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Extensive Summary 

Introduction 
Each passing day, corporations tend to get more complicated and they had to 

track the changes in technologic, financial, judicial and cultural environment. As the 
competitive surroundings makes it necessary fort he firms to be able to predict and be 
ready fort he changes and updates (İslamoğlu, 2000, p.487). This situation increased the 
need the corporations had for information systems. 

Information systems are technology based innovations that are used by 
individuals, organizations and communities. Information systems has developed 
incredibly in the last 30 years and impressed the enterprises. This lead to a serious 
change within the organizational structures, strategies and decision making processes of 
the companies (Longinidis ve Gotzamani, 2009, pp.  628- 629). Especially information 
systems that are sub domains of business systems allow the firms to have a structure 
that integrates and merges organization business processes and IT units. Corporate 
systems combine accountancy, production, marketing & distribution, human resources 
departments and creating a flawless computer system in its wake. (Amid, 2010, pp. 76-
77). 

Corporate resource management covers all the procedures within an organization 
due to its structure. In this case, all systems used in an corporation are made compatible 
with the corporate systems which in turn allows all data to be placed to a single 
database and this data can be accessed at all times.  

The modern marketing view of our age evolved and required marketing 
knowledge systems along with marketing research. Marketing Information System 
(MIS) was defined by Cox ve Good (1967, p.145) for the first time “as a series of 
procedures which include the collection, classification, analysis, evaluation, storage and 
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distribution of data that is internal or external to the corporation for the needs of 
decision makers who are responsible of marketing. (Kress, 1988, p.27). According to 
another definition, MIS is described as “the collection, storage, distribution and analysis 
of data that ensures a constant and routine flow of information in order to have healthy 
decisions regarding marketing.” (Nakip, 2003, p.31). 

One of the systems that is made compatible to Corporate resource management 
systems is marketing information systems. Marketing information systems provide the 
data the decision makers who are tasked with management need in the best way. (Kress, 
1988, p.27).  Marketing information systems are divided to for subcomponents; 
corporate internal reporting system, marketing notification system, marketing research 
system, marketing management and information system. This study is aimed at 
determining whether corporate resource management systems influence marketing 
information systems and if corporate resource management systems are able to provide 
the necessary data marketing information systems require. 

Methodology 
This study aims to determine the relation between Enterprise Resource Planning 

Systems (ERP) and Marketing Information Systems and to determine differences in the 
effects of ERP usage on Marketing Information Systems in companies that use EPR, 
with respect to sectors in which companies in question operate. The created survey 
includes 2 questions that aim to know the person, 1 item that asks to know about the 
corporation, 1 item that querries what ERP software is used and items that inquire about 
marketing information system and corporate resource management systems which total 
to 28 (23+5) items. The survey which was developed was applied to employees of 85 
companies that operate in different business branches in Kütahya, Balıkesir and 
Adıyaman. All the companies in question actively use ERP software.  

Research is a descriptive research model. Descriptive research model focuses on 
defining the relationships between the variables, situations related to problems 
(Kurtuluş, 2004, p.252). Sampling method was used while locating sample individuals. 
In order to collect data from participants and companies regarding marketing 
information system a Likert scale with 5 choices ranging from Strongly Agree to 
Strongly Disagree was used.  

The data obtained from the survey was transferred to SPPS 20.0 analysis 
software and a frequency, percentage, factor and correlation analysis of the data were 
done. Dependent items of the survey were tested for reliability and its Cronbach’s 
Alpha value was seen to be 0,797.  

Findings and Discussion 
Technology is advancing rapidly and competition is getting more and more 

challenging in our modern age. As a result, companies have to be strong, quick to 
decide, swift in responding to the customers and to do this they have to utilize 
information technologies. Enterprise Resource Planning management softwares utilized 
by the companies have influence on several processes of the corporations. According to 
the results of Kurskall-Wallis tests which were done to determine the relation between 
Enterprise Resource Planning Systems (ERP) and Marketing Information Systems and 
to determine differences in the effects of ERP usage on Marketing Information Systems 
in companies that use EPR, with respect to sectors in which companies in question 
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operate, firms operating in food, manufacturing, automotive and information 
technologies sectors benefit more from ERP than firms operating in other sectors thus 
receive more positive contributions to marketing processes.  On the other hand, heath, 
media and construction sectors benefit less from ERP than other sectors either because 
these 3 sectors do not need many functions of ERP affecting marketing process or 
cannot use ERP efficiently. 

Since increasing customer satisfaction and the ability to answer customers’ 
needs, giving decisions faster and more accurately, increasing competitiveness and 
profitability are common strategies, software firms should produce new software. If 
firms produce a software that can combine enterprise resource planning systems and 
marketing information systems this may meet the needs and expectations of firms 
better. In this way, rate of failures can be reduced both in ERP and MIS.  

It is expected that those who do a research on this matter may find different and 
deeper results if they study some sectors individually. Especially researches done on 
retail, banking and manufacturing sectors may give much deeper results.  

 
 


