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Mertoro nmyOaikanii € moka3aTu pi3HOMAHITTA 3HAYYIIOCTI PI3HUX XKepes MapKeTHHIOBOL
inpopmauii B KoMmaHisix, 10 NPOBOAATH Pi3Hi BHIM JisIbHOCTI (BMPOGHMIITBO, MOCJAYrH i
TOPriB/II0) HA NMOJILCBKOMY PHHKY. Marepiaja cgopMy/ib0BaHO 3a pe3yJbTaTaMH J0CTiIKEHb,
npoBeneHux kadenporw mapkernnry KpakiBebkoro exonomiunoro yuiBepcurery B 2013 poui
IIpeamerom npociaimkeHHst 0yJI0O — OOCAT i YMOBH BHKOPHCTAHHSI MAPKETHHIY KOMIIAHISIMH B
Hoabui. [ Beix KocaiKyBaHNX KOMIIaHili 00IpyHTOBaHO pi3Hi Jkepena indopmaiii, BJacHumii
mocBin i iHTyimis Kommnasii mepeBaxkalOTh AK HalBaJIMBIII JKepena indopmamii i He MeHIT
BAXK/IMBE 3HAYEHHS ISl JOCJIGKeHHs HA 3aMOBJICHHSI MAIOTh chemianizoBaHi ycraHoBH. Bun
AisuibHOCTI (ipMH He HaNe:XKuUTH 10 Au(epeHumianii Axepen iHdopmanii, BMKOPHCTOBYBaHHMX
komnaHigMu. Komnanii-BUpOOHMKM 4YacTO BHKOPHUCTOBYIOTH TOTOBY iH(opMauilo 3 PpisHHUX
30BHilIHIX Kkepes. CepBicHi kKoMmmnanii BBaXalTh 32 Kpalle BHKOPMCTOBYBATH BJIaCHi Map-
KETHHIOBI JOCJi/IKeHHSI, MAPKETHHIOBI IOCJI/I’KEeHHsSI HA ayTCOPCHHI Yy CIeniali30BaHUX yCTaHO-
BaX, | BOHHM TAK0K YaCTO BMKOPUCTOBYIOTh BJIAcCHUI A0cBiA i inTyinito. Toprosi komnasii yacro
BHKOPHCTOBYIOTH CBOI IaHi. Po3Me:KyBaHHSI BaKINBOCTI BUKOPHCTAHHS iHQOpMALIITHUX JoKepeJ
KOMIIAHISIMM B IIOIIePeYHOMY Iepepisi po3riIssHyTO SK HU3bKHUIl BUJ NislJIbHOCTI.

KiouoBi ciaoBa: MapkeTHHT, MapKeTHHTOBa iH(OpMallis, MapKeTHHIOBI JpKepena iHQop-
Marlii, TepBHHHI JpKepena iHdopMallii, BTOPUHHI Kepena iH(opwmarii, BHYTpIIIHI JKepena
iH(hopMaIlii, 30BHIIIHI JKepesa iHopMallii.
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The aim of the publication is to show the diversity of the significance of different sources
of marketing information in companies conducting different types of activity (manufacturing,
services and trade) on the Polish market. Theses are formulated on results of research
conducted by the Marketing Department of Cracow University of Economics in 2013. The
subject of the research was: “The scope and conditions of marketing use by companies in
Poland”. For all researched companies validity of the various sources of information is the
same. Company’s own experience and intuition prevail as the most important information
sources and least important to the study commissioned specialized agencies. The type of
company’s activity does not relate to differentiation of information sources used by companies.
Manufacturing companies often use ready-made information from various external sources.
Service companies prefer to use their own marketing research, market research outsourced to
specialized agencies and they also often use their own experience and intuition. Trading
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companies often use their own data. Differentiation of the importance of the use of information
sources by companies in cross-section of the type of activity is low.

Key words: marketing, marketing information, marketing information sources, primary
sources of information, secondary sources of information, internal sources of information, external
sources of information.

Statement of the problem. In the conditions of the contemporary market economy, the success of
an enterprise, which may be defined in a variety of ways, is largely dependent on the efficiency of using
marketing in the management of a company. The efficiency and effectiveness of marketing decisions is
mostly dependent on the ability to define, gain access to, evaluate and apply the potential sources of
information. There are multiple sources of information, yet the role of each is different for the enterprises
and it changes with time. The presented theses have been supported by the results of the research
conducted by the faculty of the Institute of Marketing at Cracow University of Economics in 2013, focused
on the scope and prerequisites for corporate application of marketing. The author of this paper was in
charge of recognizing the role of marketing in the process of making marketing decisions by the
enterprises. The sample included 442 enterprises employing over 50 staff. The enterprises were randomly
selected among the companies currently operating on the Polish market. Within the surveyed enterprises,
37,1 % were engaged in manufacturing, 36,9 % in services, and 26,0 % in commerce.

Analysis of recent research and publications.

In modern scientific literature problem selection of sources of marketing information used by an
enterprise in light of results of a research are highlighted. In particular, these are questions regarding the
assessment of the level of conformity these sourses to marketing goals.

Goals of the article. This paper aims to present the graded importance of multiple sources of
acquiring information by the enterprises engaged in various types of business activity (manufacturing,
services, and commerce) on the Polish market. The paper also discusses the frequency of use of identified
sources of information, presenting the selected features of the enterprises and the characteristics of the
markets they serve.

The main material of research. The main sources from which enterprises derive marketing
information, and which were analyzed in the survey, include their own records, their own observations and
experience, findings of specialized market research agencies, and secondary external sources. The importance of
particular sources of information for various types of enterprises varies, as shown by tab. 1.

Table 1
The frequency of selecting the importance of various sources of marketing information
across various types of activity (expressed in %)

Specification The importance of the selected sources
Vital Very important | Significant Marginal Unimportant
Enterprise own marketing w 16.9 29.7 28.7 10.3 14.4
research U 21.0 21.6 25.8 11.6 20.0
H 20.8 29.2 23.9 9.2 16.9
Research commissioned w 2.2 10.2 15.0 22.6 50.0
to specialized agencies U 3.9 11.2 12.9 17.9 54.1
H 1.6 15.1 14.3 21.4 47.6
Information provided by | W 6.7 31.6 37.8 114 12.5
external sources U 6.4 31.0 39.0 11.8 11.8
H 5.3 37.9 38.6 9.9 8.3
Enterprise own records w 24.9 37.0 24.9 6.9 6.3
U 20.7 43.9 22.2 53 7.9
H 27.9 38.0 27.9 3.1 3.1
Enterprise own W 39.1 45.7 11.2 1.0 3.0
experience and intuition U 40.7 35.6 155 4.6 3.6
H 38.8 43.4 16.2 0.8 0.8

Note: W — manufacturing companies, U — service providers, H, commercial companies
Source: own work
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A scrutiny of the data listed in tab. 1 allows to observe certain regularities. Even though the
importance of various sources of information varies, yet the same characteristics can be noticed among the
enterprises engaged in various types of activity. The most frequently used items include enterprise own
experience and intuition. Depending on the type of the conducted activity, those two sources have been
described as vital and very important by 82 % to 85 % of enterprises (40 % considered it vital). Every
twelfth service enterprise considered the foregoing sources marginal or without importance. The same
opinion was held by every twenty fifth manufacturing enterprise and every sixty second commercial
enterprise. Generally speaking, there are not many indications of attributing that source to the features of
enterprises or their markets. Among the manufacturing enterprises, the indications to this source have been
differentiated by the competitive structure of the market and the category of end consumers.

The enterprises operating on the dispersed markets are more likely to consider the above sources
vital (by 6 p.p.), yet the enterprises serving entities financed from the state budget more frequently consider
them vital (by 13 p.p.). None of the enterprises catering for individual customers considered those sources
marginal or without any importance. For the service enterprises, the only feature bringing variety in the
application of those sources is the intensity of competition on the market. The enterprises operating on
weak competition markets are much less likely to consider those sources vital (by 25 p.p.) and more likely
to consider them without any importance (by 18 p.p.). Enterprises operating on moderate competition
markets are more likely to consider the sources vital (by 11 p.p.)

The importance of that source varies among commercial enterprises depending on the financial
standing of a company, the dominating capital structure and owners’ oversight. It is true that the companies
with the dominant foreign capital and foreign oversight, or with mixed capital structure, are much less
likely to consider that source of information vital (by 19 and 14 p.p. respectively). At the same time, none
of them considers the source marginal or without any importance. Those companies which have both
domestic capital and oversight are much more likely (by 7 p.p.) to indicate that source as vital.

Company’s own records may be an important source of marketing information, and it is comparable
for companies engaged in various types of activity. That particular source of information is considered
vital or very important by 62 to 66 % of companies (every fourth manufacturing company and every fifth
service company considers it vital). Generally speaking, there are no many differences in indications
depending on the features of the companies and their markets. Among the manufacturing companies, the
rank of that source of information is dependent only on the dynamics of the market. The companies
operating on a dynamic market are more likely to consider that source of information vital (by 5 p.p.)
Companies active on the declining markets are much less likely to consider it vital (by 15 p.p.), and more
likely as marginal (by 21 p.p.) or without any importance (by 12 p.p.).

The frequency of indications of that source of information for companies depends on the dynamics
of the market and the diversification of customers. The companies which operate on the dynamic markets
are much less likely (by 6 p.p.) to show that source as vital. The companies operating on markets with a
few groups of clients with diversified needs are less likely to consider that source vital (by 4 p.p.). The
significance of the source for a commercial enterprise is dependent on the dynamics of the market and the
diversity of customer needs. The enterprises operating on the declining markets are more likely (by 6 p.p.)
to consider that source vital, while for the enterprises dealing with customers that need individual approach
are more likely to indicate this source as vital (by 13 p.p.). In turn, enterprises dealing on the market with a
few groups of customers which display specific needs, such indication is much less likely (by 9 p.p.). The
enterprises operating on the markets with no distinctive diversification of customer needs indicate that
source much less likely (by 3 p.p.).

Market research records are less frequently used as a source of information, even though the
frequency of use of that source is similar for the enterprises engaged in various types of activity. Over
42-50 % of enterprises indicate that source as vital or very important (on average, every fifth commercial
or service enterprise and every sixth manufacturing enterprise considers that source vital). Every seventh
manufacturing company, every fifth service company and every sixth commercial company considers that
source unimportant. Generally speaking, the differences in indications of that source within various
features of enterprises and the markets they serve are negligible. The differences in choosing that source
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depend on the variety of customer needs and market volatility. The enterprises that operate on the market
with no distinctive differentiation of customer needs are much less likely (by 5 p.p.) to consider that source
vital. Yet, they are more likely to consider it without importance (by 13 p.p.).

The enterprises operating on the market whose customers need an individual approach are much
more likely to consider that source vital (by 5 p.p.). The enterprises operating on the market with volatile
changes in customer preferences are much more likely to indicate that source as vital (by 10 p.p.), and also
they are much less likely to consider that source having no importance (by 6 p.p.). The companies
functioning on the market where customer expectations are negligible or non-existent are more likely to
consider that source without importance (by 20 p.p.). They are much less likely to consider that source
vital (by 8 p.p.). The enterprises functioning on the market with significant yet slow changes in customer
preferences are less likely to consider that source vital (by 20 p.p.). Among the service companies, the
importance of that source is determined by market volatility, the intensity of competition, the range of
operation and the degree of diversity of customer needs. The companies functioning on the market where
customer needs change fast are more likely to consider that source vital (by 6 p.p.), and less likely to
consider it unimportant (by 6 p.p.). The enterprises operating on the market where customer needs are
negligible or non-existent are less likely to consider that source vital (by 7 p.p.) and more likely to consider
it unimportant (by 19 p.p.). The enterprises operating on the market with moderate competition are more
likely to indicate that source vital (by 7 p.p.).

The companies operating on markets with weak competition are less likely to consider that source
vital (by 7 p.p.) and more likely without importance (by 26 p.p.). The enterprises functioning on regional
market are less likely to consider that source vital (by 7 p.p.) and also less likely to indicate it as having no
importance (by 7 p.p.). The companies functioning on the market without a large diversity of customer
needs are less likely to consider that source vital (by 3 p.p.) and more likely to indicate it as having no
importance (by 14 p.p.). The enterprises dealing on the market which requires an individual approach to
customers are more likely to consider that source vital (by 3 p.p.) and less likely to indicate it as having no
importance (by 7 p.p.).

The frequency of reaching for that source of information by the commercial enterprises is
determined by the volatility of the market, market dynamics, diversity of customer needs and the degree of
adjustment to the contemporary market economy. The enterprises operating on the rising market are more
likely to consider that source vital (by 5 p.p.) And less likely to indicate it as the one of no importance
(4 p.p.). None of the enterprises operating on a declining market would consider that source vital. The
companies functioning on the market with rapidly changing customer preferences are likely to indicate that
source as vital (by 10 p.p.) and less likely to consider it as of no importance (by 8 p.p.). The companies
operating on the market undergoing minor changes or none at all are less likely to indicate that source as
vital (by 8 p.p.) and less likely to consider it of no importance (by 16 p.p.). The companies functioning on
the market where an individual approach to customers is required are more likely to consider that source
vital (by 11 p.p.) and less likely to indicate it as of no importance (by 6 p.p.).

The enterprises which consider their adjustment to the contemporary market economy above the
industry average are more likely to indicate that source of information as vital (by 5 p.p.) and less likely to
consider it unimportant (by 8 p.p.).

Marketing information derived from various external sources is definitely less likely to be applied,
even though the frequency of its use is similar within companies engaged in various types of activity. Over
38-43 % of companies consider that source as vital or very important (every fifteenth manufacturing or
service company, and every nineteenth commercial enterprise consider it vital). Every -eighth
manufacturing company, every fifth manufacturing or service company, and every twelfth commercial
company consider that source unimportant. In general terms, the differences in the frequency of use of that
source across the features of enterprises and their markets are negligible. Financial standing of a company
is the only feature that diversifies the importance of that source amongst manufacturing companies. The
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companies that consider their financial standing to be very good are more likely to indicate that source as
vital (by 20 p.p.). Yet, they are more likely to consider it unimportant (by 3 p.p.).

None of the companies which consider their financial situation difficult describe that source as vital,
and they are more likely to consider it unimportant (by 6 p.p.). The indications of importance of that source
for service companies are dependent on the variety of customer needs, volatility of the market, and the
financial standing. Companies operating on the markets where changes of customer preferences are
negligible or non-existent are more likely to consider that source vital (by 5 p.p.) or even more likely to
define them as unimportant (by 14 p.p.). Companies operating on the markets where customers’ needs
change quickly are less likely to consider that source vital (by 4 p.p.). In turn, the companies operating on
the markets with little diversity of customer needs are more likely to consider that source unimportant (by
16 p.p.). Those functioning on the markets with a few groups of customers with clearly defined needs
indicate that source as unimportant (by 8 p.p.).

The companies with a good financial standing are more likely to consider that source vital (by 4 p.p.),
and less frequently unimportant (by 5 p.p.). None of the enterprises in a difficult financial situation has
considered that source vital, and they are more likely to describe it as unimportant (by 8 p.p.). The financial
standing is the only factor that decides about the importance of that source for commercial companies. Those
companies which describe their financial situation as very good are more likely to consider that source vital (by
3 p.p.). The companies which have an average financial standing are more likely to consider that source
unimportant (by 7 p.p.). The companies with a poor financial situation are less likely to describe that source as
vital (by 14 p.p.), and they are more likely to consider it unimportant (by 12 p.p.).

The importance of the results of the research commissioned to specialized agencies is negligible. All
types of enterprises have ranked the importance of that source in a similar way. Over 12-17 % of enterprises
describe that source as vital or very important (every forty fifth manufacturing enterprise, every twenty sixth
service enterprise, and every sixty third commercial enterprise consider it vital). That source proved to be
unimportant for a half of manufacturing companies, over one half of service companies, and almost a half of
commercial enterprises. In general terms, the differences of the importance of that source along the features of
companies and the markets they serve are substantial. The importance of that source for the manufacturing
companies is decided by six features; the category of the end user, the diversity of customer needs, the intensity
of competition, competitiveness of the market structure, financial standing of companies, majority capital and
owners’ oversight. The importance of that source for service companies is dependent on the degree of adaption
to the contemporary market economy, the category of served customers, majority capital, owners’ oversight and
market volatility. Amongst the commercial enterprises, the importance of that source is dependent on majority
capital, owners’ oversight and the financial standing’.

Conclusions and recommendations for further research. In summary of the presented
information it is possible to formulate a few conclusions:

— The importance of particular sources of information is the same for all types of enterprises.
Companies’ own experience and intuition are the foremost, while the research commissioned to specialized
agencies seems to be least important. It is intriguing to note that the importance of information furnished
by the external sources is relatively low, for all types of companies. This may be attributable to the low
awareness of the availability of such information, or insufficient instruments of searching for it;

— The differences in use of various types of information by the enterprises in various lines of
business are negligible, and yet some regularity may be observed. The manufacturing companies are more
likely (in comparison to other types of businesses) to use information provided by the external sources. The
service companies are more likely to use their own marketing information; they are more likely to
commission research to specialized market agencies as well as to use their own experience and intuition.
The commercial companies are more likely to use their own records;

! Due to the fact that the importance of that source is marginal, no detailed characteristics of its application
have been provided.
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— Within the manufacturing companies, there are eight discernible features differentiating the
importance of particular sources of information. Most differences can be found in the use of information
collected by the research commissioned to specialized agencies (six features of companies and their
markets). Least differences could be found in the use of companies’ own records and the information
provided by the external sources. As far as the service companies are concerned, the importance of various
sources of information is attributable to nine features of the companies and their markets. Most differences
can be found within the use of companies’ own research (six features of the companies and their markets).
Least differences are discernible within the use of companies own records as well as their experience and
intuition (two features each). Among the commercial enterprises, most differences were apparent in the
importance attributable to companies own marketing information (four features). Least differences were
found in the use of companies own experience and the application of information provided by various
external sources (one feature each);

— Having analyzed jointly the indications of all types of companies about the importance of
various sources of information it is clear that their importance is attributable to ten various features of
companies and their markets. Most differences are attributable to the variety of customers’ needs (seven
cases), volatility of the market (five cases) and companies’ financial standing (five cases). Least difference
is attributable to the range of operation (one case) and the adjustment to the contemporary market economy
(two cases). Among the service companies, variety of customers’ needs is the most common reason for the
differentiation of source importance (seven cases), market volatility (five cases). Least differentiation is
attributable to the range of activity (one case).
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