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1.0 Introduction

Modern companies rely on information for their survival (Kotler and Armstrong, 2013). The quality of information collected often will determine the success or failure of the organization. In this assignment, the analysis the importance of marketing information system, its effectiveness within the hospitality and tourism industry as a tool for marketing, information gathering and communication is provided. The selected company for this analysis is Holliday Inn Hotels. Holiday Inn is a British-owned American brand of hotels, and a subsidiary of InterContinental Hotels Group. Founded as a U.S. motel chain, it has grown to be one of the world's largest hotel chains, with 1,173 active hotels and over 214,000 bedrooms (Holliday Inn, 2019). In this report, the use of MIS is evaluated using different tools such as market research, intelligence and the ability of Holliday Inn to use CRM and IHG Rewards CLUB CARD to perfect their marketing planning and strategies.  
A good definition of MIS defines it as “…a set of procedures to generate, analyze, disseminate, and store anticipated marketing decision information on a regular, continuous basis. It can aid a company operationally, managerially, and strategically”. From this definition it can be seen that the main purpose of MIS is to be able to find different ways of gathering, collecting data for the organization which can later be used to predict or forecast the future sales. According to Kotler (2001) there are reasons why the information is needed. These reasons include; marketing Information required for making effective decisions to improve planning, implementation and control. 
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From the diagram above, MIS involves several components. First, the collection of information using market research and external analysis. Second stage, is the analysis of the collected information, price analysis and external analysis. The third stage involves, segmentation of customers into groups so that Holliday Inn  is able to target them,  the marketing management and a good investment in Customer relationship management at Holliday Inn UK using the IHG Reward card and other databases that keep customers informed of new products and services. 

Holliday Inn (Part of IHG Group): 
The origins of InterContinental Hotels Group that own Holliday inn brand can be traced back to 1777, when William Bass established the Bass Brewery in Burton-upon-Trent. In 1876, its red triangle logo was the first ever trademark registered in the United Kingdom. They have managed to occupy this position by investing heavily on their markets that also rely on research and information collected from different sources. This company is a good example of those who use Marketing Information system effectively. With an increasing use of Artificial intelligence (AI) it has been suggested that more that  60% of millennials in the United Kingdom prefer to use companies that are online and capable of interacting with them (Rosi, 2017). This realization has seen a growth in Holliday Inn online activities trying to capture even more market shares of hotels and other related services such as flight bookings and offers through the IHG reward schemes (www.holidayinn.com)


2.0 Discussion/ evaluation and critical analysis
In this section, the framework introduced above will provide the components of MIS. These components are analyzed and examined how Holliday Inn uses them to gather information and communication. 
a. Market research:
Market research is an important function of MIS in the hospitality Industry (Brunt, 1997). Holliday Inn and IHG group has invested a lot of money to ensure they collect information from customers. The company has a special marketing research team that is involved in both primary and secondary research. The research has enabled the company to know where the hotel customers come from and this enables them to target them effectively. THE IHG REWARD CARD was one of the first in the country and as members or customers stay at the Holliday inn hotels they tend to leave some of the necessary information to IHG Group such as age, sex and location. The amount of time people visit the hospitality industry will provide them with vital information on where the customers are and what they do. The card is then used for mileage and collection of points in other associated companies linked to IHG. It has been argued that based on the result of the Market Intelligence system or market research organizations should now be equipped to form, reform, develop, and design new strategies as shown below:
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Figure: How MIS support planning
At Holliday Inn Hotels, the MIS has offered them an opportunity to look for new opportunities. These also lead to a proper and stable market communication. 


b. Internal and external intelligence
Kotler (2009) defines a marketing intelligence system as a set of procedures and sources managers use to obtain “everyday information about developments in the marketing environment”. IHG is now a leading HOTEL group in the United Kingdom for using data to track consumer behavior and locations and attitudes towards their services. This is the reason why Holliday Inn has invested heavily in E-business campaigns to make sure they maintain a very strong online presence in the UK. IHG Group and Holliday Inn are benefitting from now the power of big data, analytics and the Internet of Things. These data have been used a strong tool to understand the customers as well as understanding their competitors. 
IHG Group and Holliday Inn, being the largest hotel group in the hospitality industry has long been a pioneer when it comes to technology and data. They have a large capital that enables them to invest heavily in data collection and data analytics. Historically, it should be noted that through their IHG card, Holliday Inn was one of the first Hotel chains to begin tracking customer activity. There are evidence that suggest that using such information the organization was able to move into full online operation without any problems since they already have everything they needed. 
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Figure: The IHG Rewards Club Card 

Another point is the use of Pricing Intelligence in the MIS system. Holliday Inn in recent years they have been successful in tracking other competitor’s prices therefore offering value to their customers. Competitors such as Premier Inn Hotels and Travelodge can easily be tracked as they also change their pricing strategies. This has enabled them to always have information about what is going on in the market and therefore adjust their strategies. The organization continues to grow and it is all down to marketing intelligence and a proper use of data analysis. 
Generally, the internal and external intelligences is carefully handled by a special unit. The information collected is then fed to the marketing, planning and strategy team ready for execution. 


C. Marketing management, Planning, Segmentation and CRM at Holliday Inn
Looking at the use of MIS and its tools, from the above analysis it is possible to conclude that Holliday Inn has been so successful. Trim and Lee (2006) suggest that most of the companies use the marketing intelligence and the information collected to formulate their marketing strategies. From this point it is evident that Holliday Inn has used information from their IHG Reward cards, for example, to find out where their customers are located and therefore, end up opening more hotels in those locations. The company is able to plan its markets in advance as it is easier to predict the number of customers who could be coming to the stores using data analytics. 
In terms of marketing segmentation, Holliday Inn has been able to use the information that has been collected to segment their markets using the demographics (age, sex and location).  The use of the REWARD card continues to be one of the strongest tool for CRM (customer relationship management). Once customers are well understood and are on the database, what follows then is to keep them loyal with numerous offers. When they visit the hotels it is easy to know their preferences such as menus, room location etc.
In recent years, the company has increased its activities on the social media as an attempt to be more visible and engage with customers. Social media such as Facebook have been used to collected more customer data and interests.  With Facebook, Holliday Inn also frequently incentivizes user comments by offering Reward points in return for sharing stories on various topics. 
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Marketing Information system at Holliday Inn has significantly gained momentum by also collecting data and rewarding points for travels and flights bookings. This is significant that their marketing intelligence does not only stop in the United Kingdom. It goes as far as those flights, to different destinations. 

3.0 Conclusion
 According to Ramachandra (2016) since tourism is now growing all over the world, the role of hotels is becoming greater than before. Hotels take a big place in the market, so using manual system may lead to erroneous management. Based on the above analysis of Holliday Inn use of MIS, it can be concluded that they have been successful. There are more to come, in particular with the use of the IHG Reward Card. This suggest the Reward cards are not just a simple card, but they can be used as a marketing tool. The market share of Holliday Inn continue to grow further since they have a large database of loyal customers. Customers are kept loyal with continuous offers of other services such as travel and shopping points. According to Johns and Van Doren (2010) a very good MIS strategy could give a company competitiveness and stability. 
Finally, in recent years the introduction of GDPR system means that Holliday Inn has to comply with the new law. It is not known yet how the new data rules will affect the organization. 
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Fig. 2 Structure of the marketing information system





image2.png
prewym———

Sz & v Ayt
e )
pvr—
Ky e e /
St T bt s

STRATEGY

COMMUNICATION
IMPLEMENTATION
d & STAKEHOLDER
RELATIONS

S T e
< St T s
S e oy

«sotegic e
Reation bty





