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1. Introduction to Marketing and Marketing Information System



1.1 Definitions:	

	If we want to talk about marketing, first we need to define what is Marketing.
	“Marketing is a social and managerial process by which individuals and groups obtain what they want and need through creating, offering and exchanging products of value with others” (Kotler 1991).
	Marketing is a vital component of the business, the science to identify market opportunities to attract, influence, persuade and finally convince the customers to buy products and services.
	Marketing is a system of economic activities related to the promotion, distribution, sale of products and services meant to meet the requirements of current consumers and potential consumers.
	The best way to work in Marketing is to use Marketing Information System.
This system can provide us with all the information what we need in our work.
	According to Kotler (2003) and Burns and Bush (1995), marketing Information System is “as a consistent system of people, equipment, and procedures to gather, classify, analyze, evaluate, and distribute the necessary, timely, and precise information needed for decision making”.
	Marketing Information System contains some essential components such as data and information. 
	In the era of total Marketing, each company are using MIS for Marketing. The environment in which Marketing now works and evolves is a very active, dynamic and competitive. Markets are very active, that's why Marketing needs always to research and find the market niches in this environment where it works. 	
	Marketing involves a permanent analysis of demand. This analysis is done using the Marketing Information System.
	

1.2 Marketing mix and the 4Ps

	According to Mc Carthy (1960), the ‘4Ps’ of marketing “It is the key professional principle to achieving the marketing objective. It includes Product, Promotion, Price and Place.”. These four elements are the components of the marketing mix.
	It is obvious that in order to sell a product or service, we must make a good promotion, to offer the product or service at a competitive price and to place it in the right place. If we do not take into account these 4 fundamental elements called generic 4Ps, we will definitely fail in the marketing process of the product or service.







2. Marketing Information System within the Hospitality & Tourism Industry


	The tourism and hospitality industry must offer the products and services appropriate to the expectations and needs of tourists. In order to offer these products and services, marketers need to gather information and make a marketing plan.


2.1	MIS for Information Gathering

	“The success of a business depends on its ability to acquire and utilize updated information to assist its management and marketing processes” (Connolly & Lee, 2006; Singh & Kasavana, 2005).

	The marketers have to gather information from internal sources or external sources for marketing analysis.
	By putting together all this information, we can proceed to a Marketing Plan.
	Marketing Planning synthesizes managers efforts to allocate marketing mix resources: product/service, price, promotion and placement in order to win the market target.
	The concept of Marketing is a way of thinking about company management and influences the entire activity of the company, not only marketing activities. In terms of this concept, today marketing is the central, integrating factor within a company.
	Implementing the marketing plan breaks down activities, sets the resources, deadlines, responsibilities, ways to measure the achievement of goals.
	Marketing Plan measures results and compares those with proposed goals, adapts measures to changes.
	Short-term marketing plans are annual and target goals and strategies over a one-year horizon.
	Long-term marketing plans can target goals and strategies over a 2 to 5-year horizon.
            A good marketing plan should always take into account: Market Analysis, Company Analysis, Determining the Goals, Determining the Strategies, Determining the Tactics and the Control. Good profitability can be achieved through a good marketing plan.










2.2	MIS for Communication


	Information technology (IT) effectively helps the company to manage information and improve competitiveness through decision-makers, to make investments and make the right decisions. At the same time, IT technology helps customers to communicate feedback effectively and in a timely manner. Customers' choices and feedbacks are effective in marketing analysis. IT expansion in tourism and the hospitality industry has progressively increased each year. (Connolly & Lee, 2006; Singh & Kasavana, 2005).

	The most efficient way to communicate information in the modern era is to use IT technology. The use of IT resources and the Internet significantly improves communication, marketing analysis, communication, taking decisions and marketing planning in every sector including the Hospitality & Tourism Industry.
	The hotel decision makers are aware of the importance of using IT technology for the purpose of business strategies. IT is used in hotels and hospitality for the final business decision-making.
	Communication channels can use internal sources as well as external sources.
	Internal information and data from the customer relationship management, booking system, internal audit, are used together with external information from media channels, internet, hospitality conference and events, as absolute integration elements in Marketing Information System for communication. Marketers and decision makers can, therefore, generate a profound analysis and marketing plan in the hospitality industry.
	Following the implementation of the marketing plan and decision-making, the data obtained and the information to be disseminated are used both on the hotel's internal channels in order to increase the efficiency of the economic activity but also on the external channels in order to effectively promote the products and services offered to the clients. 
	All this marketing activity, gathering, communication, analyze, planning, has the ultimate goal of maximizing profits.














2.3	Case study - InterContinental Hotels


	One of the main questions that marketing face is: “How can guests be encouraged to express their opinions and to share these opinions with others?” Laškarin, M. (2012).
	InterContinental, one of the largest company hotels in the market, noticed that the hotel industry is moving towards to understand that, the provision of services and guest feedback that is facilitated by the use of the Internet. That’s mean the customers can use social networks, the mobile applications for Hospitality to compare brands, offers, prices at the click of a mouse. 
	These aspects are seen by marketing managers in trends, in how guests perceive the value of services to the extent to which services experienced match expectations.
	InterContinental says this is successful in managing customer satisfaction, it must always be a step ahead of competitors in anticipating, collecting, and analyzing feedback from customers. Applying MIS for marketing is a very powerful tool that is put in action through a proactive approach to anticipating guest behaviour.
[bookmark: _GoBack]	Information about the feedback of the customer preferences and needs have to be stored in databases and those are helping to generate an effective outcome in marketing analysis through MIS.
	InterContinental has seen a trend in modern marketing in the hospitality industry.
	InterContinental noted that although marketers are being called upon to solve numerous problems, the main issue to be addressed is whether the services offered are satisfactory enough for the needs of the guests in accordance with their feedback.
	Modern marketing in the Hotel Industry shows that a hotel marketing mix is a complex system with four elements (the 4Ps), which it uses to reach an estimated sales volume. It is necessary to take into account the four elements: product, price, place and promotion always taking into account the customer feedback.
	With the development of the technology of the internet, guests are paying more attention when it comes to getting informed about an offer and hotel management cannot rule out the needs of customers in marketing analysis through MIS.



3. Conclusion

	What is the final conclusion? MIS for marketing in the Hospitality and Hotel Industry is an essential and indispensable tool for generating a marketing plan and a successful business.
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