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1. Introduction

This course aims to explore the effectiveness of the marketing information system in the tourism industry and hospitality and the importance of both information collection and communication.
The marketing information system is an interconnected structure of human resources, technical means and methods for collecting, classifying, analyzing, evaluating and providing accessible, relevant and available decision-making information.
According to Philip Kotler : ”A marketing information system is a continuing and interacting system of people, equipment’s, and procedures to gather, sort, analyse, evaluate, and distribute the pertinent, timely, and accurate information for use by marketing decision-makers to improve their marketing planning, implementation, and control. “(Kotler, Armstrong, Harris and Piercy ,2017) 

2. [bookmark: _Hlk9879879]Types of Marketing Information System

Information is an extremely important resource for the business of each company. The need for up-to-date and reliable information on the development of the external environment and the company's internal condition is crucial to the success of marketing decisions.
Marketing activity as one of the most important functions in the organization should ensure a stable, competitive position considering the state of the external and internal environment. In the process of planning, analysing, implementing and controlling the marketing plan, specialists need a variety of information about consumers, intermediaries, competition, and company capabilities.
“The success of a business depends on its ability to acquire and utilize updated information to assist its management and marketing processes” (Connolly and Lee, 2006)
The marketing information system relates to the creation and maintenance of a permanent system for the regular provision of the necessary information. Marketing information is collected: in advance with defined goals, spontaneously as a result of a problem, constantly in the process of researching the internal and external business marketing environment. The system of marketing information includes four subsystems:
· Internal database
· Marketing intelligence
· Marketing research
· Marketing analysis
The information expires from the marketing environment (micro-environment and macro environment) of the company is collected, analysed, classified, evaluated, stored in real time and distributed through it. The subsystems themselves are united and coordinated through direct two-way links.
The main source of marketing information is the internal database. It includes sales, purchase, order system, sales reporting system, inventory level, receivables and payables, marketing employees, costs, past research work and other reports available in the organization. In particular, for sales orders and sales reporting, computer technologies are used excessively for accurate, efficient and rapid transmission of information.
While internal database deals with the available information from internal records of organizations, the marketing intelligence system provides information external environments. This system consists a set of procedures and sources that managers use to obtain regularly every-day information about relevant developments in the marketing environments.
The marketing research generates specific datasets geared to various “possible “but not yet existing situations. It is deals with solving specific problems at specific marketing areas.
Marketing analysis provides company-led processed, analysed, and highly valued marketing information for management purposes. As a result, the information flow is re-energised to trace whether the decision has had the desired effect on the market.

The marketing information helps to effectively adapt the company to the market situation, to the requirements of the target users and to their active impact. It helps to make the right management decisions in general and marketing related to the uncertainty in the behaviour of the marketing system subjects.
Marketing information contributes to:
• Reducing economic risk;
• Promote and maintain long-term competitive advantages
• Quickly discover new market opportunities that will turn into a profitable business
• Coordination of strategies
• Efficient assessment of marketing activity
• Support the intuition of managers

3. Marketing in Hospitality and Tourism Industry 
In the centre of the hotel's marketing system is customer. The hotels exist because of him and the satisfaction of his needs is the main goal. For this purpose, the hotel manager should know in detail the behaviour of his current and potential guests. To influence customers, the hotel uses four tools: a product, a place, a price, and a promotion that in their entirety form the marketing mix tools. The use of these tools takes place in the marketing process, which involves collecting and analysing different information about the hotel, customers, competitors, the external environment, planning, implementing and controlling the marketing activity, segmenting the target market segment and positioning, setting a marketing budget.
The main goal of hotel marketing is to identify customer behaviour and needs, development trends and changes to help the hotel marketing manager make the right decisions in the long term. Marketing is a complex tool for offering products that meet the needs of hotel guests. As a result, the marketing of the hotel emphasizes the study of consumers needs and aims to ensure quick adaptation to the changing environment and greater competitiveness of the hotel.

4.Internet potential inside Marketing Information System
Every company in every industry has realized the importance of creating, maintaining and using databases for its customers, distributors, competitors, and other users of their products or services.
According to Emma Wood internet potential is a quick way to access useful environmental data to improve marketing decisions. In order to use this data in its best advantage, it should be included in a marketing information system. The Internet, as a source, should complement existing sources of internal and external data by providing a fuller picture on which to base the solution. (Emma Wood, 2001) 
The use of IT inside marketing information system has become a key factor in an organization′s achievement of competitive advantage. As Talvien (1994, p.8) has argued, “Managing marketing information by means of IT has become one of the most vital elements of effective marketing.
The tourism and hospitality industry use a variety of technology applications that operate independently or are integrated into a unified management system that enhances operational efficiency and strategic organizational competitiveness. Buyers of travel services are among the active users on internet. They are demanding, impatient, curious with an individuality, looking for information everywhere and deriving an effective benefit from online sales. 
Today the successful development of the hotel and hospitality industry is unthinkable without the implementation of information communication strategies such as: developing a corporate website with a convenient interface; use of social media; connecting with web search engines for travel and tourism; advertising promotional offers and package travel. In this way hoteliers collect information about their customers preferences as well as maintain constant contact with them by receiving feedback about their satisfaction and their experience.

5.Case study – Marriot International Hotel

Marriott international introduce it first ever-longer stays category marketing campaign, “Room for Possibility” that enable business travelers the freedom to maintain their lifestyles, uninterrupted on the road. To reinforce unique style and offering of each brands Residents Inn by Marriott, Element Hotels and TownePlace Suites by Marriott and to highlighting their spacious accommodations that provided the extra space and amenities business travelers desire. These brands are continually listening to research and guest feedback to evolve the brand experience for guests. The research shows that travelers more than ever are looking to blend the best part of being at home with the best part being on the road, free from the regular routines of life. A qualitative research study made led to the creation of the extremely new concept “Room for Possibility” that designed more space and better experience.
According to Paige Francis, vice president global brand marketing, Marriott Classic Select Brands when people travel, they should not have to compromise on the experience and Marriott designed the brands to allow guests flexibility and versatility to choose how they work, eat and experience destination.
She said, “We know our guests crave the comforts of home as well as the freedom that travelers allows and inspiring this campaign to celebrate how business travelers can live their lives while on the road, beyond the business they come for.” (Francis, 2019)
The three brands featured in the campaign offer three unique stay experiences. Residence Inn offers spacious suites with separate living, working, and sleeping areas with full kitchens; complimentary grocery delivery service and breakfasts; and outdoor spaces with fire pits that help guests travel the way they love to live. Element Hotels are designed for today’s healthy, active traveller who wants to maintain a balanced lifestyle while on the road, offering an outdoor-inspired design philosophy that is clean, modern and bright. TownePlace Suites offers a simple, yet innovative design, that features personal touches and cheerful details with fully equipped kitchens and Weber Grills outside. All experiences allow guests to live uninterrupted on the road, whether for a few days or a few weeks.

6.Conclusion
On the one hand marketing information system is a key element in hospitality and tourism industry, which makes a continuous connection with the consumers in order to offer newer experiences and feelings satisfying even the most demanding clients. On the other hand, determining factor in the development of innovation and creativity.
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