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Abstract: The present paper
focuses upon the importance and
role of marketing information
system and its contribution in
formulating the marketing strategy.
The system offer to the marketer
the needed information from the
company environment, the collect
such information will allow the
company to adapt rapidly to its
environment.

In  essence, therefore, in
formulating a marketing strategy,
the company should gather
information about micro and macro
environment, especially concerning
consumers and competitors in order
to gain competitive advantage.
Also, the system allow the
company to understand the ways in
which the environment pressures
can be related to its capabilities.
There is therefore a need for the
marketer to monitor the
environment, so that, opportunities
and threats facing the company can
be defined.
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() Galligan, C, Wilson, R, Strategic Marketing Planning, Butter Worth Hein, 2003,
p301.
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Range Planning, 1983, n°.16, p11.

@ Jain, S, C, Marketing Planning and Strategy, South West Publishing Company,
London, 1990, p32.
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