is a prerequisite for the award of Bachelors degree in business information technology.
This is to solicit your support and kind request you to answer the following questions with all honesty.
I would greatly appreciate it if you would take time to complete the attached questionnaire. The researcher provides guarantee of total confidentiality of the information given to her and confirms that all it will be solely used for academic proposes.
             
          Your positive response and co-operation is highly appreciated
                                                 



QUESTIONNAIRES
You are kindly requested to answer the questions below by using a tick to show the most appropriate answer that fits your response, where requested, please give detailed information.
(a) BACKGROUND OF  THE RESPONDENT:
1. What post do you hold in the company?
a) Executive level 
b) Directorate level
c) Division level
d) Department level
2. Sex
a) Male
b) Female

3. Age group
a) 20-30
b) 31-40
c) 41-50
d) 51 and above

4. Education level
a) Secondary level
b) University level
c) Masters level
d) PhD level

(b) GENERAL QUESTIONS

5.Do you use Marketing information system in your company?
(a) Yes 	(b) No 
6. Do you think marketing information system is necessary to your company?
(a) Yes 	(b) No 
7. Do you have an appropriate information processing specialists to facilitate marketing information system?
(a) Yes 	(b) No 
8. Do you think marketing information system helps you in marketing effective decisions?
(a) Yes 	(b) No 
9. If yes, to what extent?
………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
10.What type of information do you need in order to make the decisions?
a) Company records
b) Competitors’ records
c) Customer profile data
d) Government data
e) All
11.What are the areas in which marketing information is effectively applied for decision making?
a) Design package
b) Pricing
c) Distributing
d) Promotions

12.How many times is the decision made in your company?
a) Daily
b) Weekly
c) Monthly
13. Do the decisions made impact the company’s market share?
(a) Yes 	(b) No 
14. If yes,
Explain……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
15. Is there any mechanism to obtain data regularly on the existing customer needs?
(a) Yes 	(b) No 
16. What are the costs of obtaining marketing information?
(a) Bearable  	     (b) Unbearable 
17. Are the costs justifiable in relation to benefits?
(a) Yes 	(b) No 
18.Ifyes,explain?................................................................................................................................................................................................................................................................................
19. Do you encounter some problems while applying marketing information system to make decisions?
(a) Yes 	(b) No 
20. If yes, explain…………………………………………………………………………………………………………………………………………………………………………………
21. What is the impact of such problems to you company and particularly on decisions made?
……………………………………………………………………………………………………………………
22. Do you have strategies to overcome such problems?
(a) Yes 	(b) No 
23. If yes, what are those strategies?
a) ………………………………………………………………………………………
b) ……………………………………………………………………………………
c) ……………………………………………………………………………………
d) …………………………………………………………………………………..
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