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THE PROBLEM OF OBTAINING INFORMATION ON DISTRIBUTION

Due to our situation and prospects which have been deteriorating  

both on foreign and home m arkets lately, the significance of m arket 

research in the com panies’ activity  has ex traord inarily  increased. Con-

sequently, the requirem ents of reliab ility  of m arket analyses and espe-

cially those of prognoses have grown. To m ake a reliable m arket ana-

lysis, it is essential ho have all the necessary inform ation on the m arket. 

As in the cu rren t complicated m arket situation realistic analyses and 

prognoses can be m ade by thorough approxim ation only, parallel and 

control inform ation is needed. As for the inform ation basis, the situation 

seems ra th e r complicated in Hungary. This is shown by  the resu lts of 

the latest survey made by students of the K arl M arx U niversity  of Eco-

nomics (See table 1).

T a b l e  1

In fo rm ation sources of m arket research  *

Information sources

At companies producing

production
equipment

consumer
goods

with 1 without

the right for 
foreign trade

per cent of all those questioned

at home abroad

Business trips 43.8 50.7 85.7 72.2

Study trips 9.4 15.5 50.0 37.4

Trade press 68.7 70.4 78.6 60.0

Expertises 31.3 18.3 28.6 17.4

Fairs and exhibitions 81.3 76.1 57.1 66.9

Official statistics 43.8 39.4 50.0 20.9

* Dr, M anaging Director, H ungarian  In stitu te  For M arket Research, Ass. Prof. 

a t th e  „K arl M arx” U niversity  of Economics, Budapest.



Table 1 (contd.)

At companies producing

production
equipment

with without

Information sources

consumer
goods the right for 

foreign trade

per cent of all those questioned

at home abroad

Statistical surveys 
Catalogues of the competitors 
Samples of the competitors 
Information of trade associations 
Information of the Chamber of 

Commerce 
Services by documentation 

institutions 
Information of foreign trade 

companies 
Questioning of partners 
Questioning of the population 
Services by home market 

research institutes 
Services of foreign market 

research institutes

43.8
21.9
12.5
40.6

43.8

25.0

15.6 
84.4
3.1

28.1

26.8
16.9
28.2
29.6

29.6

12.7

14.1
83.1
33.8

40.8 

1.4

50.0
78.6
42.9
28.6

64.3

42.9

57.1
57.1

28.6

12.2
33.0
29.6 

9.6

41.7

11.3

76.5
33.9

7.8

0.8

* T h e  ta b le  d o e s  n o t  in c lu d e  c o m p a n ie s  p r o d u c in g  b o th  c o n s u m e r  g o o d s  a n d  c a p i ta l  

e q u ip m e n t .  T h u s , t h e  a v e r a g e  v a lu e s  o f th e  f i r s t  tw o  c o lu m n s  d i f f e r  f r o m  th o s e  o f  th e

la s t  tw o .

From  the comparison m any in teresting conclusions can be draw n.

— In all groups of companies w ith  clean profile the 3 most in ten-

sive sources of inform ation have been fram ed. As for the home m arket, 

both m anufacturers of capital equipm ent and those of consum er goods 

obtain inform ation either th rough questioning their partners  or a t fairs 

and exhibitions, and from  trade  press. As regards obtaining inform a-

tion about foreign m arkets, the situation is no more so uniform. It is 

business trips, then  trade press, catalogues of the com petitors and infor-

m ation from  foreign trade companies which are of the greatest im por-

tance here.

__ As a m atte r of fact we ought to s ta rt from  th a t to obtain a re lia -

ble knowledge of the m arket, both m anufacturers of consum er goods 

and those of capital equipm ent — regardless w hether they  have the 

righ t of foreign trade activity  or not — indispensably need all sources 

of inform ation listed in the above table. In view of this, however, the 

proportion of their use is very  low. Let us pick out some strik ing  

examples:

— Amidst sources of inform ation used in the m arket research acti-

vity of foreign companies it is the inform ation of docum entation insti-

tutions th a t stands first, according to specialist litera tu re . W hy is th is



inform ation source of great im portance rare ly  used by the companies 

m anufacturing consum er goods?

To answ er this question is all the m ore difficult as there  are  various 

docum entation sources available for the companies.

— Concerning the home m arket, it is rem arkable th a t catalogues 

of the com petitors are  barely  used as a source of inform ation. Our p re-

vious investigations have also shown th a t there  are few m anufacturing 

companies which possess an appropriate  collection of catalogues issued 

by th e ir potential competitors. Practically, there  are  none w here the 

prospectuses would horizontally and dynam ically be processed and ana-

lysed.

—  Our companies hard ly  make use of the professional questioning 

m ethods already w ell-know n and utilized abroad, e.g. the  Delphi m ethod 

which is — especially in the m arket research for capital equipm ent — 

one of the m ost effective methods.

To all these negatives we have, of course, to add th a t the answ ers 

and frequency indices resp. shown by the survey cover ra th e r a m ixed 

situation. Ju s t one example. At least tw o-th irds of the companies rely  

on trade journals as a source of inform ation. I wonder, kowever, to 

w hat ex ten t and at w hat level the possibilities are utilised in practice. 

U nfortunately, the experience in this field is very  unfavourable.

The answ er is very  negative to the following question, too: To w hat 

ex ten t can m anagers and executives of m anufacturing companies obtain 

the indispensably necessary m arket inform ation?

W ithout aim ing at completeness, we see the m ain reasons of this 

unfavourable situation in the following:

—  A great deal of inform ation obtained on the m arket reaches the 

com pany’s top executives only, or

—  It is pu t into docum entation the use of which is very  low.

— The inform ation is not kept in data bank, thus, there  is no possi-

b ility  of its „call-in” at any time.

— The flow of inform ation inside the  com pany is not organized. 

This m eans th a t not only is the quan tity  and quality  of inform ation 

flowing into the company insufficient bu t the available inform ation is 

not properly used either.

As a reason for this, it m ight occur th a t there  are no adequate mo-

dels for the organization of inform ation system. In  th is regard, however, 

the situation is fairly  positive. In addition to models struc tu red  and 

adaptable for any trade there  are  specialized institu tions which under-

take as a service to work out organizational models adapted to a given 

company.

In my opinion, the cause of this unfavourable situation lies in the



depreciation of im portance of continous collection of inform ation on the 

m arket by the m anufacturers, and in the opinion tha t it is the task of 

foreign and home trade companies to give this inform ation.

There are still a lot of companies which th ink  tha t the regular 

m arket survey is necessary in the case of the buyers’ m arket only. 

Thus, until the supply exceeds the demand, to a large extent, the orga-

nization of the inform ation system  is not of prim ary im portance. Many 

cases prove, however, that in recent years in consequence of a quick 

change of the m arket situation, for instance, decrease of export 

supplies, the com fortable position of the sellers’ m arket has rap id ly  

turned  into a situation requiring a flexible m arket policy of the buyers’ 

m arket and a reliable inform ation system. However, in companies where 

no great a tten tion  had been paid to gathering inform ation, the new si-

tuation has caused severe difficulties for the m anagem ent.

It follows from  all this th a t each producing company has to organize 

its own m arket inform ation system  in one w ay or another, all the  more 

so because its smooth realization requires an activity  involving ra th e r 

great expenses and much w ork for m any years. Since there  are usually 

high requirem ents — even unrealistically high ones nowadays — against 

inform ation models, this is also reflected in the difficulties of their 

realization. It is just these prim ary  factors in m any companies due to 

which they give up their plan in spite of their initial interest. I con-

sider it as a solution of this problem  th a t the m arket inform ation sy-

stem  be realized step by step. This has the advantage tha t they  recogni-

ze the positive side of being w ell-inform ed earlier than  learn  the diffi-

culties of organization of the inform ation system.

In the course of the gradual realization it is practicable to s ta rt 

from  the principle th a t the fields of the com pany’s inform ation re -

quirem ents should be ranked and the registration and flow of inform a-

tion should be organized accordingly.

One of the m ost im portant tasks of m arket research of a company 

is to m eet the requirem ents both of the upper m anagem ent and those 

of the executives for m arket inform ation, the scope of which is va-

rious and, of course, d ifferent for each company. Therefore, the infor-

m ation system  has to provide the inform ation required for the proper 

m arket a ttitud e  and decisions, while bearing in m ind th a t the infor-

m ation should support various decisions.

Inside a company there  are m any decision levels and each decision 

circle needs inform ation. The more operative decisions have to be made, 

the more data and inform ation in view of the present and the near fu -

tu re  are required. The fa rth e r we deviate from  operative work, the 

g reater the requirem ents are for the inform ation needed to determ ine



the fu tu re  and to decide on long-term  objectives. I t  is very  difficult to 

distinguish betw een inform ation process and the decision-m aking one. 

The decision-m aking process is nothing else than  an advanced form  

of the inform ation process. It follows from  this th a t it is the task  of 

inform ation system s to gather the appropriate inform ation from  va-

rious sources in order to let each circle of decision get the required  

inform ation.

The m arket research m ust ensure

— special inform ation for determ ining business objectives,

—  inform ation required  for planning, as well as,

— inform ation for the control of plans, objectives and their rea li-

zation.

In the solution of this task  the greatest difficulty lies in determ ining 

the scope and quan tity  of the  necessary inform ation. The experience 

usually  shows th a t the „appetite for inform ation” is m uch bigger than  

•it is possible to utilize the inform ation at all. On the o ther hand, the 

flow of inform ation beyond an  optim al lim it dim inishes the  effectiveness 

of the inform ation activity. T hat is w hy the data and o ther inform a-

tion required and flowing in  should be throughly exam ined and se-

lected.

Now we are going to introduce the  set-up, the  organization and the 

functioning m echanism  of a sim plified model. This sim plification m eans 

th a t the model includes on the one hand the so-called general inform a-

tion on the m arket only, while on the o ther hand it only includes the 

inform ation input, w ithout feedback.

The construction of the model consists of the following phases:

— determ ination of the requirem ents,

— designation of the  scope of inform ation,

— decision on how to obtain inform ation,

— selection of inform ation,

— determ ination of those in terested  in  the inform ation,

— organization of m echanism  of inform ation flow,

— inform ation storage.

L et us have a look a t each phase of organization:

a ) D E T E R M IN A T IO N  O F  T H E  R E Q U IR E M E N T S

A certain  am ount of m arket inform ation is continuously required  for 

the activity of practically all departm ents and groups of m arket-orien-

ted m anufacturing companies, their m anagers and executives. The tech-

nical departm ents do not form  an exception either. For instance, the 

departm ent of product developm ent should not only be fam iliar w ith



the essential param eters of the latest basic m aterials and those of fi-

nished products appearing abroad but also w ith the tendencies shown 

therein  in order to properly envisage the new and the fu rth e r deve-

loped products which m ight tu rn  up on the m arket in the fu ture. The 

departm ent of production developm ent m ust know the changes taking 

place and those expected in production equipm ent which m ight affect 

its activity  directly  or indirectly, so th a t all th is can be draw n into 

consideration in the planning of investm ents. Of course, this infor-

m ation is needed by the departm ent of product developm ent and th a t 

of d istribution too since m odern m achines do at the same tim e determ ine 

a considerable p a rt of the param eters of products to be m anufactured 

w ith them  as well.

Based on all this, the m ost essential requirem ents facing inform a-

tion system  can be determ ined as follows:

— The inform ation required for the continuous activ ity  m ust reach 

in due tim e not only the com petent departm ent but the responsible 

executives too.

— It m ust be ensured tha t inform ation continuously needed be stead-

ily a t hand either rem aining at the disposal of those in terested  in it 

or being stored centrally , w ith the  possibility of its im m ediate accessi-

bility.

b) D E S IG N A T IO N  O F  T H E  S C O P E  O F  IN F O R M A T IO N

The designation of the scope of inform ation consists of two work 

phases, nam ely the exact determ ination of the required  inform ation on 

the one hand, and the sta tem ent of sources of inform ation, on the 

other.

—  It is a complex task  to determ ine the  m arket inform ation im por-

tan t for a given company. To do this, each sector of the com pany’s 

activity  should be dissolved to details the  inform ation dem ands of which 

are to be exam ined separately.

In most companies this w ork is rendered more difficult by the  cir-

cum stance th a t in this field there  is no general experience, and thus 

no beaten track  can be followed. For instance, w here subjective one- 

-m an decision substitu tes the  prelim inary  investigation of the m arket 

w hen launching the production of a new product, the inform ation 

groups the detailed and exact determ ination of which is necessary, are 

scarcely known. Accordingly, they  dem and a separate investigation.

It is not less difficult to determ ine the inform ation sources and 

w h at’s more to ensure their availability  for the company from  which the 

required inform ation can be obtained. To solve th is problem, all secon-

dary  and p rim ary  data sources should be used.



c) D E C IS IO N  O N  H O W  T O  O B T A IN  IN F O R M A T IO N

A fter having determ ined the scope of inform ation required  for 

running  the company, and its sources too the nex t step is to decide on 

how to obtain the inform ation. In this activity, the company is not left 

to its own devices although large companies w ith  an organization specia-. 

lized just for th is activ ity  can them selves obtain a considerable p art 

of the necessary inform ation w ith  the indirect use of inform ation 

sources. The services of data banks, foreign statistics, catalogues of 

fairs, leaflets, foreign dailies and m onthlies as well as periodicals etc. 

are of in terest here.

This is, however, not the  case for sm aller companies i.e. institutions 

which do not possess a special apparatus for th is activity. Such compa-

nies have to resort to assistance from  outside. It is necessary to re -

m ark  here  th a t even the m ost developed com pany’s apparatus is unable 

to obtain all inform ation itself and it would not be reasonable to indu-
*
ce it to do so either. L e t’s see just one exam ple: In  m ost cases it 

is practical to en trust a neu tra l organization w ith  obtaining inform a-

tion required  for the analysis of competition.

W hat kind of assistance rendered  by ex ternal institu tions is availa-

ble in the activ ity  of gathering inform ation? The m ost common types 

of institu tions are as follows:

—  home m arket research institutes,

—  foreign m arket research institu tes, and, m arketing  advisory 

agencies (which can be contacted through home m arket research insti-

tu tes and foreign trade  companies),

— inform ation and docum entation institutions,

—  foreign trade  companies,

— advisory institu tions prom oting business relations,

— institutions dealing w ith  the subscription of foreign publications.

M aking use of services of home m arket research institu tes

H ungary’s m arket research institu tes prepare complex analyses and 

studies for their clients, on one hand, and undertake to conduct partial 

research, for exam ple questioning in professional circles and in  the 

circle of inhabitants. A lthough the m arket research activ ity  on the 

large scale should be more economical, the prices for the  services of 

m arket research institu tes are ra th e r high. However, it should be taken 

into consideration th a t it is never practical to exam ine the expenses 

of m arket survey in them selves; they  should alw ays be com pared w ith 

the  expected gains (or incurred losses). The com pany should commi-



ssion the m arket research institu tes to obtain only the inform ation 

w hich is not — or not economically —  available by itself.

As nowadays there  are several m arket research institu tes and other 

bodies carrying out m arket research in H ungary, when intending to 

em ploy one of them  a company can ask for offers from  each institu tion 

concerned and choose the most favourable one.

M aking use of services of foreign m arket research institu tes

No one is a prophet in his own country  — says the proverb but in 

m arket research it is just the o ther w ay round.

The m arket position of a product, its possible changes and the  di-

stribution possibilities in a country  can be judged most realistically  first 

of all by m arket research institu tes functioning in th a t very  country. 

The available inform ation quan tity  on the m arket of another country  

can be adapted for carrying out successful desk-research. However, field 

research, th a t is analysis based on local surveys, questioning of the po-

pulation and businessmen, or m otivation research can exclusively be 

done by local institu tes in order to obtain reliable data. One certain ly  

cannot exclude cases when experts of the company dealing w ith  m arket 

research and those of the home m arket research institu te  visit the fo-

reign institu tions i.e. their experts to carry  out the questioning. It is, 

however, doubtful w hether these interview s produce the expected re -

sults.

The very  keen com petition appearing also in the field of m arket 

research has necessitated for the institu tes to m ake th e ir general regu-

lations which suit their in terests and are  to be observed by all those 

concerned. For instance, it was ten  years ago w hen ESOMAR elabo-

rated  the ethical norm atives of the activ ity  of m arket research institu tes 

and they  w ere accepted w ith m odification a fte r a lengthy  and thorough 

debate by the members. These regulations include certain  im portant 

restrictions. Accordingly, an independant institution specialized in m ar-

ket research m ust not, for instance, disclose the name and address of 

those giving inform ation, and the research m ust not d irectly  influence 

the m arket.

From  the point of view of the clients’ requirem ents these restric -

tions have caused m ore and m ore troubles late ly  and of course the 

institutes strive to solve them  in one w ay or another. L e t’s s ta r t from  

one exam ple:

An export-oriented com pany producing tex tile  clothing w ants to 

m ake a m arket research including a num ber of countries in W estern 

Europe in order to improve its production structure .



Among others the  following questions are to be answ ered:

— W hat kind of d istribu tion  channel is it reasonable to employ?

— Who are  the m ost im portan t potential buyers and how to get 

in  touch w ith them?

— W hat sales prom otion and o ther ways and m eans of influencing 

the m arket seem to be the m ost effective?

—  W hat is the opinion of the buyers of the big trad e  companies 

about the product concerned?

However, to answ er these questions involves disclosing the name 

of the client, w h a t’s more it m ay extensively influence the m arket, 

since m aking use of the inform ation received m ay resu lt in en tering  

the m arket. This is, however, con trary  to the ethical norm atives of 

ESOMAR.

This dilem m a has been solved in the W est European countries by 

establishing m arketing institu tes as well as m arketing advisory offices 

•and agencies besides m arket research institutes. These institutions 

w ith  a rela tively  sm all staff are w ith  their flexible activ ity  able to 

m eet also the requirem ents beyond m arket-research. All th is does not 

m ean th a t m arket research institu tes should refuse assignm ents which 

though favourable m ight also involve influence on the m arket.

During talks w ith  the head of a m arket research in stitu te  in the 

N orth of W est-G erm any quite a few years ago I found a good example, 

for this. We w anted to give this institu te  an assignm ent requiring both 

m arket research w ork and m arketing activ ity  influencing the  • m arket. 

O ur p artner suggested the following: „The m arket research can be done 

by m y institu te, while as for the m arketing work, please en tru st it to 

the m arketing advisory office which is also owned by m e”.

The so-called m ulti-client studies should be m entioned too. During 

the recent decades, m arket relations have become m ore and m ore com-

plicated, especially the  in ternational ones. To understand  m arket phe-

nom ena and especially to m ake reliable forecasts on distribution, various 

and thorough investigations including m anysided surveys and s ta ti-

stical analyses have become necessary. The widening of the exam ina-

tions into this direction has a t the same tim e brought about higher 

expenses. T hat’s w hy few er and few er m edium -sized and small m anu-

facturing  companies have requested the institu tes to carry  out com pre-

hensive m arket research. In  case the institu tes could not agree w ith 

a client for financial reasons, they  offered to search for fu rth e r clients 

having sim ilar requirem ents w ith whom the expenses of the research 

w ork could be shared. This has, of course, m eant th a t com petitors have 

been brought together to jo in tly  obtain m arket inform ation required  

for their business activity. In  the  contract for m ulticlient study, the



institu te  has udertaken the com m itm ent not to sell the inform ation 

to th ird  institutions. The contracting parties have also undertaken  not 

to sell the study results to any o ther company.

The com petition among W est European m arket research institu tes 

has resulted  in a new form  of research based on m ulti-client studies. 

Institu tes of considerable means also carry  out m arket research inve-

stigating w hat subjects are in big dem and, and w hether it is w orth 

carrying out the research for their own risk and selling its findings to 

in terested  institu tions (such as state  organs, scientific institu tes b u t 

first of all producing companies). Nowadays, such studies are easily 

available but often a t exorb itan t prices.

For the dynam ism  of m arket research it is characteristic th a t „m ar-

ket research” has been made even on these studies. One of such e x tra -

ordinarily  useful studies was published 1978 by The British Overseas 

Trade Board. The In ternational D irectory of Published M arket Re-

search contains the  most im portant characteristics, among others the 

selling price of 3000 fairly  new m ulti-client studies made in m ore than 

100 countries.

M aking use of the services of inform ation and docum entation

institutions

If We accept the principle th a t the  docum entation institu tions are 

centers of gathering, processing and publishing both home and foreign 

trade press (such as newspapers, periodicals, annuals, technical books 

etc.) a t several levels according to the com panies’ requirem ents, then 

the significance of these institutions in providing the companies w ith 

m arket inform ation is obvious.

Inform ation services by foreign trade companies

A part from  the large industrial companies having the  righ t of fo-

reign trade activity, in H ungary it is the  specialized foreign trade  com-

panies which deal w ith export and im port. W hatever the form  of their 

cooperation w ith the m anufactures should be (commissioner, joint 

account business etc.), it is fixed in th e ir contract th a t it is the foreign 

trade company tha t has to provide inform ation on foreign m arkets for 

the m anufacturers. U nfortunately, there  is a general experience th a t 

most of the foreign trade companies fail to fulfil this requirem ent. Let 

us have a closer look a t this problem.

In their cu rren t practice, foreign trade  companies provide following 

inform ation for their industrial partners:



— regular m onthly (maybe m ore or less often) inform ation on the 

events and news on foreign m arkets in regard  of the  foreign trade  

com pany’s profile,

— providing the possibility for the  experts of the industrial partners  

to a ttend  the most im portant business talks,

—  enabling them  to visit in ternational fairs, in order to obtain 

inform ation.

Provided th a t all these opportunities are utilised, there  will cer-

tain ly  be a great varie ty  of useful inform ation available, is is however, 

by far not satisfying actual demands.

In  addition to inform ation on the products in question i.e. th e ir 

cu rren t m arket position and trends, the product and production deve-

lopm ent as well as the d istribu tion  activ ity  of m anufacturing companies 

require a thorough knowledge of the m arke t’s possible changes in the 

short and long run. As the specialized foreign trade  companies deal 

•w ith  thousands of articles and do not usually  have a special departm ent 

for m arket research, it is obvious th a t they  are  unable to provide de-

tailed inform ation and prognoses on the very product for their indu-

stria l partners.

In the cu rren t situation even if we say th a t each m anufacturing 

com pany should itself obtain inform ation on the  m arket, including the 

foreign m arket, it would be advisable to establish a m arket research 

apparatus of the foreign trade  companies thus enabling them  to obtain 

a considerable am ount of inform ation cen trally  and in cooperation w ith 

the specialized home and foreign m arket research institu tes a t much 

low er prices.

Inform ation available from  advisory institu tions

As sources of inform ation from  among advisory institutions, first 

of all, the inform ation from  cham bers of commerce functioning in alm ost 

every developed country  including H ungary, or th e ir subcom m ittess 

organized for them es and countries should be m entioned.

From  the point of view of obtaining inform ation on foreign m arkets, 

the m arket studies and docum entation services of the in ternational advi-

sory organs of the UN, for example, the ITC in Geneva, the FAO in 

Rome and the UNIDO in Vienna are of special im portance. There are 

national missions delegated beside them , a home lib ra ry  keeps UN 

publications in evidence and last but not least the Cham ber of Com m er-

ce th a t can advise as to the inform ation provided by the organisation 

m entioned above.



d ) S E L E C T IN G  IN F O M A T IO N

As I have already m entioned the inform ation received in too large 

a quan tity  m ay cause difficulties w hen processing it. Therefore, it  

should be selected by concentrating on the substantial docum entation 

only. During this process the  unnecessary parallelism  in the  inform a-

tion as regards its sources can be elim inated. In order to organize th is 

and the flow of inform ation later, it is advisable to set up a team  in 

the company. This team  should include technical, commercial, p lanning 

and financial experts who have a thorough and com prehensive know -

ledge on the activity, tasks and problem s of each departm ent of a given 

company.

e ) C H O O S IN G  T H E  P E R S O N S  IN T E R E S T E D  IN  IN F O R M A T IO N

The inform ation requirem ent can be determ ined for each person, 

according to the duties of every departm ent i.e. its d irector and execu-

tives.

The supposed inform ation requirem ents of each post are not identi-

cal w ith the actual requirem ents of the persons occupying the posts. 

This contradiction which m ight seem strange ensues from  the fact tha t 

as a resu lt of m any objective and subjective factors, the am ount and 

content of inform ation somebody can absorb is very  individual. W hen 

determ ining the inform ation requirem ents of the com pany’s m anagers 

and executives the team  should s ta r t from  the requirem ents of the 

posts but they  should adapt them  to the person occupying the very  

post. In th is connection it should be m entioned and even emphasized 

th a t w hen deciding on personal inform ation requirem ents it is absolu-

te ly  advisable not to m ake a questioning to state  w hat inform ation is 

required. The experience shows th a t the inform ation requirem ents 

arrived at this way can m any tim es go beyond the requirem ents which 

are in fact needed and can be continuously worked up. Through its 

m em bers, the team  should guarantee the realistic adaptation of inform a-

tion requirem ents for each person.

f)  F L O W  O F  IN F O R M A T IO N  A N D  S T O R A G E

There is a large num ber of possibilities how to le t inform ation 

flow inside a company, and, there  are well tried  m ethods to be made 

use of in this connection. In spite of this, there  are a few m anufactu-

ring companies only which have properly  organized and kept in ope-

ration their inform ation system. U nder these circum stances, it is 

most practical, as already m entioned, to look for the most sim ple so-

lution which can at the  same tim e satisfy the p rim ary  requirem ents



and can be carried  out w ith m inim al costs and small staff. May I p ictu-

re  it w ith  the  following case-study:

It is the task  of a tw o-m en team  including a professional lib rary - 

-assistant, to m eet inform ation requirem ents inside a company and it 

is this team  which also runs the trade  lib rary  of the company.

A fter the inform ation requirem ents of the m anagers and executi-

ves of the company have been determ ined, all those dem anding infor-

m ation receive a so-called identity  num ber. All inform ation flowing 

into the company, exept for th a t serving the top m anagem ent’s perso-

nal demands, is d irectly  forw arded to this team  a fte r mail reading. 

The team  also receives a copy of all docum entation containing useful 

inform ation gathered inside the company.

Every day, the docum entator reads the docum ents received and 

m arks the persons they  m ay concern. In case of new spapers and perio-

dicals he m arks the in teresting articles, advertisem ents etc. To trade 

book and leaflets he attaches a slip of paper indicating the title  and 

the short contents and adding also the identity  num bers of those in te -

rested  in them .

A fter all docum entation received has been processed in th is way, 

the assistant m akes the  requ ired  num ber of copies w ith  an up-to-date 

copying machine, then indicates the iden tity  num ber on each copy. 

F inally  he groups the ready copies according to the identity  num bers. 

For this purpose pigeon-hole-system  filing racks are used.

A fter completing th is w ork phase, the docum entation can be d istri-

buted to the persons concerned. Thus, it is possible to pass the daily 

inform ation to every executive during one workday.

One copy of each docum entation, exept for the personal ones, is 

kept in central archives w here in case of need it can easily be produ-

ced w ith  the  use of various search systems.

László Szabó

PROBLEM UZYSKIW ANIA INFORM ACJI NA TEMAT DYSTRYBUCJI

A utor rozpoczyna arty k u ł od przedstaw ienia w yników  badań  dotyczących 

możliwości uzyskiw ania in form acji na tem at dystrybucji w  gospodarce w ęgier-

skiej oraz charak teryzu je  podstaw ow e źródła inform acji i przepływ y inform acji 

między podm iotam i rynku. W skazując na znaczenie w łaściw ie zorganizowanego 

system u inform acji dla procesów podejm ow ania decyzji, au to r om aw ia z kolei 

k ie runk i uspraw nienia sy tuacji — postuluje m. in. opracow anie kom pleksowego 

system u inform acji dla potrzeb ry n k u  w ew nętrznego i handlu  zagranicznego oraz 

jego stopniow e w drażanie. D aje rów nież przykład  uproszczonego m odelu prze-

pływ u inform acji oraz opisuje poszczególne fazy jego konstrukcji.


