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Abstract: 
This study aimed toidentify the usage of the marketing information system by the economics 
Organizations in competitive environment through a typic of industrial production sector of  m’sila 
country. The researcher has adopted in this study two types of data: The former consisted of data from 
books, studies and previous researches, while the latter the field study, which included the design and 
distribution of from to collect data from presidents and managers of institutions production sectors of 
M’sila, with the subject of the study. 
  The results of the study concluded that the industrial production  sector of  m’sila, marketing 
information system used its sub-components: the system of internal records and reports, marketing 
intelligence system, marketing research system, database. The results of the study also noted that There 
are differences between the industrial production  sector of  m’sila in marketing information system. 
Keywords:Marketing information System- Competitive Environment- industrial production sector of  
m’sila 
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Source: MICHAEL, Porter," L'avantage concurrentiel: Comment devancer ses concurrents et 
maintenir son avance", traduit par Philippe de Lavergne, Ed. Dunod, Paris, 1999, p 15. 
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