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Marketing Research and Information System
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(Nature and Process of Marketing Information System)
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JEETesy O T &l (Defination of Marketing Information System)
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949 Philip Kotler JC59, A marketing information system (MIS) consists of people

equipment and procedures togather, sort, analyze, evaluate and distribute needed, timely
and accurate information to marketing decision makers.
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Source: P. Kotler & G. Armstrong, Principles of Marketing, 8th Edition, Prentic-Hall, 1991, P-91.
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(Need/Importance of Marketing Information)
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i) P~ ot sgwst (Helps to decision making) § FTas 2207 oy FfRima s=wst
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i) IEETCFIT FRGET TS FLTST (Helps to increase the marketing Operations)
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jiii) T A UIRE (Proper utilization of resources) 3 SV CFi@ 7AW
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Vi) o5 &3f&x Tqfe (Development of information technology) $ IS FIToIER
TR O [IZA AP NS A (12 | TONT LAE O 8 Y& o o &7 | 94F ©
NRLGZ, ©AT AT S T Tl A | WS O TN A (T @I AT O e FT AR |
«% efes ool e A8y 40 AT IR ST SHACTT S A O TR A FAG (SN TART
QIEY

BT AAFAE TS @Fe AT M8 T (@I @ AT U | S AfeDicaa o2y
[IZE @I [T (2 | A TS GHIF AT I M I | S @7 @ i | g
or@ @9 o I Fa1 T |

afStaifas! e e et FIE ST AfTICoR

Wi @ T Y I Oy il $fow Sxae
\ /
TOSd e g TerTEro- it~ o= Solted

4y

TG e Bl-d30



AEITETOF oA

Off Y A A A%fS (Marketing Information System)
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> | STRIF TS 4f@ (Determination of information need) 3 &y fxfaer Fare T
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i) SIS et Ft @R e ozt Fs =32
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vii) T @ ANRS, T et Fafreeg ;s i

viii) T e e sif fafireeiE s@wers zes o

iX) Tl Reaaeed @I Tl Sl sigw FEe?
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5@ 3 AFAETOFT AT LTS fevgfaet
Source: P. Kotler & G. Armstrong, Principles of Marketing, Prentice Hall, 1991, P-92
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ii) ICEEETIY  NEWIAR  (Marketing Intelligence) 38 JISRETeRTT  A[IZAF
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iii) JrETETeFTT AR (Marketing reseach) § ITRECIIS JAFF Tor@ard A IR
AWM (IR O e oF AT I ~Afpifere Fa0e 1@ 97| [ [ SIHacE (@I
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q) oF 3B (Information distribution) 3 75T oy gz W Reawwdd 7= vl
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(Relationship of Marketing Information Systems and Marketing Research)
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TS OFT AT
(Marketing Research)

[ &0
@3 A T -
B e @Rl 5 S qiece AREH |
B IR @A $FP 8 ATASTATS! T Tale #S FACS AT |

B RS @ By T fofee wErs ok |
B JeRereTaced AR 92k See Al (T F9re AReE |

qregerese At (Marketing Research)

et EafG 2eet @i a3 TR g e 3R SerEe SPTEE AR N AP G99
e faafs Snfes T T | ATRETeFAET CF@ T IRY AfRTET (Rt Az A B
ARSI FAEFNF TS FACR | T QA NPT FAF G ARG R IS oHa
AR | ASAETeTad ToFS 207 GO ¢ ERPTHERT AAENS ©7 AR TTFT 3
fQeI- 9ot e. AEFETedae el e | Philip Kotler @3 St Marketing research is the
systmatic design, collection, analysis and reporting of data relevant to specific marketing
solution facing the organization. IFISTOFI NI ZCAT O GF(6 IS A AGFGTSFINT
A (SIS, (FO AR FPTLRONCE ORIT IR Aa I | SN qeFerodqe oA 8
TEIA! Fofere I AT ARG ARSI FIAG BIeTel, FLTHTLe 8 SERe 0 27 |

ASTOFI LS AT AN (TSN AT QT FAE ASASOFI AT 0 |
O3 TR (@ ASRESRSFIT F AL FAF G ST O ifersdt s Feq, o207
AR %S FF I, TG WeaR 2f G T 8 VAT I, T (O FCT @R 9
e @l T | AW @3 AEEA o (72 ST F2EE ARIPWMA FIRI AR A0S A |
A2 GOT YF2 AR (A I AF | ©OF [ (FTET SRETw FCH @ T I A | (6
T T AfsrEifrenee AaR IRTT BrF AFE o IR0 N AU qF0 LT
ZfsTe o Fier sz |

FERETEFIT ARIAT ¥FP I ATAE TS

(Importance/ Necessity of Marketing Research)

T[IZAFTA TPT AN 8 Frae agd Aaaerodad O IIF GI6 o ST |
NI TLCAR (P (@I Sfare WFoe Far 799 | o efels @ =i sfaregdt
TE @ | @F 9 TR WA Sfred ey St Fre @, A Afs ¢ Siger
AT FACS 20, 93 T ARITSHI AN AT FACS ZA | I3 AT IS FAF T LTAGT
TESOFAT @A | AT LY 515 AT (OIS | T A AT (SIS e | ©IR
@FEWR BT [T o AeReredsad e oy o= g 712 | AeReresa (e
Trape fifeq o1 fFoia Sogre =7 of facy Sieamsar 4T =6 |
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S| AT 96 (For Management) 8 ISV AR A[IZAA 20 O [IZIA |
TR SIA PG ARG T A4Te  qqNT Toa2 o Iz | Awasresae
AN TR [ e FITEIE TNTLSICT AT QWi FCF AT |

<)

)

Q)

)

fPrai® azd (The decision) 3 ICREEFAS FHET ARGANT CFq  ASRGTESF
FRIFE T Q@ @S 22 FI0e T | W2 TFe PIalted & RIS IR S
©UT I I ATV TLICT A@R IS AT |

FTT A (Solve the problems) 8 W &od WAk FWE TPHR (F@ AIZF
I (@0 0T AeF AT ATAG | AT ST T FI SAFHIT FCR T AN
I AT |

Sefed IZA (Internal management) § ISFETEFA XN (SIS, FAFS,
FAORT AT CFCG QT T T AT | ATSHITTT FAGRATE TF ST AT (ST Ty
O3 NI (AT T (O sinea 17 T TSGR BT =S T |

g WA (External management) § 92 RN T IBCAF SIHAZIFIAN TR
@, N3, oA IR, T AW CFE AT A T ACE | I
THAIAFINCIE T BT ARG & @3 @@ (A 7 o=t ofhear i ar
JIfgF TIBATE =FEIEt e |

) T eSS @ (For business organization) 3 IEEOFI NITe Al A6
T Af BT freita ToiFe 200z ©f G ST 5t 203

<)
)

Q)

)

TSI BIRRAT SR #16ly TR 1 RO | AR 0T A9y Fewq Jface il ez |
AT LI &l T |

NCIFNT MAICT T IR I5 IS AN T T, I T elfSHItTa FFrre Jaret
e 77 |

NI LT AFSHITT LT =G TF SFAC T AV &AF® STy S FA[
TG |

©) SLRIfST CF@ (For economy) 3 IEESI et [fegena wdfifers Sfiet =i
FAE |

<)
)
Q)
)

®)

IR AL TS T T ey WA I AR A AN f[feqy e Soieary 72
FAE |

NN T [T e QR Reaee o Ay TesAmea ofee 3w daee A
JRANO TLAAC FRITOT FCR |

TO AR, T 247, T bifEwl B MG (SISa T Ab=celd ToF @l g
FAR |

9% IFAR AT HIfAE eFfe faiaer FA1 T8I#17 7= AT TG00 BifRAT 3R Q@ATCT
B A G BT TG TR |

ARGl FERETeFA ACIFA ARMY I AT AL L FIRFC A I AR 4R
oy e SfRifeTs Time Y AR T Mo srnear A |
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G AN FfS=F 7901 (Some Marketing Research Problem)s
IEASTOFAT NI $FP QIR ATAGATST ST IR (@ AR T | S S T
TFATA (PASTAICS SISO AT ACHB T (A A | ASASTOFAT AT FroolT
ST G ST 41 =0T 3

5)

R)

8)

@)

)

v)

JIIT (Costly) ¢ I@ACTOTA ATIFAT ARG T T SCHF AF6 IR FACO 7 |
AYRTS TR 207 [T @ @ TOTE M ACE O SNR9F AGMS LhH M
@TS BIF T | O G (@rehTelT e e o 5T e o @3 S Jee
o e |

2fSRIFTST 9T (Absence of competition) § TG <07 @x Fexr afstaifare: <t
A ETAI AR Rl e A 9 | SeR G Tia o6 s v afediT Iy W3R
St fes Seey Afetaifrer foe At =1 | w0 AqETeFad ATIANT ST O Iy
LT @ 0T A 2T A

Rterein =T (Seller market) 3 ST SEfSTe QAT (ot Ao dfslFe zg M3 |
fCFOrT QAT AT T & | 9T W S 9 @i I 20
A | T [Tl 2@ @ ISR g I | [ Ireeredad AaEe 92 AT
wAfere 47 @ egeed S arTe e

WF @IS WO (Lack of Trained researcher) 3 7aa & ARG &y
TS T WF NI FI | AN o] 8 e 9 AP FRAT ©9AF | TS
M\ 9 40T FA IO FCACE | OTRGT (2P AT LB AT (AR (73 IR
BT |

Temmieind PRIl (Helplessness of responded) 8 3R & @ RCR
RO I T TEIMIOAT FIR (AT TR 4T ARCINIST FoT 2G|
TSI S T A2 T7Fe] AN e e 367 | wfHifre Teawieits! g It
SCTF T RS SifBoE SR (At EFAbS AG! e A A |

T AR (Research environment) § SRR & (T ARE 0AGw =7 (12
R AT ANHT AT QLT TS BT TZ | Qe FEI619 (research culture) 90
T RT ERIT (@ @A Q4 S T dfsfe 2 M2 ) eifens @ e
@ SR (o AR R AT Oz | T AR A Cofd =00z 71 |

AR AZT TS (Lack of research confidence) § ICHF T I (ATF FoFeT
@ A A JF O AL ABCIA 3T oMl A 1 1 (1R TR0 AEIAR CFC T
I = | I FAFCETT TS YT TR SCAS A R TRARN AT Soft
o A (TR |

S (Others) ¢ Stafie a7 »ors Sicar oy Ry Sisima @es e swedw 23
VIfSTATE | QTR S0 ACACR: MRANGS ARCAT SEfqadt, Aq@ely ST el qigeny,
SR SO, AT HBCoNTRITSR SO, [eew et @fffe Tonifn |
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RGeS NI Sget At AR (Scope/Area of Marketing Reseach)
AHTSCFAC ANGST [IAF G TG Ao AT S @ i AR (oNf+ @
Give qCACR | oy AreRerese AAcqaes wiest A #{fafy ez Sieesar <t zeets

>)

R)

8)

Y)

)

v)

®)

(O] AT (Consumer research) 8 toi&ma sifeml, I, oret &, oremm
FA1 AT G012 (SIS @I o {17 |

A7 AT (Product research) 3 afsfG @iy o7 Sitma Tesifre o1y @« Tzres
(SIETR AZOTATST S FIF | (T2 DI ATHNT TP, 217 “AfF=qS, 1ef7 (o< 8 fTene
HTESa Tonfr e Aoy diw AAfeEfe @ AT | AANE AT O (SFIId
R TG AR A0l AT {7 |

2R JEIF AT (Market area research) § el ISR 07 REER TN A AH
T @ A @ 3B & w47 i orie oA 4Ue (rere AW A TG
OF | AGR TS N I LT A | ASRSTed (ekains e [ few dw
eIbZE] TG RN Tof |

& AT (Price research) 8 I (SIS AICHEA AT K43 | efstaiforges
Arecd e A T o e e ST | ST 4T AL G AT I T
faifaet 90 203 | AGIRSTSTACT AT A3F e fafarers o fode e 2 |

e 7Tt (Advertising research) 3 REEHIHa F& 20 (SreMa 76 2147 A7
(2 T R (OIS W e 0 | [T (oIS [e#iw i wqefe & a3k o i
sl & FA0T EBI8 (AT A | (SIFWA [T TF TOITS MR I (12
ST et AfRaS N 271 T [Reare Wi 4 |

e R@EFer (Personal selling) 3 g 55 o7 @ Ifes [Rawer wofam: T |
Rl 4T o (OISR T0T AT TYITS /T QR (SISIE 4T T AFE FACO AN |
RS 0T AT |

@ AL (Sales foreasting) 3 W @=ifw fere fq @ Fow fawa
SFTACT ST | 07 I TRAMT FAT (@I WP & LS (O A SRAAT TS
AR Foq TR @ WO | ORI AR Ty ASE AL W q
RGO NI oI CFd AT IS I |

fRe&w 8 3B fAwawe (Sales and distribution analysis) 8 @™ iifva e Ifea &=
AT STl T T G I [AF | THIPIAAT WA A #Aely LD B PO AN
TRIF R T wWE G0 (@ FRGT TS RS AT | I (931 oy e
CeI- oo e 42 Ay 531 AfoB a1 T | IS AR MG 396 (937 oy
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