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efficiency of marketing activities and an increase in
customer loyalty.
The most important component of a marketing
database system is the customer database. Such a
database may contain, in relation to each client,
information on: demographic and psychographic feature,
means of information used, purchasing history, etc.
A classical system of database marketing includes, in
addition to component related to customer, databases on
suppliers, products, prices, sales force, competitors,
distributors, etc.
The most access facilities to marketing databases are
offered by Relational Database Management Systems
(RDBMS), which allows the integration of all marketing
information into a single database, regardless of the
nature of the data used.
In the first part of the paper are presented the
theoretical concepts regarding the databases used in the
marketing activity. In the second part of the paper is
presented an example of a database used in marketing
activity, designed for small and medium-sized
businesses. The last part of the paper will present the
advantages of using the databases in the marketing
activity.

Abstract – The objective of this paper is to identify a
management solution for information in small and medium
enterprises. At present, databases are the foundation of
marketing activities that take place within a company.
Contacting customers, as well as undertaking any marketing
activity through databases, has become a habit for performing
companies. Marketing activities that are looking to be effective
require a growing amount of information that can no longer be
managed within traditional marketing information systems,
requiring automation of marketing systems. In the first part of
the paper are presented the theoretical concepts regarding the
databases used in the marketing activity, the second part of the
paper presents an example of a database used in marketing
activity, aimed at small and medium-sized enterprises. The last
part of the paper are presented the advantages of using the
databases in the marketing activity.
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I. INTRODUCTION

A

globally there is a period of impressive
development of IT applications related to databases,
there are unfortunately many SMEs still holding database
marketing as tables and lists of customers, products,
prices, suppliers, etc.
A database marketing (in French "base de données
marketing") is a collection of marketing data organized,
coherent, structured and accessible to multiple users, in
an interactive way, by G. Orzan [1].
The complex management and processing of
information in databases is achieved with the Database
Management Systems (DBMS), which represent the
software components of the database systems. Of the
commonly used database management systems we can
mention: ORACLE, MySQL, SQL Server, Microsoft
ACCESS, etc.
The main advantage of marketing databases is that
these can store large amounts of information that can be
accessed by users when they need it. In addition to tables
containing lists of customers, offers, etc., the marketing
databases can be interrogated, meaning that only certain
information requested by an end user can be selected, by
P. Kotler, C. D. Jain and M. Suvit [2].
The establishment of a marketing database system
requires time and significant financial resources but once
implemented, it generates a significant increase in the
LTHOUGH

II. DATABASES IN MARKETING
Information stored in a marketing database is used by
marketing managers to support decision-making to meet
objectives such as: launching a new product or service on
the market; selling a product or service; actions for
improvement the client fidelity; increasing market share;
attracting competitors, etc.
Distributed marketing database systems ensure the
integration of databases into a computer network,
consisting of a server and workstations. A distributed
marketing database system allows simultaneous access to
information from multiple workstations of a computer
network. Distributed marketing database systems are
specific to INTRANET networks, established within
companies or between a company and its geographically
distributed subsidiaries.
Basically, a distributed database marketing system
can be presented as in Fig. 1.
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contains customer addresses. Each record contains the
data about a customer.
Each table includes a column that uniquely identifies
each row stored in the table. In this case, the following
fields are used: IDClient, IDSupplier, IDProducts and
IDOrders. In database terminology, these fields are the
primary keys to the defined tables.
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Request
information

WS
Response to
request

Fig. 1. Distributed marketing database system model,
R. Nistor [3]

Marketing information from the internal and external
environment (supplies, orders, sales, receipts, payments,
customers, suppliers, distributors, competitors, offers,
etc.) are organized in marketing databases.
III. DATABASE MODEL
A standard structure of a marketing database must
allow the management of all data relating to: product or
service offerings, prices, distribution channels,
communication actions (promotion, advertising, public
relations, etc.), sales force, supply, sales, competitors'
offers, etc.
The main data tables in a standard structure of a
marketing database are: customer or service table, pricing
table, product table, vendor table, distributor table, sales
force management table, main competitors table.
There is currently a tendency to develop marketing
information systems by using the databases created
through the purchase of information via the Internet.
Companies that want to create marketing databases and
process them with "networks" have two alternatives:
1) buying from existing suppliers of existing marketing
databases;
2) creating their own marketing databases using web
acquisition strategies, primarily by e-mail addresses
(customers, suppliers, distributors, etc.).
In order to receive information about customers,
suppliers, existing products and orders, a database was
created in Microsoft Access. The database keeps a list of
information about them for the purpose of producing
mailing lists and reports.
In creating the database, it started by creating tables.
These are the objects in the database that stores the data.
The created tables contain information about customers,
suppliers, products and orders. To create a table, the
information elements have been converted into columns.
To determine the columns in a table, it was necessary to
decide on the information required for the topic
registered in the table.
For example, for the Customers table: Customer name,
Contact person, Address, Phone, E-mail, City, Country,
is a list of columns. Each table entry contains the same
set of columns, so the information in these fields can be
stored for each record. For example, the address column

Fig.2. Customers table

Fig.3. Suppliers table

After the information has been divided into the tables
in Fig. 2, 3 and Fig. 4., a useful association of
information is needed. For example, for orders made
between the Suppliers in Fig. 3. and Products in Fig. 4.
tables in the database, there is a one-to-many relationship
because a vendor can deliver as many products as
possible. Thus, for any supplier in the Suppliers table in
Fig. 3. there may be many products in the Products table
in Fig. 4. To make a one-to-many relationship, the
primary key in the Supplier table was used and the same
field was added to the Products table. The Access
database uses the supplier ID number in the Products
table to find the right supplier for each product. The
IDSupplier column in the Products table is called the
foreign key being a binding field because it is the
primary key of the first table.
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because a command can have multiple elements.
IDOrder, is repeated for each entry in a command, so the
field does not contain unique values. Neither the use of
the IDProduct field alone does not work because a
product can appear in several different commands. But,
together, the two fields always produce a unique value
for each record, S. Johnson [4].

Fig.4. Products Table

Fig.7. Order details

From the Order Details table, all products in a given
order can be determined. Also, all commands for a
particular product can be determined.
The forms in Fig. 8 - Customer Form, are the main
windows used to enter and display data in Access. Forms
allow data to be presented in a form that eliminates user
concerns about how data is stored.
A database form allows the user to view records from
multiple associated tables, sort them according to needs,
and move more or less randomly from one record to
another.

Fig.5. Orders Table

Fig.6. Relationships between tables

Between the Product tables in Fig. 4. and Commands
in Fig. 5. there is a many-to-many relationship type. An
order may include several products. On the other hand, a
product can appear in multiple commands. Therefore, for
each record in the Orders table in Fig. 5. there may be
several entries in the Products table in Fig. 4. and vice
versa. This is a problem in making a direct link between
the tables. The answer is the creation of the third table,
called the intermediate table, which separates the
relationship from many-to-many in two simple
relationships one to many. The primary key of each of
the two tables was inserted into the third table called
Command Details, the two fields together representing
the primary key for this table. Using the IDOrder field
alone does not work as a primary key for this table

Fig.8. Customer Form

The final product of database applications are the
reports. The Access program combines the data from
tables and even queries, generating a report like the one
in Fig. 10 that can be printed and distributed to those
who need it or asks for it. The report never allows access
to modify data, it sequentially tracks the records to
generate subtotals and summaries by S. Johnson [4].
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transactions and recovering data in case of
malfunction of different hardware or software
components.
6) Independence of data over the hardware used.
Database management systems provide an external
(logical) view of data, which does not change when
physical memory is changed, which ensures the
immunity of the database structure and applications
from changes in the hardware system used.
The advantages of using information technology are
usually reflected in two types of results: cost reduction
and profitability.
V. CONCLUSIONS

Fig.9. Products report

Companies that use marketing focused on databases,
and who have previously established a clear strategy in
this respect, finds that applying this method reduces the
costs associated with marketing activities, significantly
increases profit margins and at the same time increases
customer loyalty. The difficult to overcome in applying
this type of marketing lies in the technical field, the
development of long-term forecasts and the mentality of
managers of small and medium-sized enterprises that do
not accept changes and are not receptive to the
advantages of information technology.
The proposed database model is accessible to any
small and medium-sized enterprise, both in terms of
deployment costs and ease of use.
The golden rule is that marketing databases contribute
to the control of sales and marketing activity in the most
profitable way, with the lowest possible cost. Some
specific advantages can be gained, such as increased
understanding of customer requirements, through the use
of specialized databases during marketing research.

From the multitude of data storage and processing
solutions, Microsoft Access has been chosen, as it is an
accessible and widespread program that can be used
without the need for specialized software acquisition by
A. A., Mihărtescu [5]. The databases made in ACCSES
can be made and used by any company, especially small
and medium businesses that do not have much financial
resources for the acquisition of expensive IT solutions.
IV. THE ADVANTAGES OF USING MARKETING
DATABASES
Compared with older methods of recording data on
different activity sheets (written documents) or even in
electronic files, database systems offer considerable
advantages, which explains their extensive use. Some of
the advantages of using the databases are:
1) High compactness compared to the volume of written
documents or uncorrelated files.
2) High speed of retrieving and updating of data using
database queries.
3) Reduce redundancy of stored data by sharing data
between multiple users and applications. In storing
data on paper or in files, each application contained
its own data sets. In database systems, multiple
applications can use shared data once stored.
4) The possibility of introducing standards on data
storage, which allows the interchange of information
between different organizations.
5) Maintaining data integrity through security policy
(access rights differentiated by user role), managing
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