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ABSTRACT
The research work is designed on Impact of marketing Information System on the marketing of organization. Marketing Information policies is the means of having a perfect means of consumer goods’ ideas to the consumers that helps in growth for the company. The objective of the study is to examine the theoretical meaning of Marketing to the Insurance policies. The research methodology /data analysis used under the study based on the data gathered from both primary and secondary sources. The primary sources include personal interview and the uses of questionnaire while the secondary sources are from news paper, magazine, and Annual Reports. The researcher after attempts to accept or reject the hypothesis on the basis of statistical information about the population obtained from a probability sample, and analyze the effect of any advance postulation on the services being rendered by Ilorin market and make predictions based on the result of the test.

















CHAPTER ONE
1.0   INTRODUCTION
1.1 BACKGROUND OF THE STUDY
In carrying out Marketing Analysis, Evaluation and Distribution, Marketing Managers need timely and accurate information about customers, competitions, dealers and other forces in the market place.  Marion Herper says the “to manage a business well is to manage its future and to manage the future is to manage information”. (Kolter G. 1988).
During the past century, most companies were small and knew their customers first hand, managers pick up marketing information by starting around people observing them and asking them questions.  In this present century, many factors have increased the need for more and better information management.  As companies expend into national and international markets, they need more information on large and more distant markets.
As income increase and customers become more selective, managers need better information about how customers behave to different products.  Marketing managers need information on the effectiveness of their marketing tools.  In today’s rapidly changing environments, managers need much better up- to –date information to make timely decision.
Marketing Information System (MIS) begins and ends with the marketing managers to assess their information needs and also develop the needed information from internal company records, marketing intelligence activities and marketing research process.  In addition, the marketing information system distributes information to managers in the right form and at the right time to help them in marketing planning, implementation and control (Lancaster, k. 1993).
By accessing information needs, a good marketing information system balances the information managers would like to have against what they really need and what is feasible to offer. Sometimes MIS cannot supply all the information managers are requesting for. MIS must therefore, watch the marketing environment and provide decision makers with information they should have to make key marketing decisions.  More so, developing information is required for making day to day planning, implementation and control decision.  The development of information is subdivided into three (3): Internal Records (Report), Marketing Intelligence and Marketing Research.
In insurance, the insurance policy is a contract (generally a standard form of contract). This contract is between two parties (The insured and the Insurer), The insured also known as the policy holder, which determines the claims which the insurer is legally required to pay, in exchange for payment, known as the premium the insurer  pays for damages to the insured which are caused by covered perils under the policy language. Insurance contract are designed to meet specific needs and thus have many features not found in many other types of contracts.
The insurance contract is contract is a contract whereby the insurer will pay the insured (the person whom benefits would be paid to, or on the behalf of) if certain defined events occurs. (Golier 2003).
Most companies of today are faced with the problem of declining level of sales.  Therefore, marketing information system as related to the marketing of Decision making in Organization is intended to improve the general level of awareness of insurance about insurance product and services.
1.2   STATEMENT OF THE PROBLEM
Paramount problem as regards to the decline in the level of sales in most insurance companies in Nigeria is due to insufficient marketing information system.  This situation led the researcher to undertake a research work to know how to improve the standard of marketing information system, and to know the roles that could be played by the marketing information system in enhancing of Decision making in Organization in Nigeria. The problem to be examined here is: How marketing of Decision making in Organization could be improved and maintained with the MIS.


1.3 RESEARCH QUESTION
i. What are the ways of improving the effectiveness of marketing information system in the marketing of Decision making in Organization?
ii. What is the extent to which marketing information system has improved the sales margin of companies in Nigeria?
iii. What is the attitude of management towards the improvement of marketing information system in the marketing System of the Organization?
iv. Are there any other methods of enhancing sales of insurance apart from marketing information system in your organization?
1.4 OBJECTIVES OF THE STUDY
The main objective of the study is to examine the impact of marketing information system on the marketing of Decision making in Organization. The specific objectives are as follows:
i. To examine the ways of improving the effectiveness of marketing information system in the marketing of Decision making in Organization.
ii. To find out the extent to which marketing information system has improved the sales margin of companies in Nigeria.
iii. To find out management attitude towards the improvement of marketing information system in the marketing System of the Organization.
iv. To find out if there are any other method of enhancing sales apart from marketing information system in your organization.
1.5	RESEARCH HYPOTHESES
H0: Marketing information system has no significant effect on the marketing of Decision of the Organization.
Hi: Marketing information system has significant effect on the marketing of Decision of the Organization.
1.6	SCOPE OF THE STUDY
The study limits scope to some selected Organization in Ilorin, and real life insurance plc
1.7	SIGNIFICANCE OF THE STUDY
The significance of this study cannot be over emphasized as it will assist insurance organization embarking on marketing information system in establishing a well rooted company through the enhancement of sales.
Secondly, other companies would make diligent reference to this work and it will enable them to meet up with contemporary marketing information system that will improve their level of sales.

1.8	LIMITATION OF THE STUDY
The study is limited to the following limitations:
The level of frankness in response to questions by the respondents is quite doubtful.
Finance: Accessing fund for the research work as difficult and this to a great extent limited the quality of research activity.
Time: The time allocated to the research work was not sufficient to give room for further intensive work on the field of study.
Organization Policy: Policies of the organization limited the level of information received. The personnel of the firms were not willing to give information, stating that it was against the organization’s policy.
1.9	DEFINITION OF TERMS
The researcher took the pains in giving the definitions of some uncommon terms used in this study; this is done in order to make it possible for the project work to have the full knowledge of marketing information system.
The following are some of the related terms used in the study:
Marketing: Marketing is a set of activities that facilitates the exchange of transaction involving “Economic goods and services,” for the ultimate purpose of satisfying human needs.
Information: Information is an acquired knowledge that has meaning.  In most cases, information elicited some sort of reaction or responses on the part of the receiver.
Marketing Research: This may be defined as the objective and systematic collection, recording, analysing interpretation and reporting of information about existing or potential market, marketing strategies and tactics, and the interaction between market, marketing methods and current or potential products or services.
Insurance Policy: In insurance, the insurance policy is a contract (generally a standard form of contract). This contract is between two parties (The insured and the Insurer), The insured also known as the policy holder, which determines the claims which the insurer is legally required to pay, in exchange for payment, known as the premium the insurer  pays for damages to the insured which are caused by covered perils under the policy language.
Marketing Information System (MIS): Is the structure of people, equipment, and procedure to gather, sort, analyse, evaluate and distribute too needed, timely and accurate information to marketing decision makers.




CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION 
2.1	CONCEPTUAL REVIEW
	A conceptual model provided by Kanti Prasad et al. studies the relations between market orientation, marketing competencies, and export performance as well as the role of internet in these relations. The results obtained from survey of 381 manufacturing and exporting companies indicate that combining Internet technology with marketing activities can significantly increase the impact of market orientation on companies marketing competencies and export performance. In this study, to measure the impact of using internet and IT in marketing, 11 indices including the key activities in three dimensions of a company's marketing (the activities related to clients, distribution and sales channels, and marketing research and communications/coordination management) has been used. Prasad et al. (2001) believe that internet has changed many marketing functions and tasks such as mediated inactivation, customer relationship management, mass customization, sales force automation, marketing decision support information, joint cooperation, and coordination. There is another study as “the application of e-marketing, internal conditions and organizational performance in small software businesses” conducted in Austria. In this study, an exploratory analysis has been conducted based on the data collected from 141 Austrian software companies. This study revealed that companies owning strengths in branding, pricing, product diversification, internationalization, and access to new technologies have welcomed and supported e-marketing more. The results of this study show a positive relation between applying e-marketing and organizational evaluated performance factors especially in small firms. The research hypothesis “the use of e-marketing is associated with a stronger competitive position” has been confirmed according to the analyses (Bernroider, 2008). Another study as “integration of internet and marketing operations” emphasizes that acceptance and use of internet for more advanced marketing operations can provide challenging opportunities for companies of all sizes. The study attempts to show what differences can arise in companies (of different sizes) using internet-based advanced marketing practices compared to the companies which do not using these tools. The conceptual model of this research is based on a series of internal and external factors such as the firm size, desire to swallow other companies, entrepreneurial motivations, management support, and market stress. The data of this study has been collected from 379 Swedish manufacturing companies. The results of this study show that the combination of factors on which a company makes decision about using internet-based advanced marketing practices to a large extent depends on the size of the company (Bengisson et al., 2007). There is another study conducted by Asfidany et al. (2011) as “the impact of internet on marketing performance of life insurance” showing that the use of internet can increase the marketing performance of life insurance. The results of this study have been obtained based on analyses and multivariate regression test. Also, the study show that the most important options for the development of life insurance marketing performance using electronic marketing are databases and human resources. 
The other study conducted by Dehghan et al, (2005) as “the marketing process of food producers for using electronic marketing and providing an appropriate model for Iran food industry” shows that there are not necessary conditions for the realization of marketing in Iran. The results of this research have been obtained from studying 150 food manufacturers in Tehran. However, the provided model was confirmed by sales and marketing managers of food producers. The research studies the necessary infrastructures of e-marketing and uses the indices such as hardware and software facilities, marketing and sales managers’ familiarity and access to internet to assess the circumstances needed for the realization of e-marketing. In this study, Philip Kotler’s five-step model (process) of marketing management (1- marketing research; 2- market segmentation and target market selection and localization; 3- marketing mix; 4- implementation; and 5- control and monitor as well as environment, strategy and performance model) has been also used to provide a model for using e-marketing in food industry of Iran. The other study conducted by Hatami G. et al. (2010) as “evaluation of electronic sales strategies of life insurance” assesses the role of e-commercial on marketing development of life insurance industry as well as electronic methods of life insurance sales and advantages and disadvantages of each method. In this research, using network separately in companies, their branches, and sales networks has been selected as the best method. There is another study conducted by Mehrabadi et al. (2010) as “investigating the relationship between entrepreneurship and electronic sales of life insurance” assessing the process of entrepreneurship and its impact on electronic sales of life insurance. In this study, it is emphasized on clients and customer orientation so that it is recommended to organizations planners and decision makers to pay special attention to their clients.
Marketing Information Systems: The marketing information system (MIS) can be defined as a set of structured relationships, where individuals, machines, and procedures intervene, and whose purpose is to generate an orderly flow of pertinent information, coming from internal and external sources. external to the organization, intended to serve as a basis for decisions within the specific areas of marketing responsibility . Information systems have become an essential part of the success of modern organizations and center for decision-making so that it can achieve its objectives. 
Internal records: The internal records and reports of the organization provide many of the information required for the planning, implementation and control process. The sales data for different regions, customers and products are of great importance to the marketing manager, whether in assessing the performance of those areas or products. The sales representatives usually prepare periodic reports on the reactions of competitors in the market to the work of the organization to prepare periodic reports on the reactions of customers with complaints and satisfaction about the performance of services. 
Marketing decision support system: Marketing decision support systems have emerged as a result of the growth and expansion of organizations to help marketing managers improve their capabilities, including a computer system that facilitates procedures for the marketing manager to access information in decision making. It is defined as an internal activity and a computerized and flexible information system that enables managers to obtain the information necessary to make marketing decisions. The system includes a set of software, statistical tools, decision templates and programs designed to assist marketing managers. 
Marketing intelligence: The marketing intelligence system consists of a set of procedures and resources used by managers to obtain daily information of changes in the marketing environment . 
Marketing intelligence is defined as the confidential information that marketing management collects from competitors in the market . In the light of this information, the organization adjusts its marketing plans and programs, and the importance of this information increases as competition increases. 
Marketing research: Marketing research is used to provide information that makes it possible to make decisions that are irregular and reflect problems that the organization faces from time to time, or decisions that need to collect information to help it, such as introducing a new product to the market (which connects consumers and customers to the decision maker). Marketing research is defined as the collection and recording of marketing data or data relating to the marketing problems of goods and services. These problems may relate to any component of the marketing mix. Marketing research activity is related to data collection, analysis and analysis of marketing problems itself. 
Brilliant Financial Performance: Financial performance is the most important part of the organization’s control, linking the cause to the effect, such as the various activities to the reduction of costs, as the main influence of organizations, as results not only for financial purposes but for quantitative performance, Financial performance is defined as a set of financial instruments that help determine the actual status of the organization’s performance, by measuring profitability and liquidity. Brilliant performance represents the level of excellence achieved in management by providing leadership and innovation by focusing on implicit knowledge management. Hence, the organization is able to cope with changes in the external environment, This will achieve brilliant financial performance, this term has recently developed to express the organization’s ability on adapting the current situation and determining the strategic position by reducing costs, increasing profitability and providing different alternatives to liquidity. This is related to the creative and innovative capabilities that are employed within the organization. Liquidity refers to the ability of the organization to maintain a portion of its investment assets in the form of liquid cash, and easy cash deposits. Profitability is defined as the relationship between profits achieved by the company and investments, it is a key objective for all companies and investors, and important tool for measuring the efficiency of management.
Market Intelligence Process
[bookmark: page24]Market information is an important element to decision making in organizations. It helps managers make optimal decision that would enable the attainment of set objectives. MI relies upon exceptionally created programming instruments and scientific abilities highly proficient individuals to give market information, proficient skill and promoting understanding. According to Mbole (2016), market intelligence plays a key role in the competitive market processes which regulate prices charged for goods and services rendered by an organization. An efficient market intelligence system ensures operational efficiency by availing the required market information on buyers and sellers (Crowley, 2009). It avails information on market dynamics that management can rely on in decision making to ensure that they remain competitive. In order to be useful, market intelligence data needs to be received in good time and be detailed enough so as to inform optimal decision making in an organization.
Various market information systems exist which help organizations in gathering, analyzing and dissemination of information as regards the demand and supply of a given product or service in a given market so as to enable optimal decision making. Intelligence system covers four main knowledge areas including: competitor intelligence, products/ services intelligence, market intelligence, and customer intelligence. Moniotoring competitors in an industry are important because it provides necessary knowledge that enables prediction of their next moves and how such moves are to affect the organization. Competitor intelligence enables an organization to take optimal advantage of their weaknesses while at the same time strategizing to undermine their strengths. Customer intelligence enables organizations in predicting the target buyers’ responses to different product/service features, styles and other attributes. Proper use of market intelligence enables organizations to develop appropriate products for different markets hence can engage in product differentiation and brand development. Customer intelligence also enables an organization to understand the appropriate advertising and sales promotional strategies to adopt for optimal effect on sales.
[bookmark: page25]There  are  seven  distinguished  stages  in  market  insight:  perceiving  and  building  up Market knowledge (April and Bessa, 2005), which incorporate the requirements for the organization, overcoming limitations, recognizing sources and then continuing to gather the crude data, change of crude data into client esteemed market intelligence, analyses and value-adding techniques, preparing, introducing and imparting market insight in an auspicious way, securitization of the knowledge and expected ways of spread, utilizing the market insight as a part of basic leadership and making a move, and inspecting of the insight and its related databases, to set up continued significance and connected supportability of the stored knowledge.
Different sources of market intelligence have been identified including: search engines and corporate web sites, newspapers, publications, trade magazines, trade shows and associations, salespeople, suppliers and industry experts, customers and economic data produced by the government among others. Different firms have different methodologies of collecting and disseminating Market intelligence. For instance, some organizations have a well established market intelligence department with specialists tasked with collecting, analysing, interpreting and communicating intelligence information to relevant managers for informed decision making.
2.2	THEORETICAL REVIEW
This study was based on the Knowledge Based View and the resource Based View of the firm. These theories are discussed in detail below:
Knowledge Based View Theory of the Firm
The knowledge-based theory was proposed by Grant (1996) and stresses that knowledge is the most deliberately imperative asset of the firm. It contemplates knowledge as the most deliberately huge strength of the firm (Barney, 1991). Through information and abilities possessed, a firm can increase CA, since it is through this arrangement of learning and aptitudes that a firm can enhance new items and forms, or enhance existing ones more proficiently as well as successfully (Grant, 1996).
[bookmark: page22]Its defenders (DeFillippi and Arthur, 1998; Hobday, 2000; and Wathne, Roos and Krogh, 1996) maintain that since learning based assets are by and large difficult to imitate and socially mind boggling, heterogeneous data bases and capacities among firms are the chief determinants of continuous CA and prevalent corporate performance. This learning is embedded and conceded through different substances including legitimate culture and character, systems, plans, reports, structures, and specialists. Beginning from the essential organization literature, this perspective develops and expands the Resource-Based View of the firm (RBV) initially progressed by Edith Penrose (1959) and later reached out by others (Wernerfelt, 1984).
Several scholars have applied KBV in their studies to help explain how organizations gain competitive advantage in a givern market. For instance, Theriou, Aggelidis and Theriou (2009) explored the relationship between the RBV and the KBV, by looking at the relative effect of firm particular resources and information capacities on the company's CA. A composite model is proposed which expounds upon both points of view causal rationale as for the conditions significant for the firm achievement. Eisenhardt and Santos (2002) sought to establish whether KBV was a new theory of strategy. The findings show that KBV is a theory that connects autonomous factors to a particular origination of firm performance that goes past the bits of knowledge given by the resource-based view and the related dynamic capacities approach
The Resource-Based Theory
The resource-based view was developed by Penrose (1959) and explains the manner in which an organization can make use of unique bundle of resources to gain and sustain competitive advantage in the market. The theory believes that the combined bundle of resources make firms unique and difficult for replication hence the sustainable advantage.
[bookmark: page23]The theory holds that resources are significantly heterogeneous across industries and imperfectly immobile which means that the resources owned by one organization cannot be replicated by another organization (Hunt & Derozier, 2004). This therefore means that an organization can attain unrivaled performance through More advanced CA strategies achieved by use of unique, high esteem and uncommon institutional resources at their disposal.
Resources of the firm can be considered as sources of info that encourage the organization to play out its exercises. All resources that an association has might not have vital pertinence. Just certain assets are fit for being a contribution to an esteem making system which set the association in a place of upper hand. An organization’s asset ought to have four characteristics to give the possibility to CA. Marketing intelligence can be used as a resource possessed which if well utilized can help an organization improve its performance and competitiveness in an industry.
2.3	EMPIRICAL REVIEW
[bookmark: page26]A number of studies have examined the impacts of marketing intelligence on performance of institutions. For example, Waithaka, Bula and Kimencu (2016) examined the impact of strategic intelligence insight on the performance of firms listed on the Nairobi Securities Exchange, Kenya. It is noted that through intelligence, organizations are able to solve their productivity related challenges to remain competitive. According to April and Bessa (2005), an organization’s ability to collect and analyze new information on the operating environment enhances an organization’s ability to make maximum usage of both internal and external business networks.
Hussain, Shah and Akhtar (2016) analyzed the relationship between market orientation (MO) and business performance in little and medium estimated undertakings utilizing conceptual approach. The study noticed that organizations following the MO oblige an open framework which permits them to have a dynamic connection with the outer environment. It is set up that market orientation permits attainment of sustainable CA in firms through effective utilization of the organizational assets. In the findings, the study developed recommendations which analyze the relationship of the measurements of MO and organisation performance. Mahmoud (2011) analyzed MO and business performance among SMEs in Ghana. The study takes note of that MO is exceedingly connected with higher result regarding business profitability.
Navarro-García, Barrera-Barrera and Villarejo-Ramos (2013) studied the effects of market intelligence on the interrelationships between market distances (domestic vs. foreign) perceived by export managers, strategic marketing mix decisions (standardization vs. adaptation) and export performance (growth in foreign sales and satisfaction). The findings indicate a positive relationship between marketing intelligence and firm performance on the global scene.
[bookmark: page27]Trim and Lee (2006) Examined the role of marketing intelligence officers in technique formulation and execution through a survey of a wide literature. The discoveries demonstrate that MI officers should be given a more extensive part all together that they connect with all the more completely in the examination and translation of information and data. MI officers need to build up their aptitude and knowledge base, and receive a proactive position to strategy formulation and execution. By raising their profile, advertising knowledge officers will have the capacity to search out future administration challenges. Senior directors need to set up a viable corporate security framework.
Mochtar and Arditi (2001) analyzed the role of MIS in making pricing approach in development. The MI framework investigated included: marketing data frameworks, marketing research, and choice decision supportive networks. The study recognized twelve profitable sources of data on pricing, including the firm’s own particular business people and other field delegates, printed value records, rumors, inviting clients, wholesaler and other advisory gatherings, offers and citations made by administrative bodies, daily papers/diaries and counseling administrations, yearly and other money related reports, government and different productions, guide request to contenders and contacts with partners among them, unmistakable verification from clients, and advertising overview/look into. The discoveries demonstrate that temporary workers utilize for the most part conventional showcasing insight systems.















CHAPTER THREE
3.0	RESEARCH METHODOLOGY
3.1 	INTRODUCTION
This chapter will be highlighting the research philosophy, the method that was adopted by the researcher, how the research design would look like, the population of study that will be examined and the population size that will be randomly selected, data collection and the ethical aspect of collecting the data. Research methodology is a way to find out the result of a given problem on a specific matter or problem. In methodology, researcher uses different criteria for solving or searching the given research problems. Collis and Hussey (2009) also described methodology as the overall approach to the entire process of the research study.
3.2	RESEARCH DESIGN
	A research design is the step by step guide of the research procedure. The design adopted for the study is exploratory survey design; the exploratory survey design permits the use of a well-structured research instrument for obtain primary data that was used for this study. The design follows accordingly
3.3	POPULATION OF THE STUDY
	This research work population are all Selected Organization in Ilorin, that comprises about 10 companies the work is from Jan – July 2025
3.4	SAMPLE SIZE DETERMINATION
	The sample size refers to the number of elements from the universe or population that was selected to form part of the study. The statistical formula adopted is:
N
Where N= sample size
Z= the research population
O= standard donation
D- Tolerance limit or allowable error
3.5	SAMPLE TECHNIQUE
	The study adopted random sampling technique. All members of the population were represented equally
3.6	INSTRUMENT FOR DATA COLLECTION
	There are various sources of data which could be categorised into two main sources namely: the primary data and secondary data. The methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structures Interview and self administered structured questionnaire which avoided manipulation and increase the quality of research. A total of 15 questions were used for the survey questionnaire. The secondary data came from relevant literatures reviewed.
3.7	METHOD OF DATA ANALYSIS
	Method of analysis involved description and inferential statistics. The description statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other descriptive items such as mean and standard deviations. The inferential analysis was done using simple regression statistical tools.
	These tools were selected because it has functionalities that accommodate the variable of interest. 
3.8	VALIDITY OF RESEARCH INSTRIMENT
	Both the content and face validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contribution as well as the approval of the supervisor. In addition the research variables were validated using factor analysis.
3.9	RELIABILITY RESEARCH INSTRUMENT
	The survey instrument was adopted for this study. A well structured questionnaire and interview were used to measures of dependent & independent variables.



CHAPTER FOUR
4.0	DATA PRESENTATION AND ANALYSIS
4.1	INTRODUCTION
	Data are quantities facts, observation or information in solution and elating to the subject of the study. Basically there are two types of data, primary and secondary data. Data collected forth purpose foe which is collected is called primary data. On the other hand, it is called secondary data when it is used for a purpose after then that for which it is necessary arrangement to collect primary data for his own use while secondary data is collected by someone, a body or government establishment for researches use (Akuezilo 1993, As8ika 1991, Omotosho 1990, Osuol 1983). Instruction
4.2	PRESENTATION OF DATA AND ANSLYSIS
These questions are divided into two section “A” and section “B” 







SECTION “A”   
(1) Personal Data
	Alternative
	No of Respondents
	Respond of Respondents

	Male
	18
	72

	Female
	7
	28

	TOTAL
	25
	100


Source: field survey 2025
From the table above 72% of the respondent were have while 2006 female based on this fact it shows that male staffs are much more than female through this is irrelevance to the study   
(2) Age distribution 
	age
	No of respondent
	Percentage %

	Below 21 years
	-
	-

	21-30years
	5
	20

	31-40 years
	15
	60

	41 years & above
	5
	20

	Total
	25
	100


Source: filed survey 2025
	From the above table 206 if the respondent were been the age of 21 years and 30 years 60% were between 31 years and 40 years while 206 21 years. This means that the majont of the staff in Mir & department Nigerian bottle company plc florin were not told    

(3)	Position in organization 
	Position 
	No of respondent 
	Percentage %

	Senior staff
	3
	-

	Intermediate staff 
	5
	-

	Junior staff
	17
	-

	Total
	25
	


Source: filed survey 2025
	From the above it can be deduced that the junior staff have the largest percentage eight 68% representing serenteen respondent when conspired with  the senior and intermediate staff having 3 and 5 respondent representing (12) and twenty 20 present responsively
(4) EDUCATION QUALIFICATION 
	Qualification 
	No of respondent 
	Percentage %

	SSCE
	8
	32

	NO/NCE
	10
	40

	HOD/BSC
	5
	20

	Total
	18
	92


Source: filed survey 2025
	From ten table research opined that the staff of marketing information system department are educated however, it will turn yield position effective on the information supplied and more reliable since the management crew were dominated by HND/BSC


(5) No of Year working experience in the organization department 
	Working experience 
	No of respondent 
	Percentage %

	1-5 years 
	5
	20

	6-10 years
	12
	48

	10-15 years
	5
	20

	16 and above 
	3
	12

	Total
	25
	100


Source: filed survey 2025
From the table above 206 of the respondent has been working for about 6 month, 480 of the respondent has been working foe between 6-10 years while 26 of respondent has been working there for about 10- 15 years from the result majority of the staff department have been they working for a long period of time and this that they are experience worker  
(6) How important is marketing information system in your organization activities 
	Alternative  
	No of respondent 
	Percentage %

	Very much 
	20
	80

	Not much
	5
	20

	Neutrals 
	-
	-

	Total
	25
	100


Source: filed survey 2025
	From the above the result show that twenty (20) respondent representing (80%) agreed the marketing information system is very much important while five (5) respondent representing (206) disagreed that is not much import any this show that marketing information system in the organization activities is very important  
(7) Dose improve the efficient of the activities in the organization 
	Alternative  
	No of respondent 
	Percentage %

	Yes 
	25
	100

	No
	-
	-

	Total
	25
	100


Source: filed survey 2025
 From the information above it is deduced that twenty- five (25) respondent representing hundred (100) present that marketing information system improve their activities. The shoe that information is the fundamental tools at the activities in the organization
(8) is the organization was operating with MIS when was not Opening 
	Alternative  
	No of respondent 
	Percentage %

	Yes 
	15
	60

	No 
	8
	32

	Uncertain
	2
	8

	Total
	25
	100


Source: filed survey 2025
From that table 15 respondent 60 present that agreed there is different between when the organization is operating 32 greed that there is no different while 2 respondent representation 8 present are not certain about the existence of the program    

(9) Do you agreed that marketing information system improve the working skill of the worker  
	Alternative  
	No of respondent 
	Percentage %

	Highly agreed
	15
	60

	Disagree 
	5
	20

	neutral
	5
	20

	Total
	25
	100


Source: filed survey 2025
From the table above present it is deduce that 15 respondent representing 60 percent strong agreed that mis improve the skill of the worker, 5 respondents representing co-percentage disagreed while 5 respondent representing 20 percent are neutral. This show that 60 percent of the of the respondent know that the helped to improve their skill in carrying out activities in the organization
(10) Dose the operating have total control over the computer system   
	       Alternative  
	No of respondent 
	Percentage %

	Yes
	10
	40

	No
	15
	60

	Total
	25
	100


	Source: filed survey 2025
From the above, it shows that 10 respondent represent ting 40 percent agreed that the have total control o their system  while is respondent representing 60 percent disagreed. This shoe that the operator dose not has total control on the system.
    
(11) It is difference to maintain for the organization 
	Alternative  
	No of respondent 
	Percentage %

	Yes
	18
	72

	No
	7
	28

	Total 
	25
	100


 Source: filed survey 2025
	From the above 20 respondent representing 72 percent agreed that it cost the organization much money to maintain while 7 respondent representing 28 percent agreed no this show that the organization incurred much cost to maintain and repair the system there is problem.
 (12) Do you agreed that management information process has aide to boost the company image among the competitor 
	Alternative  
	No of respondent 
	Percentage %

	Strongly 
	20
	80

	Disagreed
	5
	20

	Uncertain 
	-
	-

	Total
	25
	100


Source: filed survey 2025
	From the table above, 20 respondent representing 80 percent strongly agreed, 5 respondent representing 20 percent disagreed while no respondent for uncertain. This show that marketing information system has really helped the organization to its among and more that the competition in the country.

(13) Do You dissemination information to all other department in your organization 
	Alternative  
	No of respondent 
	Percentage %

	Yes
	25
	100

	No 
	-
	-

	Total 
	25
	100


Source: filed survey 2025
 From the table above result 25 despondent representing 100 percent agreed that it fast dissemination of information this show that the mis development information to all other department which help in medication of their product.
(14) Does mange in change of mis department find it easy to protect the important information from being leaked out  
	Alternative  
	No of respondent 
	Percentage %

	Yes 
	20
	80

	No
	-
	-

	Uncertain 
	5
	20

	Total
	25
	100


Source: filed survey 2025
From The Table Above, 20 respondent representing 80 percent agreed that manager in change are able to protect the information being exposed before needed which 5 respondents representing 20 percent are not certain this show that managers is this department are mindful of their job.



(15) it require much money to train the personnel on how to handle the computer system     
	Alternative  
	No of respondent 
	Percentage %

	Very much 
	5
	20

	Much
	10
	40

	Not much
	10
	40

	Total
	25
	100


Source: filed survey 2025
 From the table 15 respondents representing 20% said that it required very much to train the personnel that will handle the computer system, 10 respondents representing to percentage 40 percent said much while 10 respondents representing 40 percent said not much. 
4.3	TESTING FOR HYPOTHESIS    
That marketing information system improves the activities of the organization efficiencies and effectively information system dose not improve the Hi (alternative hypothesis) that marketing information system improve for proper computation from the above table 
		Let	 X 	represents Agreed and Yes 
		Let 	Y	represent disagreed and no 
		Let 	z	represent uncertain 
expected frequency value for x, y and Z is as follow  
				X= 25x 237
					300
							=19.73
				Y = 25 x 44
					300
							= 3.67
				Z = 25 x 19
					300	
							= 1.58
Based on the above calculation, the expected frequency table total for Z,Y,Z is chi-square for Y value
			Y = (5-3.67)2 +  (3-3.67)2   (10-367)2 +  (5-367)2
				3.67		3.67		3.67		3.67	
			+ (8-3.67)2	
			= 0.48+0.12+10.92+5.11+0.48+5.11 = 22.22
Chi- square for where 
			Z = (2-1.58)2 + (5-1.58)2 + (2-1.58)2 + (5-1.58)2 
				1.58		1.58		 1.58		  1.58
			(1-1.58)2 + (4-1.58)2
			 1.58		   1.58
		= 0.11+ 7. 40 + 0.11 + 7.40 +0.21 + 3.71
		Z = 18.94
Total value for , X, Y and Z 
= 8. 603 + 22. 22 + 18.394 
= 49.763
By substitute the 3 for row and 12 for column in the equation
	Degree of freedom (r-1) (c-1) = row c= column 
		(3-1) 		(12-1)
		  (2)	   	  (11) 
Level of confidence = 6/5% or 0.05 therefore 49.763 is the compound value for X2
Degree of freedom 
		(r-1)	(c-1) row -3 column = 12 
By substitute 3 for row and 12 for column in the equation 
(3-1) (12-1)
2 11
= 22 degree of freedom 
DECISION RULE 
Since 49.76 which is compared value at the 0.95 level of significant of greater than the table value which is 33.92 we will reject the will hypothesis (Ho) at the 0.05 level of significance which says that “marketing information system dose not improve the activities efficiency hypothesis(Hi) which say that “marketing information system improve the activities of the organization efficiency and effectively.      


















CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS
5.1	INTRODUCTION
This chapter presents the summary of the findings from chapter four, and also gives the discussions, conclusions and recommendations of the study based on the objectives. The objective of this study was to investigate the effect of marketing intelligence on sales performance of the organization.
5.2	SUMMARY OF FINDINGS
On ownership, findings showed that most of the Insurance Company’s are locally owned. From the findings, the majority of the respondents were in middle level management. On the experience of the respondents, it was found that the majority had served 1-3 years in their current position. The results thus show that the marketing intelligence activities mostly employed by Insurance Company’s is in focusing on identifying ways to modify current strategy to add value for customers, analyzing the opportunities presented by its network, analyzing the market opportunities presented by NICON Plc and analyzes the strengths of other channels of insurance distribution.
[bookmark: page45]The marketing intelligence activities least employed by the Insurance Company’s include conducting of pilot studies to collect information on customer preferences and developing and using marketing information systems to gather market data and the investment in R&D to discover new knowledge of serving customers. On NICON Plc sales performance, it was found that most of the Insurance Company’s performed well in growth of customers.
5.3	CONCLUSION 
The main purpose of this research has been to assess the impact of electronic marketing on life and investment insurance sales in Iran insurance industry to increase the life and investment insurance sales, meet people’s economic, social, and psychological needs in this field, and increase this insurance penetration in Iran. The results show that the use of internet in various marketing activities affects life and investment insurance sales. In fact, using internet in marketing activities related to clients (including promotion and advertising, response to customer inquiries, and the possibility of online orders), insurance companies can increase customer awareness of the their brand and products, create a positive mindset towards their services, and improve their market share position. Also, using internet in marketing activities related to distribution channels (including the vendors’ online access to information, online transmission of information, and online support), insurance companies can strengthen their sales networks which are the most important factors in attracting potential customers and converting them to actual customers as well as provide the access to new markets for their sales networks. Using internet in activities related to marketing research (including collection of market information and the use of website visitors’ information), insurance companies can achieve useful information on market segmentation, products development, the quality improvement of services, as well as information about the situation of competitors, industry, and customers to improve their conditions in all fields. The results obtained from the study done by Hosseini et al. (2008) indicated that there is a positive and significant relationship between emarketing and export performance; also, there is a positive and significant relationship between e-marketing dimensions (including the marketing activities related to clients, the marketing activities related to distribution channels, and activities related to marketing research) and dimensions of export performance (including economic, financial, and strategic results). Also, they found that the dimension “using internet in activities related to clients” has the highest effect on economic and financial resources derived from exports as well as the dimension “using internet in activities related to distribution channels” has the highest effect on strategic results obtained from exports. In this study, it was firstly assumed that the e-marketing dimensions affect life and investment insurance sales. The results confirming the findings of previous studies showed that all three dimensions of electronic marketing affect life and investment insurance sales; however, the dimension “using internet in activities related to marketing research has the highest effect on life and investment insurance sales. Hence, it is needed to give special attention to this dimension in insurance industry and attempt to use it for obtaining the necessary information about clients, competitors, and industry. The feedbacks derived from customer surveys can be used to improve and extend the insurance industry. Thus, the insurance companies should pay special attention to e-marketing as a new tool for sales growth, achieving the top position among competitors, and conquering unexplored markets; also, they should develop appropriate marketing and promotional strategies to achieve a reasonable share in the market of life and investment insurance.
5.4 RECOMMENDATIONS 
 	According to the findings of this research and the high effect of “using internet in activities related to marketing research” on insurance sales, it is recommended that the managers and sales experts of life and investment insurance apply the information derived from customers to improve the process of electronic service delivery and highly satisfy the clients.  According to the result that “the possibility of online order” has the highest effect on life and investment insurance sales among the components of “using internet in activities related to clients”, it is recommended to insurance companies to allocate a section in their websites to product customization and customer choice.  Based on the result that “the online support” has the highest effect on life and investment insurance sales among the components of “using internet in activities related to distribution channels”, it is recommended to insurance companies to equip their sales network with the most updated communication facilities and online services to increase their market share and be informed from the latest changes in processes, services, and products in the fastest possible time.  According to the result that “the website visitors’ information” has the highest effect on life and investment insurance sales among the components of “using internet in activities related to marketing research”, it is recommended to insurance companies to become aware of their clients’ interests regarding a particular product and attempt to develop it more than before. 
Recommendations for future research Here, some subjects are recommended as follows to researchers who may intend to investigate in fields related to the topic of this paper:  The impact of application and implementation of e-marketing on the profitability of insurance companies  To study the impact of “using internet for marketing activities related to clients” on sales of other insurances  To study the impact of “using internet for marketing activities related to distribution channels” on customers’ satisfaction with service industries  To study the impact of “using internet for activities related to marketing research” on market share of insurance companies  To study the role of customer information security in electronic marketing

  The impact of culture on customers’ internet usage
  To study the obstacles to the adoption of e-marketing from customers
  The impact of online ordering on sales of service companies
  To study the impact of other e-marketing models on life and investment
 Insurance sales
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