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1.0 Introduction
When it comes to tourism one cannot neglect the role that hospitality plays in the whole framework of tourism. Reception is the reason why individuals can visit the remotest of the places with fear of worry. The warmth that is accustomed by the local is what attracts foreigners in any country. Hotels in any country help in promoting the tourism by fascinating tourists with luxurious accommodation and delicious food. Marriott hotel is one the largest and growing hotel company in the world offers luxurious service and convenience to tourists in more than 100 countries in the world and has been adding great value in any country’s hospitality industry. 
It can be argued that hospitality is that link connecting tourists to tourist sites. But this is just a tip of the iceberg, getting and communicating to potential tourist and get them to visit is the hustle. This brings in the concept of marketing which is as good as its marketing information system. For this paper, we will look into the marketing information system (Erevelleset al., 2016). The concepts to use are:

a) Nature of the marketing information system
b) marketing Information System of Marriot
c) Elements of the marketing information system
d) Marketing Information System - Analysis and Evaluation
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2.0 Nature of Marketing Information System

Access and maintenance of Marketing information are crucial to any institution in the tourism industry. This is because it helps the organization to adapt effectively in the business eco-system. Marketing information tells the company of its potential to gain a competitive edge in the market.  It is for this reason that the marketing information system is significantly crucial in addressing the market situation and the requirements of the targeted users. It can also be used to determine the powerful impact the marketing strategies have on potential clients. The marketing information system has been designed in a way that it canadapt management decisions. To understand the importance of marketing information system we need first to know the benefits of having marketing information. Marketing information allows the company to (Armstronget al., 2015):
a) Reduce economic risk.
b) Maintain and validate a long-term competitive edge.
c) Monitor the marketing eco-system
d) Find market opportunities.
Since the organization has strategically positioned itself in such a way that it can tap into various types of information. This from multiple sources both external and internal. In cases where there is an urgent need for data on a particular marketing issue many problems may arise, the information obtained maybe incidental and irregular. It is for these reasons that we need a functioning marketing information system that will be supportive of the needs of the organization.
If a firm builds and maintains a permanently functioning integrated information process that serves marketing management, then it will be able to avoid gaps and errors in information being stored.  Though, Considerable financial capital is required for the development, implementation,and adoption of a marketing information system. A good marketing information system should be able to do the following: (Paul, 2018):
a) Systematic and targeted collection of information
b) A wide range of information.
c) Possibility to prevent crises in the company's activity.
d) Coordination of marketing plans.
e) It is facilitating marketing analyzes.
f) Argumentation and adequacy of conclusions and recommendations.
In the case of the hospitality industry, the customer is the product and is at the center of the industry’s marketing information. For this reason, the hotel's marketing manager needs to know the consumer behavior of current guests and potential guests. The marketing mix tool is used (Paul, 2018):
a) Product
b) Price
c) Distribution
d) Communication
The marketing information tool should be able to gather the above information to assist the marketing department in strategic planning and decision making. (Fahy & Jobber, 2015)

[bookmark: _6q627zphja9i]3.0 Marketing Information System of Marriot (Loudon, 2016).
The way enterprises manage and run their operations has been altered entirely in the wake of technological advances in fundamental ways. In the information era marketing information system is a must-havesystem in the company’s framework. 
Marriott is a business that has successfully be able to run and operate hotels.  The hotels are categorized under fourteen distinctively different brands:  4 brands focusing on full-service lodging, threetargeting on select-service lodging, three focusing on extended-stay lodging, the last four brands are focused on the timeshare. The success of the Marriott organization can be attributed to the fact that they have a robust and effectively working marketing information system that has enabled them to obtain information that they base their decisions. The marketing information system has been able to crucial to the operations of Marriott. Given the vast scope and size of actions and activities that Marriott’s indulges in around the world, the idea of an efficient and effective working marketing information system is vital to the smooth running of the business empire. 
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4.0 Elements of the marketing information system
For an effective working information system, the marketing information system should have the following elements to ensure its effective implementation:

a) Inclusivity of all stakeholders:
For successful implementation of a marketing information system, all stakeholders who take part must be included, this starts with the management too, the marketing department, the IT department, and employees. Their participation is essential as they set high standards for planning and organizing the employment of a hotel (Kotleret al., 2015).
b) Formulation of objectives:
The starting point to the development of any information system is first to formulate the objectives that the system is set out to. The objectives should be inline with the company’s policies and long-term goals and objectives. 
c)Communication and sharing
The system should allow smooth discussion and sharing of information between the management and the public relations department. The MIS should be able to integrate the input of all the employees in the organization. (Loudon, 2016). 
d)Training people
For successful implementation of the marketing information system, the staff to use must be trained on how to operate the system. The system will only be as useful as long as the people can use it and the management can get the value of their money. Creative and individuals with the skills and mentality of leadership should spearhead the implementation of the system (Loudon, 2016). 
e) Interconnectivity
The marketing information system should be able to connect departments in the organization. The reason is that to succeed in the modern business, all departments in an organization must have access to information.
f) Secure system
Each employee has a level and access code. The code not only protects the system against unauthorized users but also protects against accidental data changes












[bookmark: _hrntvcal35wi][bookmark: _Toc3538703]5.0 Marketing Information System - Analysis and Evaluation
Business fails due to mostly lack of one of the main reasons for the failure of many companies is the lack of information about the market processes, the needs of the consumer and their preferences and their competition as well as business offering substitutes.
“Running a business well means managing your future, but managing the future means managing information - Marion Harper.”
To understand the promoting idea, advertisers need data on the qualities, needs, and wants of their real markets. The advertising data framework is a piece of administration. It will be chosen already about the sort of data required, what data it has, just as the noteworthiness of these specific realities about a given issue. The information must meet several requirements (Fahy & Jobber, 2015):
a. Credibility- credible decisions have significant economic consequences
b. have a maximum content and a minimum volume
c. be user-oriented
d. be complete and clear
The Marketing Information System is the structure for the daily administration and organizing of routinely gathered data from sources inside and outside the association. It gives a nonstop stream of data on costs, costs, publicizing, deals, contenders (Paul, 2018). 
The processing of the information includes its classification and the development of a storage and retrieval system. Feedback allows those who are responsible for data collection to correct the information input as necessary. The marketing information system can be illustrated schematically by:
a) Feedback: Rectification of data stream. There is no successful advertising framework in Marriot. Standard item or market benchmarking reports, stock information, and seller and contender information are only a few instances of the data stream that, even though they exist in the organization, are not in a structure advantageous for convenient reaction and adaptable strategy the adjustments in the pertinent parameters (Paul, 2018)
b) Solutions that influence the elements of the advertising condition regularly require information seeks organized by the issue are hampered by the absence of arranged and handled data in a suitable structure to utilize it. Marriot advertisers ought to allude to the data as in every other asset used by the organization and contrast the expense of accepting data and the ends (Kotleret al., 2015).
c) Information is beneficial if it prompts advertising activities, better addressing the requirements of the real markets of the organization and expanding deals as needs are and the volume of benefits included. Fruitful arrangements join investigate dependent on data and institutional methodology of officials (Armstronget al., 2015).

[bookmark: _GoBack]In the present progressively focused challenge, the organization needs to reinforce its imaginative methodology and adaptability in its business, which thus requires a consistent investigation of market data and patterns. This additionally incorporates the formation of a notice framework with the goal that it can respond quickly to the subsequent changes. The data frame is essential for picking the best option in contrast to necessary leadership, and its importance can't be overlooked by Marriot authority (Kotleret al., 2015).
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6.0 Conclusions and recommendations

The examination depended on data given by Marriot and utilized writing. At present, Marriot does not have enough current and successful promoting data framework, which requires the accompanying proposals - the office's advertisers to more readily know the issue in which they work. Taking everything into account, MIS makes appropriate advertising goals. The formation of such a framework fundamentally affects the administration structure, authority over lodging exercises, encouraging promoting arranging and planning.
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