


















































































































































































































































6. Most top managers/owners believe that marketing research do not
solve marketing problems. This could be the main reason to
allocate insufficient budget for marketing research. Due to this
reason, marketing research is conducted rarely in most

manufacturing companies under the study.

7. Manufacturing companies under the study worked little to monitor
marketing environmental information such as economical,

social/cultural and technological.

8. Current marketing decisions made by marketing managers lack
relevancy, timely, currently and completeness  among
characteristics of good marketing information. With the absence of
these characteristics, it is difficult to make sound marketing
decisions. So, they are not getting marketing information that

enables them to give sound decision.

5.3. Recommendations

On the bases of the findings obtained and conclusions arrived at, the

following suggestions are forwarded:

1. It is found that manufacturing companies do not collect and
distribute marketing information well to users. But, to make
sound decision, pertinent marketing information should be
collected from different sources and distributed on time to decision
makers. Therefore, manufacturing companies should establish a
well organized marketing information system in their company that
enables them for effective collection and distribution of marketing
information.

2. It is essential to give top priority and concern to establish soon a
well organized MKIS in terms of specialized manpower, equipments
and other important facilities. The system should be designed

systematically to collect, filter, store and distribute marketing
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information throughout the company. It should provide relevant,

current, timely and complete information to the users.

. Getting marketing information only from internal records may not
lead the company to success. Therefore, companies should
facilitate things in getting marketing intelligence from customers,
competitors, suppliers and distributors. Moreover, sufficient fund

should be allocated to marketing research.

. Sales persons and intermediaries should be trained and motivated
to gather pertinent marketing information from -customers.
Moreover, companies have to develop ways of gathering
information from competitors’ published reports and talking to

customers of competitors.

- Environmental factors such as changes in economic conditions,
social and cultural patterns, technology innovation and explosion
should be monitored as they significantly affect company's
operation.  This proposes that the well organized marketing
information system needs to be embodied with market
environmental scanning function through which an external

orientation is maintained.
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Appendix A

List of Sectors and Companies Included in the Study

No Sectors Name of company
1 | Glass and Bottles Addis Ababa Bottle and Glass S.C.
2 | Aluminum Products Kolfe Household Utensils Factory
3 | Edible Oil Addis Modjo Edible Oil Complex S.C.
4 | Bees Wax Ghion Industrial and Commetcial plc
5 | Bread and Cake Misrak Flours and Bread Factory
Ethiopian Pharmaceuticals Manufacturing
6 | Medicines & Pharmaceuticals Sh.Co.
7 | Canvas and Rubber Products Ethiopian Tire & Rubbet Economy Plant plc
8 | Carton box/Packets/ Trays Burayu Packaging and Printing Industry
9 | Alcoholic Drinks National Alcohol and Liquor Factory
10 | Leather, Skin and Hides Addis Ababa Tannery S.C.
11 | Manufacturing Machineries Faffa Foods S.C.
12 | Soft Drinks Amboo Mineral Water Factory
13 | Wine Awash Wine S.C.
14 | Shoes Tikur Abay Shoe Factory S.C.
15 | Matble /Granite/ Ethiopian Marble Processing Enterprises
16 | Soap /detergent/ Gullele Soap Factory
17 | Adhesives/Glues/ Kadisco Chemical Industry plc
18 | Antirust, Varnish and Paint Nifas Silk Paints Factory
19 | Shoe and Shoe Accessories Ethiopian Canvas and Rubber Shoe Factory
20 | Yarn and Thread Adey Ababa Yarn S.C.
21 | Tires and Patts Thereof Matador Addis Tire S.C.
22 | Tobacco National Tobacco Entetptise (ETH) S.C.
23 | Books and Other Printed Items Berhanena Selam Printing Enterprise
24 | Flour ASTCO Ple
25 | Cosmetics Berchaco “Eth” plc
26 | Carpets and Curtains Trio Craft plc
27 | Wire and Wire Products Ethiopia Plastic S.C.
28 | Napkins, Paper & Stationery Yekatit Paper work
29 | Biscuit Nas Foods
30 | Spring of Vehicles Ethiopian Spring M.B. S.C
31 | Spare Parts of Vehicles Akaki Spare Parts & Hand tools S.C.
32 | Poly Prop line, Bags, Sacks Jutes, Ropes | ROTO ple.
33 | Metal, Iron and Steal Works Akaki Metal Product F actory
34 | Prefabs Kaliti Construction Production Enterprise
35 | Household and Office Furniture Finfine Furniture Factory (3F)
36 | Canned Food/Sweet/Confectionery K.O.J] Food Processing Complex plc




Appendix B

Addis Ababa University
School of Graduates Studies
Department of Business Education

My name is Getu Sebokssa. I am a post graduate student of Addis Ababa University
in Marketing Management Education. I am conducting this study for the completion
of my MA program. The objective of the research is to study the status of marketing
information system for decision making purpose by Ethiopian manufacturing
enterprises that are found in Addis Ababa. Therefore, as it is a purely academic
research, I am confident enough that my respondents will honestly fill on the items
here below. The responses are treated in strict confidentiality.
Thank you for your active cooperation!

SECTION 1. PROFILE OF RESPONDENTS
1. Sex: [IMale [JFemale
2. Age: [18-25 0 26-30 0 31-35 0 36-40 (41 - 45 [Jabove 45

3. Educational Status: (] 12 grade completed and below  [] Certificate
[J College Diploma [ First Degree U Masters and above

4. Service year in the position related to marketing and sales.
U Less than 1 year [J 2-5years []6-10 years
0 11- 15 years (1 16 and above

5. Number of employees of the company

6. Type of ownership of the company
[JPrivate [ State Owned

Section II: The following questions are related to the company’s information
handling activities. Please respond to the questions by checking (v) mark on
the space provided. In addition to this, give appropriate responses on the space
provided.

No

Statements

Very Good
Good

Fair

Poor

Very Poor

The company'’s collection of pertinent marketing
information from different sources is

2 | The company's storage of the already collected marketing
information is

3 The company’s retrieval system of the already stored
marketing information is

4 | The company’s distribution of marketing information for

decision makers on time is

II



5. Is personal computer available for you in your office?
LYes [l No

6. If your answer to question number 5 is ‘yes’, for what purpose do you use it?
(you can mark on more than one)
U Secretarial purposes
Ll Storage & retrieval of marketing data
[ Processing marketing data
U Decision making purpose
[J Sending and receiving reports
Others

7. If your response to question number 5 is ‘Yes', is internet access available with
your personal computer?
UYes I No

8. If your answer to question number 7 is ‘yes’, for what purpose do you use it?

9. Is there any section responsible to collect and handle marketing information in
your company?

[lYes [J No
10. Does your company have well organized marketing information system?
U Yes U In process of establishing LI No

11.If your answer to the question number 10 is ‘No’, what is the cause? (Tick one
which is appropriate for you)
[J Lack of awareness
U Anticipated benefit is not sought
[ Lack of effort (initiation) to establish the system
LI Cost of running the system is high
Other reasons

12. For which of the following marketing mix ingredients your company gather
marketing information for decision making purpose (you can mark on more
than one).

[Product  [Pricing UPromotion [IPlacing

13. For which of the following marketing management functions your company
gather marketing information for decision making purpose (you can mark on
more than one).

[Planning [Organizing [OControlling [IDirecting UStaffing

I



Section III: The following questions are related to the company'’s sources of
marketing information. Based on experience of your firm, respond to the
following questions by putting (v) mark on the space provided. In addition to

this, give appropriate response on the space provided.

No
9 '
Statements 8 S
O - . aé»
Eloly |5
S| S |&|R|8
14 | The company’s usage of internal records as a source of marketing
information is
15 | The company's organization of internal records in such a way
that it helps for marketing decision making purpose is
16 | The cooperation and willingness of departments of the company in
sharing internal marketing records is
17 | The company’s usage of sales persons as marketing intelligence
gatherer from customers is
18 | The company's usage of distributors and retailers to gather
marketing intelligence from customers is
19 | The company’s status in studying the competitor's move by
reading their published reports is
20 | The company’s status in studying the competitor's move by
talking to their customers is
21 | The company'’s gathering of information regarding the suppliers of
the raw materials move is
22 | The company'’s gathering of information regarding the move of
distributors of its product is
23 | The company’s usage of marketing research in solving marketing
problems is
24 | The company’s usage of marketing research as a source of
marketing information is
25 | The company’s status in studying wants of its customers is
26 | Measuring the level of customers’ satisfaction by the company is

27. Does your company conduct marketing research when the need arise?

U Always when needed Ll Sometimes when needed

[J Rarely even needed [J Never even needed

28. If your answer to question no. 27 is rarely or never’ what is the possible

reason? (You can mark on more than one)
ULack of sufficient budget to conduct research
U Insufficient knowledge /skill/ to conduct research

U Poor understanding of the benefit of research on the side of top managers
[ Lack of believe that marketing research solve the problem by top managers

If other specify

v




Section IV: The following questions are related to the company’s collection of
marketing environment information. Based on experience of your firm, please
respond to the following questions by putting (v) mark on the space provided.

No 3 .
Statements 8 S,
5181585
- O | = | & |
29 | The company’s collection of economic environment

information (inflation, demand and supply, income level of
customers) for decision making purpose is

30

The company’s collection of social/cultural (life style, norm,
belief, custom) information for decision making purpose is

31 | The company’s collection of technological development
information is
32 | The company’s collection of (Policy, Rules, Regulations,
Proclamation and Laws) information to decision making
purpose is
Section IV: The following questions are related to the characteristics of
information the company gets. Based on experience of your company, please
respond that shows your agreement to the following questions by putting (v)
mark on the space provided.
No B 5] S ]
Statements Eﬂ g g E :’iﬁ 'Egb ;:;)
Egl& |8 |2|58
ng | € |2 (A |nA
33 | The company gets relevant marketing information to the
decision that is going to be made
34 | The company gets accurate marketing information
currently
35 | The company gets timely marketing information for
decision making purpose
36 | The company gets current marketing information for
decision making purpose
37 | The company gets reliable marketing information for
decision making purpose
38 | The company gets complete marketing information for

decision making purpose
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