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THE ROLE OF INFORMATION TO DEVELOP MARKETING

Abstract: The development of the country's economy and the improvement of its
management system cannot be done without information. Information consists of the continuous
exchange of information between all sectors, industries, divisions of the national economy (from
the workplace to the ministries) and between similar enterprises and organizations. With the
growth of science and technology, the range of goods will increase, will be updated, the technical
base of production will be enriched with modern and sophisticated machine systems, technological
processes will intensify and become more complex, production specialization will expand, and so
on.The article highlights the need and importance of information in marketing and analyzes the
example of some companies. Moreover, the views of economic and marketing scientists are
scrutinized in the article, resulting in more clear visualization of the role of information in
marketing activities.

Keywords: Information support, marketing research, marketing intelligence, marketing
solutions, marketing situation.

POJIb TH®OPMAILIMU B PASBBUTUUN MAPKETUHI' A

AHHOTanusi Pa3BuTHE HKOHOMHKHM CTPAaHbl U COBEPIICHCTBOBAHUE €€ CHCTEMBbI

yIpaBieHUs] HEBO3MOXXHO 0e3 nHpopmanuu. MHpopmalns cOCTOUT U3 HENPEPHIBHOTO 0OMeHa
uHpopManuell MeXAy BCEeMH CEKTOpaMH, OTpacisiMu, MOApa3JeNeHUsIMA HAIlMOHAJILHOU
HSKOHOMHUKH (OT pabouuX MECT /10 MMHHUCTEPCTB) U MEXIY aHAJOTUYHBIMU IPEANPUITUIMU U
opranuzaisiMu. C pocToOM Haykd M TEXHUKU aCCOPTHMMEHT TOBApoB OyAeT yBEIMYUBATHCA,
OOHOBJIATHCS, TEXHUUECKAsl 0a3a MPOM3BOACTBA OyAeT 000ralaTbCs COBPEMEHHBIMU U CIOXKHBIMU
MallMHHBIMU CHUCTEMaMH, TEXHOJOIMUYECKHe Tpolecchl OyayT HWHTEHCHU(HUIHUPOBATHCS U
YCIIOKHATHCA, CIEINalIN3altsl TPOU3BOJICTBA OYAET pacIIupsThCs U TaK Jajee.
B cratbe mnomuyepkuBaeTcsi HEOOXOOMMOCTb M BaXHOCTh MH(MOPMAIMM B MapKETHHIE H
aHAIM3UpYeTCSd TpUMEp HEKoTophlx Komnanuil. Kpome Toro, B crTatbe mnoApoOHO
paccMaTpUBAIOTCS B3IJIAAbI YUEHBIX-9KOHOMHCTOB M MapKETOJIOTOB, YTO MO3BOJISET 00JIee YETKO
MPEJICTaBUTh POJIb HH(OPMALIK B MAPKETUHIOBOW JIESITEIbHOCTH.

KawueBble ciaoBa: MHdopMmanuoHHass NOJIep)KKa, MapKETUHTOBBIE HCCIIEIOBaHUS,
MapKETHHIOBas pa3Be/ika, MAPKETUHTOBbIE PEIICHUSI, MAPKETHHIOBasi CUTYal[usl.
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Introduction

According to the analysis of the English economist William Stanley Jevons,
who lived in the XIX century, the definition of “market” has been defined as below.
In his view, the market is a group of people who enter the business environment and
can make a deal for any product. Philipp Kotler, on the other hand, emphasizes the
separate role of buyers and sees “market” as the potential of goods and buyers.
According to the British economist Hayek, it is seen as a complex process that allows
the market to be most fully realized. So the market is a system of relationships
between sellers and buyers. [1]

It is known that the expansion and complication of processes and the
development of the economy show the improvement of the management system and
the fact that activities can not be carried out without information. Information
consists of the continuous exchange of information between all sectors, industries,
divisions of the national economy and between similar enterprises and organizations.
Along with the growth of science and technology, the range of manufactured goods
also increases, is rapidly updated, technological processes intensify and become
more complex, and the specialization of production expands, and so on. Therefore,
the amount of information used in the enterprise will increase sharply.

Any organization, business or firm needs complete and accurate information
to better understand market opportunities and solve marketing problems. They
cannot perform comprehensive analysis, development, and monitoring without
knowledge of their customers, competitors, intermediaries, sales, and pricing. As
one famous American marketer put it, "Managing a business is managing its future,
managing its future is owning information." Indeed, information remains an
important management resource and object, such as finance, raw materials,
equipment, and manpower.

In the past, because many firms were structurally small, the firm’s employees
had the opportunity to communicate with their customers separately. Marketers, on
the other hand, interacted with consumers and buyers, tracking them and collecting
them through surveys. By the twentieth century, companies need to create a
comprehensive and high-quality database. And as a result, a number of trends in the
collection of marketing information have emerged. For example, a firm seeks to
expand its position in the market, and the size of the enterprise, which is expanding
its position in the market, expands both in terms of production, territorially, and
manpower. As a result, as the company grows, it will not be able to get to know its
customers directly. Therefore, it is necessary to find other ways to collect
information in such a case.

For example, the need for management in a modern machine-building
enterprise requires the production of more than 100,000 information signs per hour
or up to one million per day. When information is lacking or not fully utilized,
management errors can occur, because in this case the manager will not have full
information about the state of production. Any organization, business or firm needs
complete and accurate information to better understand market opportunities and
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solve marketing problems. They cannot perform comprehensive analysis,
development, and monitoring without having information about sales and pricing to
their customers, competitors, intermediaries.

Literature Review

According to the research done by economic scientists A. Hamidi and
M.Safabakhsh, the companies and the government bank data and the results of the
questionnaire surveys along with the library research made it clear that information
technology has high impact on E-marketing. All the above mentioned sources show
that IT leads to providing the opportunity at every place and time for advertisement;
increasing the overall potential of advertisement; increasing the income for the
companies; and decreasing the pollution and energy consumption.[2]

Scientists J. Frey, H. S. Haller discuss in their article titled “Design of
experiments has not been used more widely by marketing despite its proven track
record” that in the global competitive marketplace, great products are coveted by
consumers. According to their view, marketing continues to raise the bar on products
that will delight customers and gain market share. Design of experiments is a well-
established protocol for designing, developing and improving products and
processes, which can be used to help development and production achieve
marketing’s goals. The efficiency of experimental designs is a key feature that
product developers and engineers can leverage in designing products in the resource-
constrained business environment. The depth of information gained from following
the experimental design protocol and the continual improvement cycle provides the
developer or engineer great insights into what is important to the product and the
customer. Their paper presents three case studies to demonstrate the power of the
experimental design protocol in developing products to meet marketing’s needs.

Another scientist S. Earley shares his views and research results in his paper
titled “Using the customer journey to optimize the marketing technology stack”.
This paper discusses how to evaluate marketing technology (martech) software in
the context of the customer journey. It describes the technologies that are used to
engage the customer at each stage of the customer journey, beginning with search
engine optimization to enable the inbound engagement that brings customers to a
website and informs them about the available products or services. The paper
describes the different characteristics of the customer journey, such as the fact that
it traverses multiple departments and requires support from many organizational
processes and structures. The paper concludes that in order to develop an appropriate
martech software stack, it is essential to take a holistic view of the customer journey
and the technologies used to support it. This paper provides a detailed analysis of an
engagement strategy that spans the entire customer journey and identifies the
technologies that are used for each stage, from search to purchase, order fulfilment,
use of the product, and support. As implementing a full complement of solutions is
not always possible, this paper provides guidance on how to prioritize the selection
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of enabling software, to guide the investment strategy by identifying those
technologies that offer the greatest value to the organization. [4]

In the article "Green marketing in supermarkets: Conventional and digitized
marketing alternatives to reduce waste" prepared by several authors, green
marketing actions that can reduce food waste (FW) of short shelf life (SSL) products
by retailers and to propose effective FW mitigation strategies are carefully identified
and analyzed. The article is based on a multiple case study of selected supermarkets
that have enacted strategies that emphasize FW reduction. The findings unveil both
conventional and digitized green marketing actions that should be implemented in
the following sequence: product, place, price, and promotion. First, products need to
be grouped into categories based on retailers’ brand and suppliers’ brand. This help
to prevent future problems with the items that bear the supermarket's brand. This
categorization is also helpful in defining the right place, price, and promotion for
products with SSL. Besides, the pricing of items with SSL should be dynamic.
Lastly, careful attention paid to where offers are placed inside stores also can also
help to leverage sales, leading to reduced food waste. [5]

In order to create value for customers and build beneficial relationships with
them, marketers need to have a deep understanding of what customers need and what
they want. Such consumer understanding is achieved through the best information.
Companies use such concepts to create a competitive advantage.

There have been major changes in the field of artificial intelligence in the last
few years. Developments in this area have been undertaken by many companies that
have begun to use artificial intelligence-based technologies to automate and improve
their marketing programs. Smart chat bots, contextual advertising management,
voice search are examples of the implementation of artificial intelligence that we
often encounter.

Big data analytics help companies learn more about their target audience and
customers. This allows for a wide range of personalization of marketing messages.
Well-known and major brands use artificial intelligence technologies to strengthen
their market position, free up resources and focus on customer experience, thereby
adapting their marketing strategies.

Many marketing decisions are made without consulting marketing
information or the use of formal marketing research. For example, a decision maker
may feel she already knows enough to make a good decision. The time required to
investigate a question or conduct formal marketing research may not be available.
In other cases, the cost of obtaining the data is prohibitive, or the desired data cannot
be obtained in reliable form. In a few instances, there may be no choice among
alternatives and therefore no decision to make because there is little value in
spending time and money to study a problem if there is only one possible solution.
But in most business situations, marketers and managers must choose among two or
more courses of action. This is where fact-finding, marketing information, and
research enter to help make the choice.
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Figure 1. Main directions of marketing research.
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Marketing information and research address the need for quicker, yet more
accurate, decision making by the marketer. These tools put marketers close to their
customers to help them understand who they customers are, what they want, and
what competitors are doing. When different stakeholders have very different views
about a particular marketing-related decision, objective information and research
can inform everyone about the issues in question and help the organization come to
agreement about the path forward. Good research should help align marketing with
the other areas of the business. [6]

Marketers should always be tapping into regular sources of marketing
information about their organization and industry in order to monitor what’s
happening generally. For example, at any given time marketers should understand
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how they are doing relative to sales goals and monitor developments in their industry
or competitive set.

Beyond this general level of “tuning in,” additional market research projects
may also be justified. As a rule, if the research results can save the company more
time, money, and/or risk than it costs to conduct the research, it is wise to proceed.
If the cost of conducting the research is more than it will contribute to improving a
decision, the research should not be carried out. In practice, applying this cost-test
principle can be somewhat complex, but it provides useful guidance about when
marketing research is worthwhile. Ultimately, successful marketing executives
make decisions on the basis of a blend of facts and intuition. [7]

Figure 2. Process of Market Research.
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It is well known that marketing information is the basis for decision making
in marketing activities and is also needed to analyze the results obtained after making
a decision. Often, enterprise marketers have maximum information in the process of
marketing research. Marketing research is the systematic design, collection,
analysis, and presentation of information related to a particular marketing situation
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that a company may encounter. Some large companies have research departments
that work with marketing managers working on a marketing research project. Also,
these companies, like small businesses, often hire outside research specialists to
conduct marketing research classes and provide advice on managing marketing
ISsues.

According to Rogers (1962), new technology adoption generates diverse
consumer expectations and attitudes. As mentioned above, three main reactions may
occur when individuals face new technologies: adoption (Swedberg 2014),
reluctance (Kanter 1983), and resistance (Albrecht 2002). Technology may be
adopted, may generate frustration and resistance, and may be abandoned (Albrecht
2002). However, technologies may be rejected by consumers who may continue to
benefit from Proximity Marketing. The consumer reactions will then be neither
adoption, nor resistance, but reluctance. According to Kanter (1983), reluctance is
the most typical consumer reaction since it is caused by lack of control and
uncertainty about the effects of new technologies. [9]

Marketing information is the basis for decision making in marketing activities
and is also needed to analyze the results obtained after making a decision. Marketing
information system is the most important component of the information system in
the management of the enterprise.

Many companies focus on the introduction of advanced technologies.
However, we must not forget that marketing is based on people’s relationships in
society. It is therefore necessary to redistribute the attention of marketers to living
people, their behavior and attitudes towards marketing activities which will be
accurately carried out with the help of information process.

Methodology

The methodological basis of the article is the use of latest research papers and
scientific articles related to the theme. The author also used methods such as
systematic analysis, comparative analysis, logical approach in the article and based
his opinions on them.

Moreover, marketing managers and researchers need to work closely with
each other to identify the problem and come to a decision on research goals. The
manager has a good understanding of deciding what information is needed, while
the researcher has a good understanding of marketing research and how to get
information. Identifying the problem and research objectives is one of the most
difficult steps in the marketing research process. The manager may know that there
Is something wrong in the process without knowing the specific reasons. Many
companies today use ethnographic research. "There is no better way than to use the
ethnography of consumer approach as a bridge." [10] Ethnographic research
involves the process of sending observers to interact with consumers in areas where
they live and send them to study. Observers can be trained by anthropologists and
psychologists or company researchers and managers. For example, P&G could use
ethnographic research to gain a deeper understanding of how to serve the world’s
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poor. Three years ago, P&G launched the $ 2 a Day project for the world's middle-
income population. The project will send ethnographic researchers through the
jungles of Brazil, huts in India, and villages inhabited by Chinese farmers to gain a
deeper understanding of the needs of low-income consumers there. Based on data
obtained by P&G's $ 2 a Day project, the company has already developed a
successful product for the population of a developing country. This powder is mainly
designed for women who wash their hands by hand, it creates foam on its own and
removes dirt easily. Another product is a hair wash that does not require water at all.
In order to better understand customers, P&G needs to produce not only efficient
and affordable products, but also products that make you want to use them.

Conclusion

In this research work, the authors examine in detail the role of information
in the marketing of enterprises and come to the following conclusion. Any
organization, business or firm needs complete and accurate information to better
understand market opportunities and solve marketing problems. So authors want
to make the following suggestions.

e First, in order to further improve the planning and management of
marketing research in enterprises, it is becoming increasingly important
for enterprises to pay attention to issues such as finding a place in the
market, market capture, following the principles of marketing. However,
at present, many companies in our country do not conduct
research. Therefore, if businesses conduct their business based on
marketing principles, plan marketing research, conduct marketing
research processes in a timely manner, have the necessary information,
and achieve positive efficiency.

e Second, marketing bodies need to develop and improve their performance
in planning and managing data collection in enterprises, as
the organization of marketing research, data collection, processing and
analysis help in making marketing decisions in their activities and
minimizing uncertainty as much as possible.

e Third, we need to use foreign experience in collecting and using
information, because marketing activities first appeared and developed in
America, and in our country we have not been engaged in this activity for
a long time, so if we use foreign experience, we will achieve a positive
result.
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