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ABSTRACT: Customer knowledge plays a vital part in organisations today, particularly in sales and
marketing processes, where customers can either be channel partners or final consumers. Managing
customer data and/or information across business units, departments, and functions is vital. Frequently,
channel partners gather and capture data about downstream customers and consumers that organisations
further upstream in the channel require to be incorporated into their information systems in order to allow
for management information delivery to their users. In this study, the focus is placed on manufacturing
organisations using third party distribution since the flow of information between channel partner
organisations in a supply chain (in contrast to the flow of products) provides an important link between
organisations and increasingly represents a source of competitive advantage in the marketplace. The
purpose of this study is to determine whether there is a significant difference in the use of sales and
marketing data marts as management information delivery mechanisms in manufacturing organisations in
different industries, particularly the pharmaceuticals and branded consumer products. The case studies
presented in this dissertation indicates that there are significant differences between the use of sales and
marketing data marts in different manufacturing industries, which can be ascribed to the industry, both

directly and indirectly.

OPSOMMING: Aangesien kennis rakende kliénte, waar die kliénte of kanaal medewerkers of
uiteindelike verbruikers is, ‘n kritiese rol in vandag se organisasies speel, veral in bepaalde bemarking en
verkope prosesse, is die bestuur van data en/of inligting oor die grense van besigheidseenhede,
departemente, en funksies krities. Dikwels, samel medewerkers data oor kliénte in wat ook deur ander
organisasies in die kanaal benodig word en wat dan in hierdie organisasies se inligtingstelsels

geinkorporeer moet word om sodoende bestuursinligting aan interne gebruikers te kan lewer. In hierdie
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konteks val die fokus op vervaardigingsorganisasies wat van derde party verspreiding gebruik maak
aangesien die vloei van inligting tussen kanaal medewerker organisasies in ‘n aanvoerketting (in kontras
met die vloei van produkte) ‘n belangrike skakel tussen organisasies vorm en toenemend ‘n bron van
kompeterende voordeel in die mark vorm. Die doel van hierdie ondersoek is om te bepaal of daar ‘n
betekenisvolle verskil is in die gebruik van bemarking en verkope “data marts” as bestuursinligting aan die
betrokke gebruikersgemeenskap te voorsien in vervaardigingsorganisasies in verskillende industrie€, in
besonder in die farmaseutiese en die handelsmerkverbruikersgoedere industrieé, wat toe te skryf is aan die

industrie, beide direk en indirek.

KEYWORDS:  manufacturing, pharmaceuticals, branded consumer products, sales, marketing,
management information requirements, data communications, information systems, information
dissemination, data mart, data warehouse, online analytical processing (OLAP), query and reporting, sales

forecasting, third party distribution, supply chain
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ABBREVIATIONS

The abbreviations listed in Table 1 are used in this study.

Abbreviation Expansion and/or Description

3PL Third party logistics

ABC Activity-based costing

ABM Activity-based management

AIDS Acquired immune deficiency syndrome

ASP Average Selling Price

BCP Branded Consumer Products

DSS Decision support system

EDI Electronic data interchange

EIP Enterprise information portal

EIS Executive information system

ERP Enterprise Resource Planning, generally referred to as ERP software which is used as enterprise-
wide software for operational purposes

FDA Food and Drug Administration

FTP File Transfer Protocol, a protocol used for file transfers between information systems

GCP Good Clinical Practice

GLP Good Laboratory Practice

GMP Good Manufacturing Practices

HIV Human Immunodeficiency Virus

MIS Management information system

MTD Month-to-date

ODS Operational data store

OLAP Online analytical processing

OTC Over the counter, generally medicines bought by consumers without requiring a prescription from
a medical practioner

PoM Prescription only Medicine

ROI Return on investment

SDF Solid Dosage Format

SOP Standard Operating Procedures

SQL Structured query language, used to interrogate relational databases

YTD Year-to-date

Table 1: Abbreviations used
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