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Abstract:

The aim of this study is to test the impact of marketing information
systems on marketing effectiveness in African Glass Company. The
researchers selected four dimensions for marketing information system.
These dimensions are: internal records, marketing intelligence, marketing
research, and marketing decision support system.

The questionnaire has been used as a tool to collect data base for the
study’s variables, it was distributed on a convenience sample consisting of
90 employees in African Glass Company.

This study found that marketing information systems have a positive
impact on marketing effectiveness. It is the effect of the impact of marketing
research in marketing effectiveness. According to the study’s results, the

researchers have suggested many recommendations to African Glass
Company.

Keywords: Marketing Information Systems, Marketing Effectiveness.
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