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Marketing Information System in Marriott
[bookmark: _Toc3846957]Introduction
Marketing information system is defined as the systematic process in which data is collected, analyzed, interpreted, stored and disseminated for the market information. The data is collected via internal and external source in a continuous time. 
The marketing information system has enthusiastically simplified bricks-and-clicks of data that work for the distribution of information throughout the market and rapaciously initiate effective functionalities to improve the process of decision making in the fields of production, sales, distribution and promotion. 
The marketing information system has several components that are listed and defined below:
1. [bookmark: _Toc3846958]Internal Records – As mentioned earlier, the company collects data both externally as well as internally, therefore the internal data collected is known as the internal records. The data is collected via several sources such as invoices, billing documents, etc. that are developed by the company for different purposes. The data is maintained on periodic and regular basis so the data does not go out of date. The data is stored in company databases which are kept in data warehouse from where experts can retrieve it whenever they want. 
Marriott stores the information regarding all its sales, expenses and all the receipts for the marketing information system.
2. [bookmark: _Toc3846959]Marketing Intelligence System – the external data collection is performed by the marketing intelligence systems. It collects data from environments outside the company and uses them to develop databases that give the opinions of the people outside the company. The marketing Intelligence System needs thorough training and improvement to further improve its efficiency, for which data from the government is used to improve the marketing information system. Due to high number of customers, Marriott has a huge amount of data available regarding it customers. Through the customer surveys, they can make their intelligence system even smarter.
3. [bookmark: _Toc3846960]Marketing Research – this component is one of the most important components of the marketing information system. It gathers all the data about the market ranging from the collection, organization and analysis of the entire data set. There are several companies that do the process of marketing research. Once they collect the data, they analyze it via several tools and make it available for other companies to use. 
Data regarding the tourists and customers to other companies in the domain of hospitality and tourism is collected via Marriott to boost their marketing research.
4. [bookmark: _Toc3846961]Marketing Decision Support System – This is the component where the decision making processes are finalized. This process uses different software tools available widely, for the planning and plotting of the data that is acquired in all the previous phases. The critical analysis of the data takes place in this section and through the results the experts decide the future steps that need to be taken in order to implement the marketing information system. The different tools used for the analysis vary according to the purpose as they depend upon the statistical purpose of the data. 
[image: Image result for marketing information system]
[bookmark: _Toc3846962]Critical Analysis
Marriott is one of the largest hotel industry and has had years and years of experience in the aforementioned field. They have experts in all fields and for every purpose. Due to the years of experience, they have also acquired huge amounts of data that they can put to use and analyze using the marketing information system. 
[bookmark: _Toc3846963]Marketing Mix
Marketing Mix is a tool in the marketing studies that combines several factors to produce an overall effect to the marketing studies. This term was first initiated by a marketing expert, Neil Borden, who used it to define the differences between a company’s product and that of its competitors. The marketing mix is combination of 4P’s and 4C’s that are further used to define the process of comparison. The 4P’s are product, price, promotion, and place. Whereas the $C’s are customer, cost, connivance and communication.
[bookmark: _Toc3846964]Product
[bookmark: _GoBack]Product is the first of the 4P’s and is the most significant one. A company has its manifestation in its product. The product completely depends upon the company and is a clear interpretation of the company’s ideology. If the company focusses on the quality, then the product would show higher quality standards. 
[bookmark: _Toc3846965]Price
Once the company has made its vision about the product clear, it needs to focus on the pricing of its products. The pricing is extremely important as the customer intention depends upon the pricing of the product. If the company lowers the prices, the profit margin would reduce. However, if the prices are set to be too high, the customer might not buy them. 
[bookmark: _Toc3846966]Promotion
Just the production and the pricing of the product are not enough to get the product sold in the market. Proper marketing and promotion of the product are also needed to ensure that the product is known to the customers and they can buy it. the product should be promoted in such a manner that the customers tend to change their current brand and move to the marketed product. 
[bookmark: _Toc3846967]Place
The promotion of the product has to be dealt with carefully so that the product is marketed at the right place, otherwise, there is no use of the marketing and the promotion. The audience of the promotion is the most crucial factor as the product marketed to the wrong audience would not yield any results and the promotions would only be a waste of time and money. Thus, selecting the right place and the most appropriate audience is extremely important for the promotion of any product.
[bookmark: _Toc3846968]Customer
The customer is the main stakeholder for any company. If there were no customers, the products would not be sold and the entire process mentioned earlier would be of no use. Therefore, the customer needs to be the center of the entire process. The company needs to attract more potential customers and not just that, the company needs to focus on keep the present customers satisfied and loyal to the company. 
[bookmark: _Toc3846969]Cost
The price of the product is directly dependent on the cost incurred in order to produce the product. Thus, the cost of the product should be reduced to a minimal so that the prices can be controlled. Moreover, higher costs mean lower profit index which is against the interests of the company.
[bookmark: _Toc3846970]Convenience
Customer choices are dependent on the convenience. Customers are more attracted to the companies that provide higher conveniences. These include delivery services, repairing services and return and exchange policies of the company. Any company offering free delivery service is more highly to attract customers than the one which is not providing the delivery services. 
[bookmark: _Toc3846971]Communication
In order to properly market the product, the company needs to use proper communication skills so that the customer gets the correct idea of the product in his mind. Moreover, communication should be done in such a way that the audience is manipulated into buying the product from the marketed company only. 
[bookmark: _Toc3846972]Conclusion
Marriott is a big name in the hospitality and the tourism industry and there are several reasons as to why the list of success of the company is so long. Marriott performs thorough market researchers to find out better marketing strategies and uses them to improve the company’s sales and reputation. Marriott continues to collect market information and efficiently uses it to get process the data through the market intelligence systems which provide it with improved strategies. 
CIO Magazine named Marriott International to its Top 100 list for the fifth time. Marriott is the only hotel on the list, which recognizes organizations for excellence in information technology. Marriott’s presence on this list clearly demonstrates the company’s commitment to developing its information systems, and using them to support its business.
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