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In this report I have been asked to analyse the relevance of a Marketing Information System, outlining its effectiveness in the hospitality and tourism used as tool for marketing, information gathering and communication. 
Marketing is a management process that identifies, anticipates and satisfies customer needs and wants.
Marketing-oriented companies attempt to create customer value in order to attract and retain customers. (Jobber and Ellis-Chadwick, 2016)
Based on customers preferences, we can market properties, persons, ideas, goods, organizations, experiences, information and services. 
Developing a Marketing Information System includes all the procedures used by companies to analyse the customer’s point of view because it continuously gathers and stores data that allows managers to understand trends, products, sales and type of customers.
The information will be used to develop an effective Market Strategy using different marketing communications tools like advertising, sponsorship or promotions that focuses on customers satisfaction.
The management needs precise information in order to hit the right segment, otherwise the company may spend a lot of time, money and effort in market activities without having good volume of sales.
Hotel industry is very elaborate and variable: trends (such as locations and services) and products are subject to constant change, however there are other things that can be marketed (experiences, services, persons etc.).
The next part of this work will analyse the MIS as an effective IT tool for the hotel industry, using Marriott Hotels as example, that provides specific information, about a specific market for a specific customer in order to meet his expectations. 
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The Marketing Information System is planned to facilitate, and continuously develop a flow of information to help marketers and managers to make decisions. Kotler in his Principles of Marketing describes a Marketing information System as “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, 2006). According to the author in fact, a MIS is formed by four components combined together in order to obtain information: the internal report system, the marketing intelligence system, the marketing research system and the marketing decision support system. 
The majority of the information is gathered from the internal report system which stores and analyses data from different departments of the company. The Marketing Intelligence System collects the daily trends allowing managers to quickly respond to market changes. A marketing research system analyses resources classified in Primary (every information up to date) and Secondary (books, journals, articles etc) sources and especially in the Marketing Decision Support System because analysing internal and external data and outlining all the information gathered from other components, entails the process of data in order to make decisions.
Marriott Hotel is one of the biggest hotel company in the world and it offers a wide range of venues and categories to choose, from long stays to premium and luxury. Its main market objective is to attract as much customers as they can, offering also a variety of locations, services and brands. Analysing Marriott’s strategies, some advantages of the Marketing Information System are: Organized Data (that managers can use to increase productivity), Storage of Important Data (can be used as a source of information or for the execution process), Analysis and Planning (in order to plan a strategy, managers need internal and external information gathered with MIS), Internal Control (provides information regarding all the company’s procedures), Analyse risks the company could face without data control. Finally, Data Information will be difficult to analyse over a longer period because previous information, could be find in different format and opportunities can be lost. (Your Article Library, 2019) 
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To my understanding, a market is a set of products and services designed to satisfy a customer by identifying competitors and anticipating trends and consumer’s needs. Marketers need information from MIS to develop new products and services (to be advantaged in spite of competitors) using different approaches. Marketing strategy involves planning and decision making, with the aim of effectively selecting and pursuing marketing opportunities, identifying appropriate target markets, and establishing a competitive advantage (Dibb et al., 2012). The importance and effectiveness of a strategy is not only determined by the number of people reached but also by the target obtained.
From my perspective Marriott has developed the concept of a good value for money, quality food, amazing atmospheres and outstanding services in customer’s opinion. The main delivery objective of the company refers to the 4 Ps: the right Product, in the right Place at the right Price, that also creates loyalty using Promotions oriented to members (e.g. Marriott Bonvoy, the new combined loyalty program). 
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Marketing communication is defined as all the interactions made in order to communicate with customers (Juneja, 2019). It uses different tools and strategies generally referring to the marketing mix that is employed to make the most important decisions regarding a product or service to sell.
An effective marketing program blends each elements of the marketing mix into an integrated scheme designed to achieve the company’s objectives by delivering value to customers (Kotler and Armstrong, 2012). The marketing mix is formed by the 4 P’s (Product, Price, Place, Promotion) which analyses the seller point of view and the 4 C’s (Customer Value, Cost, Convenience and Communications) that refer to the customer’s opinion instead.
Product is the main thing we want to sell, it can be tangible (products) or intangible (services). Price is the amount of money a customer has to pay in order to buy a product or a service and it can also be received from customers as a quality message (referring to brands or materials). Place refers to the places the product can be purchased, like shops or websites while promotion indicates all the systems the seller will use to market the product like advertising, printed media, special packages, sales offers. An extended version of this approach is now available and includes People (referring to the team who provide the service), Processes (verifies the quality of the service a customer receives) and Physical Evidence (analyses the customer’s satisfaction).
The 4 C’s instead, serve to examine the customer’s reaction to a product. The Customers Value indicates what the customer really wants to buy, what he needs: an example could be a loyalty card because it records every sale. The Cost is the amount of money the customer is willing to pay for the product or service. Convenient refers to a total cost of use for a product and Communication, refers to a feedback from the customer (two-way communication).
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After evaluating the importance of a Marketing Information System influence into an organization, I will now consider such information in the hotel industry.
Hotel industry is a well-established market that offers a set of services, willing to satisfy a customer, mostly for leisure or for business; and it uses a variety of strategies in terms of sales. People choose those services for multiple reasons like location, atmosphere and quality. For instance, a resort will sponsor a relaxing atmosphere while a city centre hotel will market its proximity to attractions.
Marriott’s most important and used strategies are:
- Research customer’s preferences (SPA, Gym, Connections), from services to facilities and perks, but also conduct an external analysis on what other places are offering to help improving the product;
- Promotion at certain times of the year, because it increases the sales using discounts for members and also improves relationships with new customers;
- The importance of relationships: customer’s loyalty generates a good amount of revenue, but it also promotes the hotel itself and helps to affirm the brand.
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Information is the key to success. Having a good understanding of customer’s needs is vital for a business, but it is also very important to solve issues. A Marketing Information System analyses internal and external data; it operates continuously to allow managers to handle and solve problems and it helps marketers to communicate with customers and develop strategies. 
In customer’s feedback Marriott’s (and any other company) marketers focus on improving the product and to create promotions but most importantly, it helps to develop the customer loyalty to the brand. Other important factors to consider are: the price (should reflect the quality) and the sales place (if a product can be seen on a website, it would be profitable to have the possibility to buy it).
Those are some of the decision usually covered by a good strategy, because if wisely-made, they can create important opportunities in terms of sales, but also open new markets and expand the brand. Marriott’s has a great management and a great marketing team: they are innovative (e.g. they have been the first to introduce a keyless entry on their rooms), competitive and they pursue excellence. 
On a critical note, Marriott’s quality and luxury standards have a high price range and, on the market, there are a lot of “cheaper” competitors. Developing an entry level line hotel with a reasonable price range and the same standards could attract a bigger market, made of people on a strict budget. 
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