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Marketing Information System
The Importance of an MIS
The basic leadership process in advertising assumes an essential job in the key situating and aggressive limit of a business in a particular market section (Sun et al., 2017). In such a manner, a showcasing data framework (MIS) offers an administration approach intended to bring individuals, information, gear, and techniques together to streamline the choices made by an association (Xiang et al., 2015). A successfully conveyed MIS gives bits of knowledge into the business status: it features regions where the showcasing framework neglects to meet the reserved targets. For this situation, an MIS produces customary just as engaged reports to directors at the centre and operational levels. These reports are therefore used in settling on organized or semi-organized choices to address rising business challenges (Kim and Law, 2015). Along these lines, a particular undertaking can change its advertising focuses progressively and improve its odds of achievement in the competitive landscape.
Adopting a Marketing Information System in a business plays a vital role in its overall performance in the market. Specifically, the success of a brand in influencing consumer behaviour is dependent on the effectiveness of marketing. Therefore, the adoption of an MIS goes a long way in customising a business' marketing strategy to optimise return on investment (ROI) (Bowie et al., 2016). The underlying question here is – what is the importance of an MIS? 
Firstly, using an MIS gives companies fresh customer insights crucial in improving marketing. Effective marketing hinges on robust customer knowledge. Such insight provides enterprises with a unique understanding of what customers want and ways to elevate their satisfaction levels. Marketing information provides a reliable approach to understanding consumer dynamics, behaviour, shifts in the market, and the need for adjustment. Through marketing research, companies can establish strategic approaches consistent with consumer needs and expectations in the market which enhance their chances of succeeding competitively (Nave et al., 2018; Roeffen and Scholl-Grissemann, 2016). By combining people, technologies, as well as processes, a business can effectively oversee market research endeavours and tap into customer insights to inform marketing as well as strategic decision-making. 
Secondly, an MIS gives a company the advantage of knowledge. In modern ultra-competitive markets, knowledge is a crucial power in establishing a feasible and profitable market share. Adopting a deliberate as well as targeted marketing information system gives a company the ability and opportunity to identify, track, as well as lure customers from their competitors, and thus expand the market share (Roeffen and Scholl-Grissemann, 2016). Modern markets are continually changing, with shifting customer behaviour driven by technology and a surge in competition in the market. These transformations mean that companies have to continually adjust their value chains, supply chains, strategic approaches, and marketing techniques to remain competitive in the market (Balouchi et al., 2017). Therefore, an MIS is advantageous because it offers significant knowledge and data to the business to inform decision-making regarding change, adaptation, as well as innovation to maintain a competitive edge in the m Thirdly, an MIS is a connector between the internal (core competencies) and the external of the business (micro and macro factors). Strategic decision-making, especially in marketing, has to be driven by knowledge and data (Bazazo et al., 2016). Adopting an MIS gives a business the ability to collect and analyse data continually as well as detect any points of failure or hurdles in real time. As a result, an MIS makes troubleshooting speedy and effective. Such a system allows the companies to leverage their agility in the market by expanding their competitive advantage, market share, and profitability (Roeffen and Scholl-Grissemann, 2016). Customer-centric policies are also hinged on the accurate utilisation of data/knowledge, which can be collected through an MIS system (Behera et al., 2015). In this regard, an MIS is a necessity for a firm seeking to maintain a competitive presence in the modern market. 

The Effectiveness of an MIS Within the Hospitality and Tourism Industry
Globally speaking, the hospitality and leisure industry is facing a significant shift in strategic approaches as well as marketing techniques aimed at adopting consumer-centric methods (Iskoskov et al., 2019). Increasingly, more and more businesses in this sector are focusing on giving customers the ultimate experience. The aim is not only to meet customer expectations but to exceed them and, thus, create a customer-business relationship that inspires brand loyalty as well as growth of the competitive advantage (Shankar et al., 2016; Nave et al., 2018; Roeffen and Scholl-Grissemann, 2016). Success in the hospitality and leisure industry is dependent on the business knowing the customer profile, consumer needs, preferences, and expectations. Businesses are also well-served to understand what it takes to satisfy the customer. Aspects of what place the customer chooses to visit, why they purchase specific services, and the underlying experiential expectations are crucial in developing the success of a business in this industry. 
[bookmark: _GoBack]The connection between marketing information systems and the market share in the hospitality and leisure industry is especially important. Meeting consumers’ expectations, bolstering satisfaction levels, and cultivating brand loyalty are crucial aspects in creating value in this industry (Cobb-Walgren et al., 2017). Achieving these targets requires extensive knowledge of consumer behaviour, dynamics in the market, and the levels of competition. Similarly, the agility to promptly adjust to the market realities is crucial in realising the optimal value in the tourism and hospitality sector (Cobb-Walgren et al., 2017). Interaction between businesses and their customers (business-customer touchpoints) provides opportunities for data collection regarding consumer behaviour, needs, preferences, and expectations. The collected data are subsequently analysed and used as the basis of the production of services as well as goods to optimise customer satisfaction and experience. The current surge in the importance of service or product customisation underscores the role of M. I. S.  in the leisure and hospitality sector (Kim and Law, 2015).
An MIS provides a platform to collect (gather) important information regarding demographic factors defining targeted customers such as age, gender, educational level, and levels of experience. Such information is utilised in targeting, segmenting, and positioning the business in the market, reflecting its core competencies as well as competitive value. With an effective MIS, companies devise their strategic approaches, marketing techniques, and targeting methods to suit their underlying strengths. An MIS also helps to minimise the impact of their weaknesses and, thus, maintain a competitive presence in the market (Kim and Law, 2015). Leveraging feedback on different platforms is a crucial source of creating value in the hospitality and tourism industry.
While hospitality and leisure industry are viewed as a luxury, there is a need to establish a close relationship between the industry and its targeted market. Aligning core competencies of individual companies in the sector with overarching customer needs as well as expectations plays a crucial role as both a marketing and a ‘social responsibility' technique. In this regard, the adoption of an MIS is instrumental in shaping organisational behaviour. For example, the feedback from customers helps to shape the purchase decisions, product design, the pricing of the packages offered, and the customisation of the business’s offerings to the market (Bowie et al., 2016). The underlying target in this case is to establish a competitive advantage in the market and, thus, improve customer loyalty.
A MIS shapes the correspondence arrangement of a business. The progression of data from the organization to its clients (or the general public when all is said in done) is basic in shopper basic leadership and affecting in general client conduct. Ordinarily, most organizations are distracted with the accumulation of data (input) from the shoppers in an offer to increase priceless market experiences. In any case, it is essential to guarantee that the correspondence procedure is bidirectional. Such a progression of data will verify that shoppers feel esteemed by the business. Communication will also ensure that customers' core needs, wants, preferences, and expectations are being met by the overall product design as well as marketing techniques (Behera et al., 2015). Such an approach underpins the social responsibility an organisation bears in the community. Some of these responsibilities include environmental protection, sustainability, and supply chain transparency. Sharing of experiences at a destination, hotel, or tourism resort is crucial in shaping the overall perception of such a business in the market. Consequently, platforms such as social media as well as other Internet outlets have increasingly assumed an essential role of marketing in the hospitality and tourism industry (Sun et al., 2017). The use of an MIS allows individual firms in this sector to capture essential data regarding consumer patterns and trends. The collected information is used as the basis of engaging customers and shaping debates as well as conversations on these online platforms, thus positively developing the image of the business in the market overall (Cobb-Walgren et al., 2017). Customization, personalization, and direct engagement of customers on online platforms (including social media) are increasingly becoming necessary. As a result, an MIS allows companies in the hospitality and leisure industry to have an elaborate and practical online as well as offline marketing strategic approach (Shankar et al., 2016; Nave et al., 2018; Roeffen and Scholl-Grissemann, 2016).  
Marketing Information Systems has turned into an inseparable piece of the cutting edge of hospitality and the leisure industry. Most organizations use showcasing data frameworks to gather basic shopper and aggressive data. In addition, these organizations utilize these frameworks in executing focused on and exact promoting techniques. Furthermore, an MIS can be used in executing compelling correspondence including their clients just as different partners in the business.
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