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ABSTRACT

It has been shown that there are four information demensions which have positive in-
fluence on perceived utility of information. Subsequently, 1 have investigated the ante-
cedents of these four information dimensions. The quality of the relationship, interperso-
nal characteristics and interaction have positive influence on marketing information qual-
ity. In addition, Marketing personnel interpersonal characterstics have positive influence

on relationship quality. Integration has positive influence on interaction between market-
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ing personnel and R&D personnel. Finally, Organizational climate has positive influence
on interpersonal characteristics and integration between marketing function and R&D
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