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Analyse the importance of marketing information system, its effectiveness within the hospitality and tourism industry as a tool for marketing, information gathering and communication.
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[bookmark: _GoBack]Information systems had become one of the important means used in marketing nowadays, it is the most effective tool in marketing through helping in decision making as well as solving all marketing problems. Additionally, information systems can link the organizations’ policy and organize them in order to facilitate the marketing decision towards product or customer (Pride, 1989). It is a system that consists people, equipment, and procedures that gather, sort, analyse, evaluate, and distribute needed, timely, and accurate information to marketing decision makers. It involves various means and methods of gathering and assessing various company’s marketing information needs. So, marketing information systems (MIS) refer to people and procedures dedicated to assessing information needs, developing the needed information and helping decision makers to use the information to generate and validate actionable customer and market insights. West and Hess (2004) stated that marketing information systems are decision support systems targeted at marketing-specific decisions. In this essay I will analyse the importance of MIS in regards to the company Emirates. The Emirates story started in 1985 when they launched operations with just two aircraft. Today, they fly the world’s biggest fleets of Airbus A380s and Boeing 777s, offering their customers the comforts of the latest and most efficient wide-body aircraft in the skies. 
There are serval types marketing information. The first one is ‘recurrent Information’ and it is the periodic data supplied by MIS on weekly, monthly, quarterly or annual intervals. This includes data pertaining to sales, market share, sales call reports, inventory levels, payables, receivables, customer awareness of company’s brands, ad campaigns, and data relates to competitors, etc. The second type is ‘monitoring information’. This pertains to data obtained from regular scanning of certain sources such as trade journals and other publications. The data relates to the changing trends, competitors activities, etc. Some of these data is purchased by companies from Market Research agencies, government sources, etc. The third one is ‘problem related or customized information’. This information is developed in response to some specific requirements related to a marketing problem or any particular data requested by a manager. It consists of both primary data as well as secondary data. This data is collected by conducting market research study with adequate sample size.
The MIS is of importance to the company managers and also to external partners. So, for Emirates it will be partners like the hotels they work with (Anantara Hotels, Resorts & Spas), other airlines (Qantas), banks (American Express), retail and lifestyle (Cabforce), car rentals (Avis) and many, many more. The MIS must balance needs against feasibility: Firstly, not all information can be obtained. Secondly, obtaining, processing, sorting, and delivering information is not cheap. So a company like Emirates should take these factors into account.  
Generally, information needed could be obtained through the company’s internal data, competitive marketing intelligence ad marketing research. 
Internal Data is gathered through customer databases, financial records, and operations reports. Advantages of internal data include prompt and easy access to information. Disadvantages arise from incompleteness or unsuitability of data to a particular situation. Data ages quickly, keeping the database current requires a major effort. Managing vast information that a large company produces requires sophisticated equipment and techniques. Emirates through its ‘skywards miles’ database collects data from its customers, stores the data in a database, and uses the data to tailor ads and marketing offers to its customers. The company states on its website that ‘You will earn 1 Business Rewards Point for each USD 1 spent on the base airfare, including carrier charges but excluding taxes and other industry partner charges. Business Rewards Points are only earned on Emirates flights, and not on codeshare, interline or other partner flights. Only travellers who are Emirates Skywards members will earn Skywards Miles. They will also earn Tier Miles on the flight. If the person travelling is not an Emirates Skywards member, they will not earn Skywards Miles, but the organisation will continue to earn Business Rewards Points. Whether you want to book future business travel or reward your employees, you can spend your Business Rewards Points on flights and upgrades on Emirates. Dynamic Reward Flights are available in every class, and on most Emirates flights. If you want to upgrade one of your employees or a guest traveller, you can use your Points to pay the difference in the fare’. These are just a few examples of the many benefits Emirates offers their customers after gathering information through their membership.
Competitive Marketing Intelligence refers to the systematic monitoring, collection and analysis of publicly available information about consumers, competitors and developments in the marketing environment. Many companies send out teams of trained observers to mix and mingle personally with customers as they use and talk about the company’s products. Reputable brands such Emirates have set up sophisticated digital command centres that routinely monitor brand-related online consumer and market-place activity. Here are some examples of sources of competitive intelligence: Company employees, internet, published information, competitor’s employees, trade shows, benchmarking, channel members and key customers.
Marketing research allows companies to customize their marketing mix to meet consumer needs and Emirates does that successfully. 
For a MIS to work effectively, certain steps have to be taken. Step 1 is defining the problem and research objectives. It is important for a company like Emirates to not confuse the symptoms of the problem with its cause when defining the problem. Exploratory, descriptive, and causal research each fulfil different objectives. Exploratory research gathers preliminary information that will help define problems and suggest hypothesis. Descriptive research is used to better describe marketing problems, situations or markets, such as the market potential for a product or the demographics and attitudes of consumers. Causal Research tests the hypothesis about cause-and-effect relationships. Next, a research plan has to be developed. Research objectives guide the determination of specific information needs. Primary and secondary data is needed for this to be obtained. Primary data is the information collected for the specific purpose at hand. Secondary data is the information collected for another purpose which already exists. Primary data is when a company like Emirates gathers primary data by asking people questions about their knowledge, attitudes, preferences and buying behaviour. The primary data sources are personal interviews, telephone surveys and internet surveys, online focus groups, web-based  experiments, or, tracking of consumers’ online behaviour. “A European survey of 5000 retailers, banks and commercial organisations, found that information gathering is by far the common use of the internet. This suggests that a large number of the businesses surveyed use the internet as an information source than use it as a marketing tool. This contradicts some of the findings of other research. However, the extent of this use and whether this information is used as market intelligence is not clear” (Int. J. Tourism Res. 2001). Some of the advantages of using primary data are that companies control the design and the questions, so they get exactly the information they want, sometimes the information company need cannot be obtained in any other way and that companies see themselves as ‘reliable sources’. However, there are some disadvantages. For example, it is time consuming and can be expensive and if the data are available elsewhere, primary data collection is a poor use of resources. Secondary data sources are government information, internal, commercial, and online databases and publications. As for primary sources, there are some advantages and disadvantages. Advantages are that information is obtained quickly and it is less expensive than primary data. Disadvantages are that at times, information may not exist or may not be usable. Step 3 of the research process is implementing the Research Plan. This involves collecting, processing, and analysing information. The final step is interpreting and reporting the findings. 
In conclusion, marketing information systems are very important when it comes to the way a business like Emirates is maintained and developed. It is clear that they use MIS successfully and they always take into account what makes their clients happy. They use primary and secondary data in order to keep up with the desires of their clients. All the tailored offers can be found on their website.   
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