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Abstract:

This study aimed at investigating the effect of marketing information system quality on the
marketing — related decisions in the limited liability companies. The results showed that the
hypotheses related to the effect of the quality of marketing information system on both user
satisfaction and actual use of the system can be accepted. In addition, the results showed that
user satisfaction had a positive effect on the actual use of the system. On the other hand, the
mediator user satisfaction variable had no statistical effect on the relation between the quality
of the system and the actual use of the system. Finally, recommendations and limitations were
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