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Introduction
Marketing is an essential activity of any organisation which deals with the products and services of the organisation and develop the most effective method to serve those products and services to the customers.  Different organisations, based on their products and services offerings, applies the tactics of marketing activities differently. As a result, there are various application of marketing activities can be observed in the business world. Also, based on the industry and type of products, the nature and methods of marketing also various. Despite the differences, it is true that every organisation has to develop the marketing activities. This essay will utilise the example of hospitality and tourism sector as a whole to develop various marketing activities. The main focus area is the marketing information system (MKIS) and its effectiveness in marketing activities of hospitality and tourism sector. 
Marketing information system as current marketing world trend
In order to develop strategies based on market data marketers devise various strategies to collect, store, process and use such data. This method is commonly referred as marketing information system. According to Kotler et al (2017), the impact of different marketing information system is that it provides valuable marketing research information that is help to make decisions. For instance, a recent development in the tourism sector is that customers now travel in group rather than individually. As a result, it is necessary consider how marketing information system can provide valuable information to make decision. Semeradova and Vávrová (2016) mentioned that MKIS collect raw market information and store it for different purpose. Every now and then information is produced and storing that information is necessary. MKIS collect and store that information. To improve the competitiveness, it is also necessary to have developed a market and intelligence system. A MKIS provides such intelligence. Due to this benefit every organisation now have own survey team, investigators, and teams of specialists to collect marketing information.

Importance of marketing information system
An organisation can be benefited from marketing information systems in various ways. One of the crucial aspects of marketing information systems is that it gives a warning to the organisation toward any upcoming threats and any opportunities that might be useful. According to Yang (2015), for hospitality and tourism sector it is significantly valuable because the companies in this industry can develop strategies to use such opportunities and build counter action against those threats. Also, MKIS provide information about current customer trends, customer preferences, customers behaviour and purchase pattern etc. This crucial information may not be always easy to collect but expert investigators and surveyors might systematically collect such information to the organisation. As a result, the business decisions can be effectively managed from such crucial information.
At the marketing plan implementation level, the marketing mix also require the help of marketing information systems. For instance, a hospitality organisation like Marriott Hotel consider the need of the customers when designing their exclusive suits, premium room. According to Choi et al (2016), which features will interest customers regarding the room features can be decided from information found in marketing information systems. Another important issue that is very important for hospitality and tourism companies is managing customer relationship. Bowie et al (2016) discussed that a loyal and regular customer are the main source of profit for an organisation. Marketing information systems collect and provide such intelligence and help the marketers to decide how that customer could be made loyal to the organisation and how they can be motivated to pursue more offers.
MKIS in and its effectiveness within the hospitality and tourism industry
In order to implement an effective marketing strategy, it is necessary to consider the fact that marketing decision are decided from true market data. So, when a marketing manager decide to go for a long-term relationship with the customers, they consider that that customer must have a long history with the organisation. Kimes (2016) discussed that by this long period they must have developed a pattern which will serve the manager to decide which strategy to implement. So, the marketer ultimately depends on marketing information systems.
Marketing information system also make marketing department effective by identifying different problems. According to Kotler et al (2017), marketing information system also improves sales by providing different customer usage data. For instance, a hospitality organisation like Costa Coffee may have introduced a new type of flavour in their coffee stores which is very popular in other countries. But that particular service is not being sold and purchased enough by the customers. As a result, the reason behind this problem can be identified using the marketing research teams. Lee (2016) provided that there are also different organisation who also collect marketing information with their marketing team. Marketing information systems help to observe the performance of competing companies and provide insights about strategies to be implemented. As hospitality and tourism sector is very competitive, it is necessary to develop strategies to meet the competitor strategies.
MKIS in and as a tool for marketing in the hospitality industry
 A marketing information system is also considered as a tool for marketing in the hospitality sector. As a tool, marketing information systems helps marketers to conduct marketing research. In fact, to conduct the research, it is necessary to collect market information. According to Yang (2015), marketing information manager decide which information to collect and develop tactics to collect that information. There are various ways marketers collect information which provides the effectiveness of marketing information systems. In the hospitality sector, ensuring the customer satisfaction is a crucial thing as lime another services sector. Here, the marketing department develop data driven strategies to keep their customers satisfied. However, According to Semeradova and Vávrová (2016), in order to find out which method might interest customer satisfaction, organisations need data such ac trends, pattern, comments, preference, opinions of customers. 



MKIS in and its effectiveness as information gathering and doing communication activities 
As marketing information systems may utilise different information collection methods. Based on the availability and complexity, applied methods varies. According to Park et al (2016), digital data collection is the ultimate way to collect marketing information considering development in today’s world. Here, the marketing department employs their market research team to collect customer information and protect it at the ultimate cost. Website cookies, AI software, customer input, their search pattern are important to make marketing related strategies and decisions. Some may argue that this information may not be valuable because they change over time. But, as change is frequent, marketers should change their strategies too.
Communication with the customers is also an important area to make marketing effort effective. Here, the marketers develop customer provide input to make communication strategies. However, through market research marketers also do collect customer contacts and such contact are important to make effective communication. Kimes (2016) discussed that marketing information systems provide which method are currently effective to communicate with the customers. For instance, a social media advertising is comparatively less expensive than TVC and billboard advertising. Also, for hospitality organisations, TVC sometimes work less effectively. As a result, it can be said that marketing information systems provide best method and the most effective method to communicate with the customers. 
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In conclusion, it can be said that marketing is an effective way to make the organisational efforts into profit for the organisation. As every organisation provide products and services to the customers, it is also similarly important to make selling those products and services to the intended customers. Here, the organisation prepare valuable strategies to communicate with the customers. The essay shows that marketing information systems is an effective tool to collect market data which work has valuable input to make marketing decisions. Marketers do take accountability of their actions but first they have to be effective and successful to make a decision. Marketing information systems can be best utilise in a tech depending world as digital data collection is way easier. For hospital and tourism sector, every now and then the demand and trends change. If the organisation can predict that changes before anyone else, they can benefit from it before any of the competitors. So, marketing information systems is the ultimate way to make organisational effort more effective 
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