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THESISES

1. Objects of research, theme determining

Huge extension of the globalization, the bigger aigher worldwide
commercial activities, rush technological developtmend further
factors cause harder and harder competition andcoewpetitors appear
in the market. As a result of this competitioexfble and quick

following of the market claims is a key point fletcompanies.

In this hard situation that companies can be coitiy@tin long term,
which combine and harmonize their activities foeithtargets, and set
harmony among business strategy, human resouroek,pnocesses and

information systems.

The quick technological development distresses emigs running
innovation, but also supports this improvement afficiencies of
business activities. The front place of this depaient is informatics,
which has strong effect in connection with the bass, but enforces and

helps moving ahead.

While in previous time producers, and service pitexs determine the
assortment, nowadays the customer and marketagesaalo this. Thus
the weight point moved from producers to the custamThis attitude
generates serious changes in the affected compamasagement,

operation and organization systems and of courfegnmation systems.



Claims became extremely high to improve the efficie of the
processes and organization, parallel with this ititegration of the
partially integrated processes, and the most modbigh leveled
integrated, wide spread information systems, whichieve company

functionality.

Globalization, extremely technological developmemtd higher and
higher market competition, naturally typical forettmarket of the
informatics products and services similar like othearkets nowadays.
The developer of the information systems or thele/sellers and retails
are in a competition to acquire and preserve diesame as their
customers who use systems to reach their busirgsstives which are
offered by these informatics entertainments. Th#ebfor the customers
is running, which is excite these companies a \guick and wider

modernizations. This improvement has to lift fuaptlity, level of

services, make better handling, increase religtdlitd the variety of the

hardware, software and network resources posg#silit

To use the most modern informatics solutions, nedt jautomate
business processes, they modify the methods ofriaeage of these
processes, and combine with the telecommunicatiey ire the most
effective tools of the business communication. Ttheory of the
strategically leadership handles the informatiostesy as a key element,
which influence the operative processes in shortt mid term, and in
long term it can support the success of the comglammygh to influence

the innovation process.

More than 50 percent of computer systems whichcavaed by
wood and furniture industrial companies are imptbvey
themselves. Soft ware ideas are low leveled inettffaeme made”
systems, which means business handicap. Theseao@eshave to
be known the substance of CRM, SRM and ERP (Emserp

Resource Planning), and have to convince themeddhese.

Marketing approach of the companies have to be g by

professional organizations.

It is worth to present in professional forums ttlieme (that is to

say, have to make marketing for marketing infororagystems).

Some patrtial activity appear in a marketing orgatiin, or they are
used, these are the market research and advertibingnany
companies these activities are the responsibilitthe managing
director, and unfortunately not the marketing oigation. Thus to
clarify the responsibility of marketing organizatialso one of the

solving problems.

The connection of informatics systems and marketiegds new
educational methods. | can imagine in high levedieaching and
post gradual education to educate that kind of egpeho are good
at both side, who can connect with these two seiemd according

to this, they can be the base of the companiesketiag decisions.
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5. Practical using of the results

In my opinion we have to wait to prepare the ouecahstruction of
marketing information system. Conceptions regardiagthe current
information system are too abstract, and far frone tpractical

accomplishment.

Considering these facts, | summarize my suggestiovisich can

accomplish in the real life, in the following list:

1. The external information needs more attention inneztion with
preparing of the marketing information system. Rrey
examinations show that most of the current inforomatsystems
consider only the internal data. Whereas the fuperspectives, we
have to waiting from marketing information systeths evaluating

of routine decisions, which are based on extera&l.d

2. Important task to clarify the function of marketifignction in a
company. According to the empiric examinations Venéo set lack
of marketing in the field of wood and furniture usdry. These
caused by this fact, the status of marketing fomcds a company
function is unsettled and unclear, that is to $ajoes not appear as
an individual function, and the coordination is elgfve among the

marketing partial-activities.
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Most of the company directors recognized, that tbempany

management information system is a strategic elemein the

competitiveness, competition-benefits, origin oé throfit, it could be

important in the differentiation from other compets.

Beside the effective execution of the business gaees and effective
company control, informatics supports marketing oamication, sales,
managing the customer relationship, product managgnproduction

planning, publication-design, office and businessnmunication and

several other activities.

Informatics improvement and thus company managetasit does not
finish with the application and implementation afiyasystem. The
expected competition benefit for the organizatiam de reached only
with the continuous ensuring of the most feasibl@t®ns, but the lack
of the most feasible solution can cause oppasselt, which means
competition handicap. Companies operate in a cootisly changing
environment, where changing the market, the coripeti the

competitors, and informatics technology and systéfitke company do
not follow these claims as quickly and flexiblepassible, it can be in a

trouble.

This recognition urge me to study the company médion systems, to
analyze marketing information systems’ structurej eesearch whether

they are needed, or rather discover connection antbam.



| do not think that | have to explain the actualdf this theme. As
Hungary started to built up market economy, toemt|l store and work
up marketing information, or rather preparing asiel® marketing
information system is serious problem for the comgs in several

times.

Besides preparing a new marketing information systeodel (MIS), |
also examine the informational level of the compahéexecutives, what
gives them wood and furniture industrial informatiavhether operate
they computer systems, if yes, can it be calledc@wmpany control
system, and their current systems can generateetiragkinformation,
which modules are using from the MIS, or they ha®&M (Customer
Relationship Management system, whether they empimrketing
experts, and the marketing managers of the compare® use the

Internet to improve their knowledge?

4. Other facts

The task of the marketing information system isgporting the
requested information for the right managementl)etieeestablish
marketing decisions, ensuring the availability bistinformation.
Furthermore marketing information system has topetp daily

status analysis as well as strategic decisions.

Marketing renewing of the previous decades wasatherized by
preparing of the content of the customer-closenasiicy, and
spreading of this policy’s practice. Several metheeere worked
out in connection with how to acquire and retaincustomer.
Customer databases helped experts to make bett&pnoer-

closeness.

The cycle of informatics service providers and m&w, which
support Hungarian marketing, is being become widerm one part
soft wares are available, form other part sevarallsand mid cap

companies were established to supply these kinasts.
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- The applied informatics systems do not supply mntarge
information. They have opportunities to demonstratrketing

costs and to handle marketing actions.

- Leaders have not got any idea about, how could amgithe
marketing information system of their companies.siiaf them

do not consider any improvement.

A new theoretical marketing information system mosglas worked
out in this dissertation. This model —defined by-raealyzes the
possible modules of marketing information systehe, interaction
of these modules and their connections with the pzom
information systems. The novelty of this model tegent new
correspondences based on the used literature ebuganizing the

factors which were mentioned in this material

| settled that the wood and furniture industrieempanies (and
other companies too) only applied the internal répg system
from the modules of marketing information systemigdeér
companies used primer and secondary informatigchdanarketing
decisions, but this method was not integrated m itiformation
system. It was a positive experience that somewi@RdM and
implementation of SRM (Supplier Relationship Manmagat) were
started, which made connection between the interapbrting

system and the marketing observer system.
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2. Preludes and applied methods

At first | collected the secondary information txaenine the structure of
the marketing information system and to work out MiS& model,

according to the steps of the marketing researamly found a few
overall styled publications in Hungarian and inggional literature
(what is more | did not find any publication in thieingarian literature),
this recognition urged me to discover all form dfetsecondary

information in this topic.

After analyzing secondary information | starteddto primer research. |

chose the method of questionnaires.

During my research | visited 101 companies all oveHungary, and
one third of these, 38 companies in Budapest. Assalt of the filter
condition | only examine wood and furniture indiedt companies,
which do business as producers and sellers iranalfhalf part. | visited
them in September and November of 2004. The presdms gave me

answers, were top- or middle manager of the conggani

| analyzed this sample according to three poini@iv:
- The size of the company, through the employees hef t
companies, and the net turnover
- Main activities — whether it is producer or settempany

- And the titles of the person, who give me answer.



At first | examined the informational level of thexecutives, then |
checked what type of informatics and controllingteyns were used,
how modern were they, and which functions were lahdy them.
After these | examined whether the information egstincluded

marketing information system and what kind of itadtionality.

From different resources provided information wemrked up by the

following methods:

- | applied descriptive and comparative methods ffier general

introduction.

- Questionnaires were processed and connections were

determined by the SPSS program.

- The adaptation of the marketing information systemodels

extended my methodology’s base.

3. New and novel results of the dissertation

The direction of my research was the marketingrinfttion system, the
company information systems and the connectiohedd systems.
| think the new or novel results of my dissertat@am summarize in the

following points.

1. Detailed summarizing were made about the marketifaymation
system and its connection with the company infoiomasystems,

based on an international and Hungarian literaajyess

2. | organized a research, which based on more th@ncatpanies,
and prepared a questionnaire, and then these waleated.

The main statements are the following ones:

- Almost each company has computer system; howeugr 5th
percent of these could be operated as companyot@ytstem,
but this 50 percent do not include MIS modules.

- If we examine what kind of systems are used by ehes
companies, we realized, that 50% are developedthdpdelfes,
but we have to see, these made by self systemapatid in
the smaller companies. Bigger firms first of aleu&AP, BPCS,

or other bought systems.



