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INTRODUCTION


Marketing Information System refers to effective and systematic acquisition, interpretation, analysis, storage as well as dissemination of several marketing information which is crucial practice for an organisation (Lusch and Vargo, 2014). The agenda of using this information system is that it helps marketers in carrying out their operations with utmost ease. Furthermore, it could also be referred to a system consisting of people, equipments as well as procedures which helps an organisation of taking most appropriate and effective marketing decisions (Constantinides, 2014). The report below is based on Marriott, which is one of the most reputed hospitality organisation headquartered in Bethesda, United States. It covers a detailed analysis related to how the firm is using MIS and its components as a tool for marketing, information gathering as well as communication. It also covers evaluation of effectiveness of Marriott's use of MIS for all these aspects mentioned above, along with justification regarding their effectiveness.

MAIN BODY

Importance of Marketing Information System


Marketing is a crucial aspect for every organisation that provides assistance to a company in influencing the behavioural characteristics of consumers with an aim to enhance the revenues as well as profitability. To assist the process of marketing by gaining comprehensive understanding of the environment in which the business organisation is prevailing, Marketing Information System (MKIS) is used. This is a system through which the marketing data can be significantly collected, stored, evaluated and distributed across the managers, on  a frequent basis, as per the informational needs and requirements. This is regarded as an effective way for carrying out the activities linked to marketing such as planning, monitoring, controlling and implementation. This is a tool which is used by every business sector in today's hyper competitive corporate environment. In this regard, the role of Marketing Information System (MKIS) within hospitality industry is to carry out ascertainment of the type of data needed by marketing managers. The information is then gathered and analysed. This system assists organisations operating within hospitality sector to supply the information to the marketing managers with the help  of its sub systems or also known as components (Mullin, Hardy and Sutton, 2014).


Marriott is an international and lavish entity which is carrying out its operations in a number of countries (Chang, Yu and Lu, 2015). It provides services associated with hotel and associated lodging services. It makes use of MKIS to gain proper knowledge of the needs and wants of customers prevailing in the market place and also the environmental situations. This aids the marketing manager to take effective decisions regarding the promotional activities to be conducted by the hotel. Marketing Information System is well regarded as a sequential set of processes and methods that provides assistance to Marriott to come up with unique and innovative promotional tools and techniques. Through this, the organisation can easily reach to a large base of customers and persuade their buying behaviour in a manner such that they get encouraged to take an experience of the services provided by this luxury hotel. The data obtained as a result of implementation of this system within the organisational premises is collected by way of internal as well as external sources of the company. Majority of the times, it is seen that Marketing Information System makes use of intrinsic sources as it is easily obtainable and acts as guidance for the managers while undertaking necessary decisions for the betterment of entity.


Marriott is an organisation which is operating within hospitality industry where the main aim is to fulfil the needs and wants of people with a view to retain them for a long duration of time in future context (Dahnil and et. al., 2014). Over the course of years, Marriott is implementing the MKIS with the help of information technology and this aids in dispersal of gathered information amidst the personnel working within this enterprise, in an effective manner. Through the utilisation of MKIS, the respected organisation can easily gain comprehensive understanding of the latest consumer lifestyles and trends so as to come up with unique and innovative services that possess the potential to elevate the standard of living of customers. Further, this system plays a crucial part in carrying out effective communication within the organisational premises and consequently reporting the data. With this, Marriott can easily monitor the activities and processes being undergone within the premises and take steps to lower the deviations from the desired performance and set target (Baker, 2016).


The Marketing Information System is comprised of 4 main components that provides assistance to companies in procuring marketing data. These are, namely, internal records, marketing intelligence, marketing decision support system and marketing intelligence. In this regard, for the purpose of record keeping, Marriott makes use of Electronic Data Processing System. Further, marketing research is carried out by the hotel through the use of market surveys, feedbacks and questionnaires. To carry out the decision support system, Marriott makes use of tools such as regression analysis and sensitivity analysis.

Effectiveness of MIS as a tool


It is crucial for an organisation to use Marketing Information System as an effective tool for marketing, information gathering and communication. This is because, there is a high inclination of this system within the hospitality as well as tourism industries. With rise in access to technology and digitalisation, MIS could be appropriately used as a tool for the organisation to handling out its marketing operations effectively.


On an average, Marriott effectively processes around 1,500 transactions per second. Out of all these transactions, almost 99% of the same are the ones which are processed in less than a second (Marriott: Focusing on Customer Experience and Expanding Business Channels, 2018). the firm uses several BI software in relation to effectively enhance their transaction processing effectiveness. Such Transaction Processing System allows the firm appropriately gathering crucial information related to their transactions. Along with this, it would also to ensure a better marketing research.


As discussed above, Marketing Information System could also be appropriately utilised by the organisation as a tool for undertaking effective marketing decisions. This would appropriately assist the managers regarding taking appropriate and essential decisions that would benefit the organisation in long term. Benchmarking analysis is another effective and essential tool which is used by Marriott in relation to measure the performance and take appropriate decisions regarding aspects which could contribute in effectiveness of performance. Furthermore, this could appropriately be an effective tools, results of which could be acquired immediately due to internet communications (Daoud, 2016). Thus, it makes it crucial for the company to find ways which lead to reduction in aspects associated with facilitation of incorrect and irrelevant data within the company. Furthermore, this method would also help the firm in appropriately setting up effective Key Performance Indicators for measuring their performance and taking better marketing decisions for the firm (Amirkhanpour, Vrontis and Thrassou, 2014). 


Another crucial aspect related to tourism and hospitality company is communication. It is perhaps one of the most important practices within an organisation which is a part of everyday life of managers within these businesses. Furthermore, there has been quite a few modifications lately within the strategies and systems related to communications. However, several organisations are still not familiar with how market is segregated or is locating and further, does not consider these factors to be quite important. CRS could be an effective system for the firm to apply in context with communication with the customers (Fan, Lau and Zhao, 2015). Furthermore, it would assist their home-office staff to get in touch with customers and allow them to take effective reservations within just few minutes time. This allow Marketing Information System to effectively be utilised as a tool for communication.


Information Technology plays a crucial role for organisations to enable an effective strategy in relation to identifying, targeting as well as acquiring appropriate customers. This could be done using Customer Relationship Management, which is an information system that allows the firm to attract, retain and manage customers in a better manner. This enables an organisation to approrpaitely pitch customers as well as build healthier customer relationships.


Thus, it could effectively be said that Marketing Information system have quite a lot benefits for Marriot in terms of performance as well a speed. In addition to this, within tourism and hospitality sector, this information system allows organisations like Marriott to ensure processing their data, gathering information, using relevant data through market research, communicating with customers as wel as build effective relationship with them. In addition to all this, a healthier management could be effectively possible and sustainability within performance could be ensured provided the immense support which Marketing Information System could provide to a firm as big as Marriott (De Mooij, M., 2018).

CONCLUSION


From the above information, it can be said that marketing information system serves as an effective tool through which data is gathered, stored and distributed within the managers who are assigned the responsibility to carry out marketing activities. Also, it has been analysed that there are a number of tools which are used in MKIS such as Transaction Processing, benchmarking analysis etc. Further, the 4 components of this system assist an organisation in arriving at effective decision making with a view to enhance the loyal customer base, sales and profits.  
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