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Introduction

In the hospitality marketing system, the client must always be at the center. Customer satisfaction needs to be a major goal for every hotel, and this will help to get it done. For the impact on customers, the hotel uses four key points: product, price, distribution and communication, which generally form the marketing mix. The use for blending takes place in the marketing process. It involves collecting and analyzing different information about the hotel, customers, competitors, the external environment, planning, implementation and control of marketing activities, market segmentation, selection of target market parts and positioning. In developing the hotel business, the hotel itself has an impact on various external factors. One of these factors is:

Micro environment - competitors, suppliers, marketing partners, distributors and customers.
The second factor is

Macro environment -, demography, culture, technology, ecology, politics, legislation, economy, society.

The main task of marketing a hotel is to identify the behavior and needs of the client as well as their development and change to help make adequate decisions from the management of a hotel. It will be a mistake if marketing is considered only as a point of view services and as a means of supply and products.
Hospitality is an important and essential part of the entire tourist structure of a country. This is a flow between tourists and tourism resources of one country. (1)
  Hotel equipment is a key element in offering the main tourist product. In this context, the volume of tourism flows depends on capacity, quality and location. The local and international business of one country depends to a large extent on the tourism industry, which contributes to the development and improvement of life in one country (2). Hospitality is part of the tourism industry, which in turn is part of the service sector.




Definition for marketing information system
The pool of human resources, technical resources and procedures, created and maintained to provide the organization with the necessary marketing information. Information is entered into the MIS through marketing research and marketing discovery. `Objectively collecting, processing and analyzing all data relating to problems relating to the transfer or sale of goods and services by a manufacturer of a user or user "(3)
[bookmark: _GoBack]MIS contains four subsystems:
- System for internal analysis and information
- Current external information system
- Marketing research system

- Information analysis and processing system

The existence of the four subsystems ensures that the organization will receive complete, timely and credible information. It will be needed for ongoing planning and problem solving. Inside Information System / Internal Archive. This is the information we use most often because it is easiest and quickest to access. Information is presented through advanced software products for processing and storage as a database. The database contains information on current operations - deliveries, sales, inventory checks, unpaid orders and bills. The database must be structured in a way that allows rapid customer service in the organization, saves time, money, and is a long-term investment. Program products, even if they look expensive, are a good investment.
Relate it company
InterContinental Hotels Group
It is an internationally recognized business hotel with over 100 pages of hotels.
Strong future plans and recent successes, especially in the luxurious space, do not deviate from the crowd.With the way the worlds move, the focus is not to become more digital and to lead technology; it is estimated that 40% of all sales in online trips that will get from mobile reservations by 2020. 
We focus on finding ways to build our well-established and successful strategy with accelerated growth at a faster rate. Our strategic model sets our approach and is fundamental to our commitment to achieving long-term high quality, sustainable cash flow growth and profits.

Discussion/Evaluation - Critical Analysis
Identify - how Intercontinental Hotel using MIS
Intercontinental places its hotels in different ways - manager and own and rented base. We take a look at the luxury and luxury segments of the hotel industry and have a portfolio of brands tailored to the needs and behavior of the hotel. Customer preferences and, in some cases, a specific brand. Older markets, like America and Europe, follow the franchise model, which is managed by the model and is used in developing countries such as China.
Marketing information to effectively adapt a company and potential customer is to the target audience and their active participation. It is designed to adopt management decisions generally for marketing purposes related to system uncertainty.

Company marketing information

· Restriction of economic risk.

· · Maintains competitive advantages

· Tracking the marketing environment, new market opportunities

· To coordinate strategies

· Assess the effectiveness of marketing activity

· To support the intuition of managers
The product of the hotel is a set of tangible and intangible elements that form the guest's valuation for a hotel.(4)







The effective use of MIS - information gathering
Methods of collecting marketing information
Sources of marketing information
According to the source from which it is derived, two types of marketing information - primary and secondary - are distinguished.
Secondary information that is already collected and processed inside or outside the organization for other purposes (for other purposes) is reflected on specific media and is available for researchers to use. Secondary data sources may be internal or external to the company.
  Internal sources of secondary information:
* Reports and balances, statistical and accounting;
 * Analyzes and reports from previous research;
 * Received complaints with a description of the reasons;
* Data about the parameters of current and past marketing programs, the degree of their achievement and the reasons for overcoming or non-realization of the expectations, etc.

External sources of secondary information:

  * Specialized agencies that do regular surveys and sell results to interested companies.

  * Reports are usually purchased by many customers, so prices can be quite profitable;
Primary information is collected directly from the surveyed units (individuals, households, organizations, etc.).
* More expensive than secondary information. It requires more time and higher qualification for the researchers.

* On the other hand, data is up-to-date and collected specifically (target) to solve a particular one
Hotel services have the following features: intangibility, indivisibility, perishability, volatility and lack of ownership.(5)


Effectiveness use of MIS for communication
Communication activities ensure the existence of the tourist enterprise as it makes it known to its end customers. The communication system has many elements. As one of the most popular and most commonly used, you can specify advertising, public relations, direct marketing, promotion, and more. Our technology requires communication of the enterprise with potential prospective clients that are expanding.

Marketing communication is any activity that involves acquainting prospective customers and the public with the company or the products offered by it. And building an image is essential to boost sales.
Marketing co-workers are:
Promotion of sales, advertising, public relations, personal sales. Communications reach the target market through media such as TV, radio, newspapers, magazines, billboards, brochures, website and the social network.
   

The promotion can be used to communicate with customers on product offerings. Promotion has a key role to play in determining profitability and market success and is a key factor in the marketing mix. The tools that can be used in the promotional mix include:
   direct marketing; public relations and publicity; personal sale and sponsorship, advertising.(6)











Conclusion
In conclusion, it should be noted that marketing does not give recipes, it is a way of thinking. He draws out possible solutions and their consequences, and the final choice is in the hands of the hotel manager. In the same situation, in the presence of the same information, different hotel managers can make different decisions. But that's not bad - postponing the decision is worse than the wrong decision. The next chapters of the textbook will show how to make the right marketing decisions according to the specific situation.
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