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INTRODUCTION
1.0    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”. (Quoted by Philip Kolter Gary Armstrong in An Introduction to Marketing). 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 asses 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. 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.  Most companies of today are faced with the problem of declining level of sales.  Therefore, marketing information system as related to the Ideal Flour Mills Ltd, Kaduna is intended to improve the general level of sales in the company and other existing companies in the country.  
	According to Peter Druker (1986) he said that the aim of aim of marketing information system (MIS) is to know and understand the customer so well that the product or services rendered will be key to marketing decisions.Â  He further said that, many business firms lack information sophistication. Â  Many do not have a marketing research department where current and adequate marketing information will be given.Â  Peter Durker is with the view that emphasis should be given on the importance of monitoring the marketing environment to keep products and marketing practices current.Â  He said that management can not change customer wants, new competitor initiatives, changing distribution channels and so on, except they develop and manage information.
	For any organisation to survive, be it profit making or non-profit making organisation, it requires information. Information serves as the bedrock of any organisation. This is because every organization needs information to keep its activities going. Every organisation with properly stated objectives needs timely relevant and accurate information so as to aid them in making necessary decisions and implementing them to avoid social and administrative disruptions or conflicts. It is the responsibility and obvious role of the Marketing Information System (MKIS) to provide the needed information.
	Information system had become one of the important means used in marketing nowadays; it is the most effective tool in marketing through helping in the sales of organizations’ products, decision-making as well solving all marketing problems. Information systems can link the organizations. Policy and organize them in order to facilitate the marketing decision towards products or customer (Pride 1989).
	The success of marketing administration in planning and identifying marketing opportunities is based highly on the availability of internal and external information. Therefore, every organisation must organize and distribute the flow of information for marketing management and study their needs to provide them with the needed information (Wober, 2006). Today, it is necessary to obtain successful marketing information systems to be able to execute many marketing activities such as attracting customers, evaluating services as well as advertisement and promotion (Abu-qahf, 2002).
	Marketing information system is a “system in which marketing data is formally gathered, stored, analyzed and distributed to managers in accordance with their informational needs on a regular basis” (Kotler and Keller, 2006). The online business dictionary defines marketing information system as “a system that analyzes and assesses marketing information, gathered continuously from sources inside and outside an organisation (Pride, 1989).
	Marketing information system plays an important role in raising the efficiency of organization’s sales performance in highly competitive markets, through providing the necessary information for the various administrative levels. Therefore, the success of marketing process depends to a large extent on the marketing information system and the success in each elements of this system. Some marketing managers fails in their dealings in the areas of implementation of accurate information interpretation of data, recruitment of professional sales force, proper scanning of business environment and the ability to define alternatives. Computer database has become the major source of marketing information in many organizations today. Therefore, marketing managers must be fast in adopting this new trend in order to gather adequate information about both potential and current customers. 
1.1   STATEMENT OF THE PROBLEM
	Paramount problem as regards to the decline in the level of sales in most 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 sales of the Ideal Flour Mills Ltd, Kaduna.  The problem to be examined here is: How sales could be maintained with the MIS.  
	There are many challenges facing the role of marketing information system in increasing sales turnover
. They are as follows:
i.	Poor implementation of marketing information: Some marketing managers implements information that will not improve sales turnover of an organization.
ii.	Marketing managers of some organization find it difficult to interpret data that will increase sale of such organization. Sometimes they misinterpret adequate data to be another thing which frustrate sales department of the organization.
iii.      Recruitment of unprofessional sales people: It is obvious that some sales people are not professional in carrying out their obligations. For instance, some could not be able to give proper information about the company’s product as well as the image of the organization.
Inability to scan the market/business environment: Some marketing managers and the entire organisation believe in production orientation instead of sales orientation and marketing orientation. This discourages customers and negatively affect the enhancement of sales performance in an organization.
Computer illiterate: Some marketing personnels are still computer illiterate preventing them from using information technology (database) to generate adequate and current information about customers.
Cost of gathering information: The cost of gathering marketing information is very expensive for most of the organizations.
1.3     OBJECTIVE OF THE STUDY
i.	To evaluate the role of marketing information system in enhancing increasing sales turnover.
ii.	To properly assess marketing information in a business organization before implementation.
iii.      To increase sales volume through the recruitment of professional sales force.
iv.	To increase firm’s market share through proper scanning of business environment with the help of information technology.
1.4     RESEARCH QUESTIONS
i.	What are the roles of marketing information system in increasing sales turnover?
ii.	What are the effect of proper implementation of marketing information system in an organization?
iii.      Does proper scanning of business environment increase firm’s market share with the help of marketing information system?
1.5     RESEARCH HYPOTHESES
H0: Marketing information system does not increased sales performance of industrial products.
H1: Marketing information system increased sales performance of industrial products. 
1.6     SIGNIFICANCE OF THE STUDY
	The importance of this study (Research Work) is to help or be help to any organization that would like to embark on the marketing information system, so as to help them in establishing a well rooted company through the enhancement of sales.  It is also of great importance to other companies in that at the end of the study, they would diligently make reference to this work and also take the necessary measures to meet up with efficient and effective marketing information system that will improve their levels of sales.  
1.7      SCOPE OF THE STUDY	
	Inadequate fund during the course of the study compounded the limitation during the field work, which as such prevented the researcher from extending this project work to other companies.  Therefore, the study only covers the Ideal Flour Mills Ltd, Kaduna.  i.e. the geographical, social, economic and the cultural set up of the locality, types of marketing information and method of getting information to assist the marketing managers in their dealings.  
1.8     LIMITATION OF THE STUDY
Below are the limitations of the study:
	Finance, time factor and the inability of some relevant business organizations to release vital information.
Finance: The researcher was not having enough money to carryout the study.
Time Factor: Time frame was another major constrain of the study. The researcher was too occupied with some other school activities, such as class assignments, tutorial classes, class test and examination preparatory classes which did not give much time to carry out the study.
Inability of Firms to Release Relevant Information: Different business organizations find it difficult to release vital information to the researcher, which …….challenges in completing the questionnaire at the required time.
1.9      DEFINITION OF RELATED 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 even without being a marketer. 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.  Marketing process involves planning and distribution of Ideals, goods and services to create exchange that satisfy the organisation objectives.
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, i.e. information affect behaviour (Observable behaviour) i.e. movement of speech or in observable behaviour i.e. change in attitude because of the information.
Marketing Environment: This is the environment where marketing activities are being carried out and this is sub-divided into external and internal environment to the firm.  The external forces cannot be controlled by the form while the internal forces can be controlled.
Marketing Intelligence: This is the set of procedures and sources used by executives to obtain their everyday information about pertinent development in the marketing environment. 
Variables: These are characteristics possessed by the member of the population.  These characteristics may be only in manner of controlling on how attend to marketing situation.
Controllable Variables: These are variables that can be controlled by the marketers in solving the marketing problems of the organisation.  These controllable variables could control the price, product, place of distribution and promotion.
Data: These are bits and prices of fast which usually take the form of recorded observation.  Data do not provide meaning unless when processed or analysed to become information i.e. meaningful knowledge.
Primary Data: These are data collected by the researcher usually for the first time, this is specifically for the purpose of solving the research problem.  The data are usually from oral interview, questionnaire etc. 
Secondary Data: These are data that have been collected for the purpose of solving another research problem or data collected for other purpose, other than that of the present research being undertaken.
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.
Uncontrollable Variables: These are variables that cannot be controlled ordinarily by the marketers and are therefore classified as environmental constraints: They include competition, the rate of technology, the state of the economy consumers, suppliers and middlemen, the physical environment such as natural resources and the larger society with it culture.


CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION 
	According to Peter Druker (1986) he said that the aim of aim of marketing information system (MIS) is to know and understand the customer so well that the product or services rendered will be key to marketing decisions.  He further said that, many business firms lack information sophistication.  Many do not have a marketing research department where current and adequate marketing information will be given.  Peter Durker is with the view that emphasis should be given on the importance of monitoring the marketing environment to keep products and marketing practices current.  He said that management can not change customer wants, new competitor initiatives, changing distribution channels and so on, except they develop and manage information.
	Kotler (1997) said that there are three developments that make the need for marketing information greater than at any time in the past:
	From local to national to global marketing: As companies expand their geographical market coverage, their managers need more information more quickly than ever before.
	From buyer needs to buyer wants: As buyers income improve, they become more selective in their choice of goods.  To predict buyers response to different features, styles and other attributes, sellers must turn marketing research.
	From price to non-price competition: As sellers increase their use of branding, product differentiation, advertising and sales promotion, they require information on these marketing tools effectiveness.
	Kotler, further explained that the explosion of information requirements has been met by impressive new information technologies.  The past 30 years have witnessed the emergence of the computer, micro-filming, cable television, copy machines, fax machines, tape recorders, video recorders, video is players, CD-Rom drives, multi-media packages and other devices that have revolutionized information handling.
	Some firms have develop advanced marketing information systems that provide company management with rapid and incredible information about buyer wants preferences and behaviour.
In today’s information-based society, development of good information can provide a company with a jump on its competitions.  Once it has surveyed the market and obtained the information it requires, the company can carefully evaluate its opportunities and choose its target markets to maximize profit.
	Madrick (1988) viewed that managers have always had some form of marketing information system to guide their decision – making.  In the past it was very informal.  Some managers simply walked among their staff asking questions.  Today the personal collection of data is not only impossible but unnecessary.  It is impossible because of the great amount of data that must be gathered, and it is unnecessary, because computers are now able to do much of this work.  He went further to say that most modern marketing information systems are computer based,.  The computerization of information needed for marketing started in the late 1950s at companies such as Pillsbury, Dupont and General Mills.  Today, according to Madrick, 98% of firms with sales over and 50 million use some form of computerized marketing information system.  Smaller companies and non-profit organisations have been slower to adopt such systems because of the expenses.  But with the continued lowering of data processing costs, use of computerized marketing information system (MIS) is expected to spread in the future.
	Shaw and Stone (1987), they said that marketing information system provides a more interactive approach to marketing communications uses individually addressable media (e.g. the sales force) to extend help to a company’s target audiences, stimulate their demand and stay close to them by keeping an electronic database memory of both actual and prospective customers and all communications and contacts to help improve all further contacts.  They suggest that marketing information system is essentially a customer-oriented approach to information handling and its advantage is in the techniques it uses to apply computer/communications technology.  In practice, MIS provides a store of historical customer data.  This produces better efficiency internally due to better organised data, thus ultimately leading to more effective strategic improvements.  They said that to achieve efficiency, it requires a study of an organisation’s current information base and its ability to monitor existing marketing activities.  It also need the ability to use information to match the dynamics of a changing market and to report such changes to marketing management in order that appropriate planning action can be taken.
	Lancaster and Massinghan (1993), have said that an organisation’s strategy, planning and operational control will only be as good as the information that is available to the decision maker.  They viewed marketing information system as a medium through which information is collected, channelled, focused and communicated.  They concluded by saying that, marketing information system requirement depend upon a number of factors: The type of industry or environment, the size of the organisation, the marketing decisions to be taken and the dynamics of the industry or environment.
	According to Beri (1993), that a good marketing information system should determine the information needs of the organisation and generate and process such information on continuing bases storage so that it can be used when required.  He said that an effective marketing information system have the following components;
Internal Accounting System.
Marketing Intelligence System.
Marketing Research System.
Marketing Management Science System.
	The Internal Accounting System maintains data pertaining to orders, sales, inventory levels receivables and payables.  It should be able to fulfil the needs of marketing executive, sales representatives, production managers etc.  The marketing intelligence system collects current information on development the macro-environment and task environment its purpose is to keep executive abreast of the changing environment so that they can plan the marketing strategy to get optimum results.  Marketing research takes studies on specific marketing problems reports its finding to marketing management.  The marketing information system is management science or operations research.  It is concerned with building models for better understanding and the prediction and control of marketing processes.
	According to Rapp (1987), organisations face changes and challenges from outside as face changes and challenges from outside as well as inside their boundaries.  The role of marketing is to anticipate and identify such changes and advise the organisation on how to respond to challenges in the context of a competitive market place.  Marketing needs information to carry out this task. Rapp, went further to say that, marketing research collect information and marketing information system analysis and acts on such information.  He said that, the ability of a company to use the vast potential of today’s computer and telecommunication technology in driving customer – orientated programmes in a personalized, articulated and cost effective manner.
2.1	CONCEPTUAL FRAMEWORK
2.1.1	Marketing Information System
	With the increasing use of the computer, companies are becoming more interested in the development of a corporate wide, integrated management information system. The purpose of such a system is to bring all of the flows of recorded information in the entire company into a unified whole. Thereby it is hoped that the manager’s capacity to plan and control the company’s activities will be improved. Such a system is often seen as a marked improvement over current procedures.
	Marketing information systems are really the frameworks used for managing, processing and accessing data. They can be simply a sharing of information by key departments, but are more likely to be some form of integrated system based around information technology. The important issue is that the information from such a system is presented in a way that is useful to the marketing decisions.
COMPONENT OF MARKETING INFORMATION SYSTEM
Internal record:
Marketing managers rely on internal reports related to customer orders, sales, price levels, cost, inventory levels, receivable and payables. The heart of the internal record sys¬tem is the order-to-payment cycle. Customers send orders to the firms.
Marketing Intelligence System:
The marketing intelligence system is a set of procedures and sources used by the managers to obtain everyday information about marketing environment.
A company can collect marketing intelligence in the following ways:
i. Sales force:
Sales representatives are trained to pick information and send it to the concerned manager. They can spot and report new developments.
ii. Distributors, retailers and other intermediaries:
A company can motivate the members of the distribution channel to pass information about shoppers. Information is also collected on sales force behavior.
iii. External networking:
Managers can attend trade shows, read competitors published reports, talk to employees, and analyses new stories about competitors.
iv. Published data:
A company can take advantage of the government data resources. For instance, census supplies information on changes in population, demographic groups and changing family structure. Similarly, a company can purchase information from professional research agencies such as IMRB, A.C. Nielson Company, etc.
v. Customer feedback:
	This is a technique of collecting information at a low cost. The online customer feedback facilities make it more convenient for both the customer and the firm to collect and evaluate information.
Marketing Decision support System:
	A growing number of organizations are using marketing decision support system to help the managers in taking better decisions. It is a system supported by software and hardware to gather information from business and environment.
	It helps managers in providing evidence for the decisions taken by them. The current marketing software programs assist in designing marketing research studies, market segmentation, selling prices, budget, analyzing media, and planning sales force activity.
Marketing Research:
	It acts as a tool for accurate decision-making in marketing. It is useful for studying and solving different marketing problems. Marketing research techniques are used by manufacturers, exporters, distributors and service organizations. Marketing research is an applied knowledge. Hence, it provides alternative solutions to deal with a specific problem.
SALES TURNOVER:
	 Sales turnover represents the value of goods and services provided to customers during a specific time period usually one year (Debitoor, 2017). It is the net sales of a company which could be expressed in monetary terms or in units.Sales Turnover could be defined as the total amount of goods sold at a given period of time usually 12 months (Macky, 2007). Sales turnover on the other hand, refers to how often a company sells its inventory (Kennan, 2015). Different time-frames can be used to measure the sales turnover of a company. Hence every company chooses their time-frame to measure ales turnover. For instance, some companies may decide to measure their sales turnover weekly or monthly while others yearly (Pendharkar & Pandey, 2011). In accounting, sales turnover of a company is usually measured yearly. A company can determine its monthly sales turnover by simply dividing the total amount of sales by 12 months. For example, if a company had a total annual sale of N24,000,000, the monthly sales turnover is N24,000,000 divided by 12months which is N2,000,000. The more sales the company makes, the higher the sales turnover rate (Adeniran, Egwuonwu, &Egwuonwu, 2016). If the sales turnover rate is high, it is an indication that the company is efficient in converting goods or inventory stays longer in the warehouse, it becomes difficult for the company to have cash
to run other profitable business venture (Stefan, 2016). It is crucial for SMEs to understand how fast their sales are growing. Increasing sales turnover rate is crucial to business growth. It is a strong indicator of sales performance of a firm. Every company NOVATEUR PUBLICATIONS wants to increase their sales turnover (Dale Carnegie & Associates, 2008). In fact, increasing sales turnover has become one of the most important objectives of business firms (Pendharkar & Pandey, 2011). According to Adeniran, et al., (2016), companies strive to increase sales turnover because they want to maximize profit. Keenan (2016) provides further explanation on why companies seek to increase sales turnover. According to him, each day the inventory sits on the shelves or in the warehouse, the company cannot use the money paid for those goods to make a profit elsewhere. A firm can increase its sales turnover rate by delivering quality products and services that gives customer a positive experience. When a customer has a positive experience with the product/services purchased, he is more likely to make repeat purchases and this will increase the sales turnover of the firm (Adeniran, et al, 2016). The competitive nature of a business firm is evaluated by the rate of sales turnover. A sales turnover rate. Sales turnover rate is therefore a significant indicator of market performance, particularly sales performance of a firm (Sajuyigbe, Ayanleke& Ola, 2013).
INFLUENCE OF ADVERTISING ON SALE TURNOVER
	Adeolu et al, (2005) seek to examine the influence of advertising on consumers’ purchase of Bournvita, one of the products manufactured by Cadbury Nigeria Plc; find out that advertising has a major influence on consumers’ preference for Bournvita and it has, in no small measure, contributed to its success. In the same view Adekoya, (2011) reveals that advertising has helped to position product or service strongly in the mind of the consumer in order to encourage repeated purchase of the product, so that the competitors will not have an edge over them. This also creates brand loyalty and product differentiation. Akanbi and Adeyeye (2011) carry out a research work on the influence of advertising on sales and linear regression using ordinary least square method was used to analyze the data. The result confirmed that a positive and significant relationship existed between advertising and sales. The positive relationship showed that an increase in advertising can lead to an increase in sales. Based on the result, it is clear that advertisement is significant and explaining sales and this result also in line with Adebayo, (2012) who find out that advertising is a predictor of sales turnover. 
 IMPORTANT OF  SALES TURNOVER 
	Calculating sales turnover gives a business a better idea of its overall finances, and it assists in inventory management to ensure a business has enough products to sell without ordering too much inventory. Here are several reasons calculating sales turnover can be essential to a business:
· Helps predict common revenue
· Evaluates how much a company is selling
· Estimates returns into the business
· Assists in finding financial trends
· Determines the number of inventory to buy
· Shows company growth and success rates
· Decides which advertising techniques to use to boost product popularity
FUNCTIONS OF MARKETING INFORMATION SYSTEM
PROPER MARKETING PLANNING
	Marketing information system helps in framing of marketing policies. It regularly supplies all market related information to management for regulating all market operations.
Various budgets are prepared in accordance with market conditions through information provided by this system for carrying out production, distribution and marketing activities. Proper availability of information helps in reducing the complexity of designing marketing activities which keeps on changing as per the requirements of market.
ANTICIPATION OF CUSTOMER DEMANDS
	Anticipation of customer needs and wants is important for every organisation. It helps in taking proper decisions regarding production activities and delivering the right product which may satisfy customers. If producers do not have an idea of what their customer wants then they may incur losses by producing product which may not be accepted by customers.

	Adequate information about nature, size and character of consumer demands is necessary for manufacturing right product. It gives full details regarding changing tastes, fashions and likes of customers.
INCREASE THE EFFICIENCY
	Every organization strives to enhance its efficiency and overall profitability. Marketing information system helps in proper management and coordination of various departments within organization. It develops a proper communication network through which information can be easily circulated within whole organization among employees and employers. Employers can easily communicate employees about their role in accordance with market demand and trends.
	Employees can also contact their employers in case of any problem so that it can be easily resolved. Proper communication between these two give clear picture to employees regarding what is to be done so that they can focus on their activities attentively. This increase the overall productivity and efficiency of organisation.
BETTER UNDERSTANDING WITH CUSTOMERS
	Developing better understanding with customers is beneficial for retaining them for a longer term. Market information system aims at strengthening the relation of business with customers. It develops a proper channel through which business are able to interact with their customers.
	Business can easily take their all queries and resolves them timely which help in satisfying them. As a part of marketing information system, business maintains an online website for providing various customer support services. Customers can contact them through their websites and send them feedback or their queries. A proper communication between customers and organization takes place which results in better understanding among them.
RECOGNIZES MARKET TRENDS AND CHANGES
	Marketing information system recognizes all trends and changes prevailing in market. It monitors and acquires the current economic conditions and regularly updates the business about it. Business requires market intelligence system to keep in touch with market always.
They are able to frame better strategies to reflect these prevailing changes in their activities. By analyzing the current economic conditions of market, business can easily decide optimum production of its products. Overproduction or underproduction are both unfavorable for any organization. Proper analysis of market changes and trends helps in avoiding these situations and production of right quantity.
ENHANCES MANAGEMENT PERFORMANCE
	Marketing information system has an important role in improving the performance of management. Quality of information available with managers impacts their decision making ability. It collects data from both internal and external sources of organization and delivers it regularly to managers.
	Management has clear idea of what is going inside the organisation and can check whether it is in line with requirements of market. They can take all necessary steps as and when required to bring changes accordingly. By maintaining a systematic internal records managers can easily ensure that optimum amount of required resources are always maintained to avoid any crisis in organisation.
FEATURES OF MARKETING INFORMATION SYSTEM
Continuous flow
A well-designed MIS provides a continuous flow of information for decision ­making. Electronic cash registers and computer systems connect the retailers directly with the suppliers. Thus, continuous consumer purchase data are made available.
Decision-making:
MIS is structured to provide information for decision-making. It helps in practical decision-making, as it includes real-time data. It generates regular reports and conducts studies as needed.
 Use of computer:
Computers are widely used in MIS. they are used as a tool to collect, store and manipulate large amounts of data. They integrate old and new data to provide information and identify trends.
Complex process:
Designing and operating a MIS is a complex process, especially with the firms involved in global trade. It requires convincing each unit of the firm about the value of timely and accurate information. Structured reports and control over the information make the process more complicated. Thus, computer specialists are used.
 Economical:
Creating large database is easy with a computer. However, MIS is concerned with needed and timely information. Hence, only relevant data is stored. This reduces cost and efforts in data collection.
 Variety:
MIS uses data from a variety of sources both within and outside the organization. Thus, it helps the marketing managers in exploratory research. It uncovers useful relationships and devel­opments. Ordinarily, such meaningful relationships would have been overlooked by the managers.
 Future-oriented:
Marketing environment is dynamic. Thus, MIS is devised to collect informa­tion for solving problems and anticipate future changes. MIS is both present- and future-oriented. Selective: MIS gathers and sorts information that is useful to the firm. It is adjusted according to the manager’s decision-making needs. Thus, it is selective.
 Flexible:
The system should be flexible. New changes should be incorporated easily, quickly and smoothly. Information technology is changing rapidly. When such new techniques are used, accuracy and utility of information improve.
2.2	THEORETICAL FRAMEWORK
 As is generally known that the role played by advertising is increasing the sales volume of any company’s product at any point in time cannot be overemphasized. As a matter of reality, it has contributed immensely to increasing growth of many companies in various industries. This is because it goes a long way in placing positive image about the companies’ products in the mind of potential consumers; this can also influence their buying behavior.  
However, the formal study of this write-up requires an understanding of its definitions because advertising itself means different things to different people, i.e. there are many definitions to it as there are many authors.  
Many scholars, professional bodies and associations and various authors have given diverse definitions of advertising. However, it is noteworthy that each definition is unique on its own, thus, we can say advertising is a complex field.  
Longman (2000) says “advertising is an act of telling people publicly about a product or service in order to persuade them to buy it.  
Alonge (2001) feels that advertising can be defined as any paid form of non-personal communication which is directed to the consumers or target audiences through various media in order to prevent and promote product, services and idea.  
This means that advertising is branch of commerce which used to create awareness for particular product and it must be paid for. Advertising informs, educates and persuade people to buy the advertised goods or services.  
Gillian (1982) views it as “means of drawing someone’s attention to something or notifying or informing somebody of something”.  
Harri & Tuomola (2008)says in one his class that advertising must be paid for by an identified sponsor and must be persuasive to influence consumers buying behavior.
Tuflinger (1996) says “advertising is the non-personal communication of information usually paid for and usually persuasive in nature, about product, services or ideas by an identified sponsor through the various media. So much for academic double talk. Let’s take this statement apart and see what it means.  
There are two ways to sell anything, personal or non-personally. Personal selling requires the seller and buyer to get together while non personal selling involves the use of various media to reach the consumer/buyer.  The advertising is directed to group of people with no particular person in mind and it thus non-personal in nature. 
Theory of Communication 
This means not only in speech or picture but any way one person can pass information, ideas or feeling to another. Thus, communication uses all these senses, smell, touch, taste, sound and sight. And of all the five only two are really useful in advertising i.e. sound and sight.  
Theory of Information 
Information is described as knowledge, fact or news. However you should bear in mind that one person’s information is another’s scam, particularly when advertiser talk about their products. Information comes in many forms it can be complete, it can be blare or deceptive.  
Paid form “Paid form” is a pretty straight forward meaning. It is advert created and placed on the media, the costs of creation and time or space in the media must be paid for. This is a major area in which advertising different from public relations.  
	However, some advertisements are not paid for by their sponsors. Free advertisements are exclusively for public service campaigns.  Identified sponsor Identified sponsor means whosoever is putting out the advertising, must tell audience who they are. Legally, a sponsor must identify herself as sponsor of an advertisement.  
	This equally establishes the truthfulness of the message unlike propaganda which is another promotion with anonymous or hidden sponsors. A company sponsors advertising in order to convince and influence people to buy its products. 
Dynamic Capabilities Theory	
	Ambrosini, Bowman and Collier, (2009) submitted that Teece's (1997) working paper is most likely the first work that popularized the thought on dynamic capability. They contended that it is fundamental for business managers to consider the changing nature of its surroundings, particularly the outside environment and develop techniques to adjust, coordinate and evolve strategies to adapt, integrate and reconfigure the entire organizational skills, resources etc., toward the changing environment, keeping in mind the set goal and to attain better competitive position. Teece et al, (1997, 2007) presented that attaining competitive edge in turbulent situations depends on developing unique capabilities. Dynamic abilities of firms may represent the development of distinction in the way firms undertake their operations within an industry (Zollo & Winter, 2002). Dynamic capability is about focus on survival.
2.3	EMPIRICAL REVIEW 
In a study of the consumer view of advertising carried out in 1974 till date by the Nigerian Association of Advertising Agencies, more than half of the respondent described advertising as a channel of information from the manufacturer to consumer, some said it is manipulated, propaganda, and misleading. 
According to Ferguson (1974). “advertising increase barriers to entry and reduce competition as measured by increase in monopoly profit”.  
According to Nickels et al (1999) advertising not only helps to maintain superior stand in the industry and profit maximization, it provides information about a products or services and also gives consumers free television and radio programmes.   
Giles (1997) sees advertising as non-personal communication directed at a target audience through various media in order to present and promote products, services and ideas. The cost of media space, time and advertisement production is borne by the sponsor or sponsors. Advertising gives a clear image for any product or service of a company which is a great asset. A well structured and continuous advertising might stand as one of those strategies to sustain a distinct market position. It could also help to identify strong market competitors.  


CHAPTER THREE
RESEARCH METHODOLGY
3.1	Research methods
Research is the process of getting dependable answers to important questions using systematic method of gathering, analyzing and interpreting evidence. Its end product is knowledge (Timm et al, 2005). Research is a structured enquiring that utilizes acceptable scientific methodology to solve problems and create new knowledge that is generally applicable. Scientific methods consist of systematic observation, classification and interpretation of date (Dawson, kothan and kumar, 2011). There are three major types of research methods; these are survey research, experiment /observation and ipsofacto research. Other research methods include case study action research, grounded theory, ethnography and archival research. The survey research method was employed for this study the survey research method is the research in which questionnaire research method was used for data collection on the opinions of respondents from selected small scale businesses in Ilorin. 
3.2	Research Design 
Research design is the step by step process in which the research is carried out. It is actually plan that guides the researcher in his data collection and analytical phase of the research work. The research designs are considered as the blueprint on any research dealing with at least four problems which question to study, which data are relevant. What data to collect and how to analyze the results. The best design depends on the research question. Considering the research objectives of the study and associated problem, this research takes the form of a quantitative design, which is descriptive in nature. This research is quantitative in nature because of the following: hypotheses were carefully generated to indicate the relationship between identified variables, the development of appropriate research instrument focusing on specific and narrow questions, collecting of primary data and analysis of data using statistical tools.
3.4	Population of the Study
Population is a set of objects or observations about which conclusion will be drawn the population of this study was the entire small scale businesses registered under the National Association of Small and Medium Scale Enterprises in Ilorin which is one hundred and sixty four (164) out which the selected small scale business were chosen.
3.5	Sample Size Determination 
Two hundred (200) questionnaires were distributed to ten selected small scale businesses. The breakdown is as follows: two hundred questionnaires were divided into twenty (20) per business out of the two hundred questionnaires that were distributed, one hundred and eight four (184) were found rallied. Further details are given in chapter four. There was no restriction to the industry that the business operates in, in order to effectively measure impact of market segmentation on small business performance, this study focused on businesses that have been in existence and operation for over five years.
3.6	Sampling Techniques and Procedures
Sampling techniques can be either probability sampling techniques or non-probability sampling techniques. Under probability sampling techniques, each element has a known probability of being included in the sample but the non-profitability sampling techniques do not allow the research to determine this probability. Probability sampling techniques sampling, Chister/area sampling while non-probability sampling include convenience sampling technique in selecting the sample size of the study based on convenience and easy accessibility of the respondents.
3.7	Source of Data
There are basically two ways of sourcing data, these are primary and secondary source. The study gathered data from the two sources;
I. Primary source of data: these are first hand information that was refined for the purpose of this project. The study made use of the questionnaire as a major source of primary data. This is also known as internal source of data.
II. Secondary source of data: this refers to the information already in existence, having been collected originally for some other purposes. These sources from the bedrock of information used for this project. This include the reviewing of articles that have to do with market segmentation, small scale businesses and performance in current journals, textbooks, news papers, internet etc.


3.8	Research Instrument
Research instrument are those tools which are used to collect data for the purpose of testing hypothesis and answering research question (Ojo, 2005). To enable the collection of data and analysis, the research needs various types of instrument specially designed for multi various purpose. The selection of instrument depends on such factors as the nature of the study. The research instrument for this study was the questionnaire. The first section of the questionnaire did not attach any score to it, since the information gotten from that section were the demographic data of the respondents. The second section that is ‘B’ was ranged from 5-1 point scale in the following pattern; strongly agree 5, agree 4, undecided 3, disagree 2, strongly disagree 1.
3.9	Validity of the Research Instrument
A number of concepts are involved in a discussion of validity. Different types of validity have been identified. These include; the predictive validity which is the ability of an instrument to predict some future events the concurrent validity which is usually measured by the calculation of a correlation coefficient between the distribution of test scores and some concurrently existing criterion measure, the content validity which is essentially determined by the process through which the items were selected, the constructive validity where by a researcher devises an instrument in term of how much the results obtained fit the theoretical formulations that constitute its development, the face validity which is concerned with the extent to which the research believes the instrument is appropriate and the pilot study which is a small study designed to test logistics and gather information prior to a larger study, in order to improve the latter’s quality and efficiency.
 	A pilot study can reveal deficiencies in the design of a proposed study or procedure and these can then be addressed before time and resources are expanded on large scale studies. The research made use of pilot study test the validity of the research instrument used for the study. Participants of the pilot study were contacted by the researcher face to face explaining the research objectives and asked them to participate.
3.10	Reliability of the Research Instrument
Reliability test measures the extent to which the research instrument consistently measures what it intends to measure. There are several methods for measuring the reliability of the research to instrument. However, the crobach’s Alpha method was used for measuring the questionnaire reliability. The range of the co-efficient values from 0 to 1. A research instrument with high reliability would tend toward 1, while an instrument of low or no reliability would have a score close to or at.
3.11	Method of Data Analysis
Inferential statistics was used to reach conclusions and make generalization about the characteristic of populations based on data collected from the sample. Descriptive statistics was used to analyze the demographic data Hypotheses were analyzed using correlation coefficient at 0.05% level of significant. The correlation coefficient is an approach employed in establishing the relationship between the dependent variables and one or more explanatory variable examining the relationship between the two.



CHAPTER FIVE
SUMMARY,CONCLUSION AND RECOMMENDATION 
5.1	SUMMARY OF FINDINGS
	The study discovered that marketing information system is important in the increment of sales of a particular item; different companies, firms and organizations make use of different methods, networks and approaches of advertising its products. The marketing details is really essential for the marketing experts to recognize the best channels of marketing items, and the marketing helps in the raising companies’ sales volume. The majority of companies these days have actually encountered the problem of decreasing level of sales due rigid competitors of marketing methods utilized by organizations which are creating the exact same item. Making use of the internet is changing the method company views marketing information systems because new company designs existing obstacles and chances as firms look for to take on e-business strategies in the search for competitive advantage. Malaysian social media individuals use more time on the social media sites platforms.
	Modern marketing information systems develop and manage the client user interface where interactions are more virtual than in person since they take advantage of IT modern technology to incorporate and coordinate with consumers and service partners to rapidly obtain measurable organization outcomes. Marketing feature has actually been to sustain manufacturing and sell, service techniques that highlighted rises in market share over the production of lasting consumer value. The elements of marketing details system including inner documents, market research, and marketing intelligence are one of the most essential sources in getting advertising details. Malaysia is being positioned 26th in the IMD World Digital Competitiveness ranking in 2019 with a 79% internet penetration rate.
5.2	CONCLUSION
	The study concluded that given that several businesses are making use of existing or new techniques of marketing information system to boost sales, other firms which are completing need to try as much as possible to take on these new methods which are being made use of by its rivals.
	In marketing, due to the value of interaction with customers and success corporate, information technology is increasingly able and rapid changes is the environment along with advancement of in marketing details in marketing company, to produce benefits for business to competition.
	Management may not have the ability to alter consumer demands and wants, new rival campaigns, altering market trends and so on, but it can establish and handle a better details system that can boost its competitive edge in the target audience efficient advertising information system will often tend to establish affordable items which will meet current and potential buyer’s expectation in the market than organization that do not have well organized and good marketing information system.
	Furthermore, research concluded that the fast adoption of Internet-based modern technologies and the attendant advancement of e-business and e-commerce applications are having a cutting edge effect on the marketing discipline. Marketing details systems, particularly, are being changed as these new technologies are allowing the combination of advertising, sales and customer support tasks. The role of informational system is more vital to make sure that at the here and now time marketing information system is regarded as inseparable part of each organization and firms that are loss being of these competitors are bring about failure for bring in consumer and obtaining market share. The main chauffeurs of this shift are the assurances of delivering raised worth to the customer more rapidly and at much less cost. Future executions of marketing information systems will progressively include the customer in the value development procedure and job to more effectively straighten the enterprise and its supply chain on swiftly changing market possibilities.
5.3	RECOMMENDATIONS
	The study recommended that the firms need to establish and maintain sophisticated marketing information systems that give the firm management with rapid and amazing information concerning consumers' demands and wants, choices and behavior. This will certainly give the firm with an excellent market advantage over its competitors. This is since efficient marketing information system will allow the firm to efficiently study the marketplace and to get the details it needs to meticulously examine its chances and pick its target audience to maximize profits.
	Furthermore, marketing information programs need to communicate much more internally to workers and externally with the consumers so that the firm can get to the market with a constant, strong voice predicting the top qualities and benefits of its goods. This will certainly guarantee rapid improvement in sales quantity of the firm. Due to this firms that incorporate efficient business-to-customers elements right into their advertising and marketing information systems policies stand a much better possibility of making their goods to continuing to be effective in future years.
5.4	CONCLUSION FOR FURTHER STUDIES
	The study revealed that internal records system supplies past and accurate information on sales, orders received, daily receivables (cash inflow) and payables (cash outflow), inventory as well as customers complaint which assist management in making effective decisions that will improve the overall marketing performance of their organization. The study also confirmed the relationship between marketing intelligence system and management decision making, meaning that marketing intelligence system provides reliable information on the day-to-day happenings in business, new development and knowledge, the changing tastes and preferences, innovative activities of competitors as well as new ways of serving customers better. With this information, management is able to make effective strategic, tactical and operational decisions that will improve the overall marketing performance of their organization. This study established that fact that marketing research system has a positive and significant relationship with management decision making, meaning that marketing research system provides adequate information on market opportunities which assists management in making effective strategic, tactical and operational decisions that will help to solve marketing problems. 
5.5	Contribution to Knowledge
This study has contributed to knowledge in the following ways:
Market Understanding: An MIS helps businesses understand their target market better. By collecting and analyzing data on customer demographics, preferences, behavior, and purchasing patterns, companies can tailor their marketing strategies to effectively reach and engage with their target audience. This understanding allows businesses to develop products and services that meet customer needs, leading to increased sales.
Competitive Intelligence: An MIS gathers information about competitors, their products, pricing strategies, marketing tactics, and market positioning. This knowledge enables businesses to identify gaps in the market, capitalize on competitor weaknesses, and differentiate their offerings effectively, ultimately driving higher sales.
Product Development and Innovation: Through continuous monitoring of market trends and customer feedback, an MIS provides insights into emerging consumer needs and preferences. This information is invaluable for product development and innovation, enabling companies to introduce new products or improve existing ones to stay ahead of the competition and meet evolving customer demands, thereby driving sales growth.
Optimized Marketing Strategies: By analyzing data on the effectiveness of past marketing campaigns, customer engagement, and sales performance, an MIS helps businesses optimize their marketing strategies and allocate resources more efficiently. This may involve identifying the most effective marketing channels, refining messaging to resonate with target audiences, and adjusting pricing and promotional strategies to maximize sales and profitability.

Real-time Decision Making: In today's fast-paced business environment, timely access to accurate information is crucial for making informed decisions. An MIS provides real-time data on sales trends, inventory levels, customer feedback, and market conditions, empowering businesses to make proactive decisions that drive sales growth. Whether it's adjusting pricing in response to changing market dynamics or launching targeted promotions to capitalize on emerging opportunities, an MIS enables companies to act swiftly and decisively to boost sales turnover.
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