

The importance of a marketing information system (MIS) throughout hospitality organisations, has become a key turning point in relation to how information is gathered, analysed and collated both internally and externally. Brey and Choi (2011) concluded companies have begun to realise external data is necessary for the process to work effectively, along with the data gathered internally, as this can have huge environmental consequences.
The emphasis of this essay is to analyse MIS, outlining the various components combined completing the process. MIS constitutes a hub for gathering information, will be discussed explicitly from an internal and external viewpoint. Implementation of MIS as a marketing tool for the hotel and tourism industry will be looked at holistically. This essay will aim to cover MIS effectiveness within the hospitality and tourism industry, with a specific analysis conducted in relation to information gathering and its effectiveness, as a tool for marketing and communication, conducted on AC Hotel Kingston.

Decision-making is a crucial and critical role in any organisation. The collating of information is essential in the marketing decision-making process. Marketing information system (MIS) is used for gathering information, which can be analysed and stored in order to help with decision making in marketing (Fahy and Jobber, 2017). Managers rely on this system to obtain valuable information for decision making to be done operationally, tactically and strategically. Verbal and timely information can be simulated efficiently, minimising risks to the organisation whilst increasing their profit margins (Birn, 2004). 
Lopez-Bonilla and Lopez-Bonilla (2012) stated Phillip Kotler and partners scrutinized and concluded the idea of MIS as a combination of equipment both hardware and software, procedures and people, that evaluate and organise the information gathered and analysed, distributing as required appropriately and accurately to decision-makers. This aids the decision-makers in validating customer and market insights (Kotler and Armstrong, 2015). 

The liquidation of Thomas Cook in 2019, have seen Tui Airways capitalising on effective use of MIS. Tui airlines used MIS to gather external information based on its competitors. This was then used as a marketing tool to strategically target the element of pricing within the marketing mix, which aggrandise airfares for consumers. Opportunity was capitalised on by TUI Airways, like Thomas Cook, a major competitor was now non-operational (GOV.UK, 2019). Passengers started to panic purchasing TUI airfares, while TUI Airways would communicate with passengers showing available seats remaining, whilst prices kept on increasing.
Booking.com is another sector in the tourism industry that operates using MIS. Communication is conducted through their booking app and website. A reflection of how many people are looking at the same property at a particular time, and how many rooms were booked in the last hour, is conveyed encouraging consumers to make hasty bookings. This plays a psychological role in the mind of the buyer committing to book, categorised as powerful psychological principles (Cialdini, 2007). Cialdini (2007) corroborated a narrative that this unfair advantage is gained by marketers possessing psychological background characteristics.

Real-time communication is being seen by hospitality organisations as the way forward, as more companies are using apps and social media platforms to communicate and gather information, which is organised, processed and stored in MIS to be distributed as necessary.



AC Hotel Kingston implements a system internally called guest voice (GXI), after Marriott engaged with Medallia in 2014 creating a management platform (Business, 2015). This system is monitored globally by Marriott. Information is gathered from the guest through GXI regarding their stay at the property, the quality of the food consumed, allowing recommendations to be made and lodging complaints. GXI enables guests to collect bonvoy points, a reward system initiated by Marriott to attract customers and evaluate services. Cloud base micro opera system is used as an internal database, gathering and storing data, which enables MIS to capture and analyse data for marketing information. Internal database serves as an integral part of MIS and for easy access to information (Pride and Ferrell, 2010).
Periodic data provides recurrent marketing information which is distributed from MIS at different intervals. MIS is a successful tool in the marketing of hotel and tourism industry, internally it collects data from statements of accounts, customer claims, suppliers’ sales reports, customer awareness of the company’s brand, market shares and inventory levels. The emphasis is to manage the hotel making recommendations throughout its daily activities, in regards to micro-environment, which provides control on various aspects throughout the hotel. Bhasin (2017) exemplify that incompleteness of data could reflect inaccuracy deemed unsuitable and of disadvantage, as data collected at times are disjointed.

MIS is effective within the hospitality sector as it involves social networking of industry professionals, guests, and potential customers. It is systematically and constantly gathering and processing information which is of strategic value to the business module. Information collected is organized, analysed and distributed through MIS based on macro-environment. Political, economic, social, technological, legal and environmental aspects are captured and collated to aid in marketing decision making (Saillaja, Jhansi Rani and Catherine 2019).  MIS depicts this as monitoring information, which reflects the competitor’s activities. This data reflects changing trends and is purchased from government sources and market research agencies. Data is also gathered from the Jamaica Observer Newspaper which is owned by the franchise of AC Hotel Kingston. With the potential of data ageing quickly, it requires state of the art equipment and techniques with major efforts to keep the database current. Disregarding awareness of competitors’ activities and changes environmentally present possible risks with potential to exacerbate (Bhasin, 2017). Both primary and secondary data is analysed to conduct a market research study. This is specifically implemented to respond to marketing problems. MIS distribute this marketing information as customized information or problem related (Solomon, Marshall and Stuart, 2013).

AC Hotel Kingston uses an App which links the information system to the policies of the organisation. Guests can book their accommodation through the App which aims to attract their target market of non-all-inclusive business class young professionals (Marriott International, 2019). Guest can make specific requests, checking in and redeeming bonvoy points used by Marriott members. The app gathers information about the accommodation of guests at the hotel, to get a perception of their overall experience.  Integration coincides with MIS which enables to interpret a better understanding of what guest would like and how to upmarket against competitors, filling gaps in the industry. The app resonates well with the audience of AC Hotel Kingston, alongside the use of social media which is the hotel’s generic means of advertising. AC Hotel Kingston does not use email targeting or include advertisements within sports brochures. The hotel is featured free in television advertisements by companies advertising conference events booked at the hotel.

The internet is a powerful tool in MIS, the rise of social media is seen as effective and convenient as more consumers own and use mobile devices to search the web, watch news and communicate instantly (Hollebeek, 2019).


With the expansion of the hotel and tourism industry in a competitive market, it is essential for the gathering of information which plays a vital role. MIS enables this information to be collected and organised, which is also vital for marketing execution and external partners. Ineffective organisation can have a significant effect on the business due to the amount of data collected, occasionally making it difficult to analyse over a certain period (Kotler and Armstrong, 2015). A system of smart intelligence is used to gather information from competitors’ websites, observation of the market place and trade publications. This is then analysed by the hotels planning procedures on the type of information required, and the ability of the hotel to use data to acquire competitive advantage over competitors while concentrating on meeting customers’ demands at the forefront. 
MIS is stored on databases in an organized manner with system support which enables information to conform to company policies, monitored systematically by system managers maintaining and monitoring both hardware and software network (Saillaja, Jhansi Rani and Catherine 2019). The negative aspect is not all information can be gathered, and obtaining, analysing and organising this information can be expensive (Pride and Ferrell, 2010).

In concluding, the adroit use of MIS has been an inveterate habit in marketing decision making. The capacity of research conducted reflects that while MIS is seen to be of exponential value to the hotel and tourism industry, they are still ill-defined areas to be adjusted in regards to the reliability of the source of some information gathered and organised. While the internet has captivated minds, recommendations would be made for more secondary research to be available into the source of information gathered online and used in MIS.
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