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Nowadays, business success is mostly determined by the ability to make effective decisions for different elements of activity, including marketing. This activity is prepared and made available to consumers through a marketing information system. This is a constantly functioning system of tools, equipment and procedures designed for collection, storage, classification, analysis, evaluation and distribution of information. Marketing information system is fundamental to the management structure of the modern economic organisation. Jobber (2007) describes it as a system in which marketing data is gathered, stored, analysed and distributed to managers in accordance with their informational needs on a regular basis.  According to Kottler (2006), the four elements of a marketing information system are internal records, marketing research, marketing intelligence and marketing decision support system. The internal records system gathers various data from different departments of a company, which is regarded as a significant source of information. The marketing intelligence system is a key source used by managers for gaining daily information of the external environment, hence assists the managers to react to the changes rapidly. The marketing research system is used to collect primary and secondary data and displays the results in forms of reports. The marketing decision support system focuses mainly on processing the data.
 




Data collection and organization
The hospitality section relies much on information to define trends, customer satisfaction and possible competition solutions. Using marketing information systems, lots of data can be collected from relevant sources. However, this data is disorganized and is irrelevant unless restructured and given meaning in the contexts required. The marketing information system comes into play by helping in organizing the raw market data collected to define meaning based on the specific organization. This is important in defining information related to market systems, possible production strategies and ways of generating revenue.
Marketing information system is an information library, holding a collection of all the formal research gathered by an industry player. This information may still be relevant and may include surveys regarding the industry outlay, trade associations or associated companies and reports available regarding past operation strategies employed across the hospitality and tourism landscape. The information contained on these templates may still add knowledge to how the present industry issues can be structured to achieve results. The marketing information system will contain a comprehensive collection of all relevant information that can be utilized to achieve better marketing systems.





Planning and analysis
Marketing information system is essential in planning various aspects within the hospitality industry. Since planning is reliant on information pools, the marketing information system helps in organizing information related to competitor analysis and the business environments (Altinay, 2015). In a proper MIS, all aspects related market and organization`s capabilities, business environment and competitor analysis are present by default. This makes MIS essential in planning and analysis.
The common components of a good marketing information for the hospitality industry are information acquisition from operating data, information library and information acquired through market intelligence. Marketing information system brings together data from different sources into a computerized database and restructurers it to allow for the interrogation and linking of data. Information from operations such as hotel activities and accounts can be covered under the heading of operational information. In a hotel setting, for example, operational information can be analyzed to define competitiveness through analysis of strengths, weaknesses, opportunities and threats. Individual analysis of elements can help define the specific problems facing an industry player (Altinay, 2015). Hospitality or tourism players, for example, can analyze its weaknesses and maximize its strengths to cover for those weaknesses or readjust their operation opportunities to cover for threats and weaknesses.



Evaluation of marketing plans
Marketing information system is relevant in the analysis of the marketing plan`s effectiveness. Gross margin, marketing expenditures, and contribution to earnings are recorded for each market area and the total market areas. This information is represented for each market as a percentage of the overall market. It is also represented as the dollar amount of change for a financial period compared to those of preceding years or a financial period. The total industry sales, a firm`s market share, the percentage of retail distributions achieved for a hospitality and tourism product or service, and the marketing costs are depicted for each market both for the prevailing, the past and the future fiscal periods.
With knowledge of these variables, management of units within the hospitality industry can observe changes in demand as reflected in total industry sales, the changes in sales, earnings and costs, the variations in industry competition as reflected by the retail distribution percentages and market shares and advertising costs as reflected by marketing costs. This information is available by the market and for all markets within the tourism and hospitality industry. With this information, managers can reappraise a product`s marketing expenses as well as the effectiveness of the advertising sales promotion used (Morrison, 2013). The evaluation determines whether to stick to the present mix or make changes to maximize output. The ratio between promotional inputs in an advertisement campaign and the revenues realized as a result of these promotions can be evaluated to determine the earnings and approaches to maximize those earnings.


Strategy development and implementation
Information required to formulate marketing strategies is all anchored on the dynamics of marketing included within MIS. It supports the development of new tourism and hospitality products, product positions, marketing communications, pricing, personal selling, distribution, customer service and partnership alliances (Tsiotsou, 2012). It is in these settings that MIS offers a foundation for the development of information systems that are dependent on e-commerce strategies. MIS is essential in customer relations management and customer service systems implementation as it allows decision-makers to manage the sales force and customer relations teams easily.
Customer management software developers are currently extending their customer relationship management applications to encompass partner relations management capacities. Tourism and hospitality are founded on the dynamics of collaboration and partnerships. The inclusion of customer relation applications with partner relations management software helps in managing collaborative and partnership frameworks. The combination of the two platforms has been essential to marketers in outsourcing marketing functions and developing strategic alliances necessary for market competitiveness and dominance.





Decision support systems
Marketing information systems act as a decision support system supporting determinations, judgments and course of action in businesses and entities within the hospitality and tourism section (Perdue, 2004). It sifts through and analyzes immense data, compiling comprehensive information that can be used to solve problems in a decision-making process. It differs from an ordinary operation application feature whose function is just to collect information as it allows for comprehensive decision-making, timely problem-solving, and efficiency in dealing with issues of operations, planning and event management.
MIS solicits for information from the various data pools, including undirected observations, conditioned viewing, informal searching, and formal searching. Through such information collection approaches, it gathers all the third-party information that is necessary to refine other operations that are already underway. It reinforces the market and environmental policies in marketing, customer potential information, and the behavioral characteristics that define the direction of the industry. It is inevitable that marketing decisions are made based on incomplete marketing information. In this respect, marketing information becomes different from operational information as any gaps in latter days affect production efficiency. Marketing information is time-dependent, and it has no value when it is outdated. Marketing information systems offer information synthesis frameworks that ensure the utilization of information at current times. This ensures that data is used when it is still relevant.
Marketing information system recognizes that technology continues to advance and that information within the hospitality and tourism industry is no longer limited to traditional hotel and travel settings. It recognizes the redefinition of new entities such as wineries and wine tourism and how they redefine perceptions regarding the contemporary tourism and hospitality industry. The flexibility of the MIS in decision support is beneficial not only to the owners of businesses within the tourism and hospitality but also the consumers of the services offered by those businesses.


Conclusion
The tourism and hospitality industry is currently experiencing a boom due to the redefinition of businesses related to the industry. Marketing information systems offer different approaches through which marketing and other aspects of management can be maximized to ensure absolute benefit for this industry. Marketing information integrates monitoring systems, collects and organizes data, offers platforms for planning and analysis, decision support, evaluates marketing plans and engages strategy development and implementation.
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