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INTRODUCTION
There are many definitions of marketing due to the wide scope of audiences, businesses and media platforms operating in a fast moving and constantly changing marketplace. According to Brassington and Pettitt (2013):” Marketing is the management process responsible for identifying, anticipating, and satisfying customer requirements profitably”(p.7). Moreover, marketing is the science and art of exploring, generating, and distributing value to meet the needs of a target market profitably (Actionable marketing guide ,2011).
It can be said that ma	rketing is about the art of informing, persuading, creating communication and maximizing the effectiveness and efficiency in order to reach a target point in selling products and services(hall,2012).
 The Marketing Information System can be defined as the methodical gathering, analyzing, interpreting, storing and distribution of the marketing information from all sources (both internal and external) to the marketers on a constant basis (Business Jargons, 2015).
Marketing information system is a“system in which marketing data is formally gathered, stored, analyzed and distributed to managers in accordance with their informational needs on a regular basis”(Kotler and keller.2006). In addition marketing information system is reffered to applying of technology to adjust the statistical information related to the market, sales, price, promotion and competition.This data is obtained through a proper analysis of the marketing environment to help the managers make important organizational decisions (the investors book,2019).
 The marketing information system is made up of four key components:
1. Internal databases supply authentic internal information about the company.
2. Marketing Intelligence gathers information from sources outside of the company.
3. Marketing Research targets specific marketing problems and finds solutions to them.
4. Marketing Decision Support System are tools used by marketing managers to analyze data to help them to make effective marketing decisions (Kalyan City Life 2013).
This paper will analyze the importance of marketing information system, its effectiveness within the hospitality and tourism industry as a tool for marketing, information gathering and communication with particular reference to McDonalds. 




MAINBODY
Marketing Information System is effective as a tool for marketing because of the variety of information it collects. 
Data supplied on regular time intervals eg; weekly, monthly etc is known as Recurrent Information and includes information about sales, market share, customer awareness of company brands, ad campaigns. It also contains data about competitors. This information enables a company to launch up to date and relevant ad campaigns, effectively target its customer’s needs as well as holding its own in a competitive market.  
Monitoring information keeps the company informed about changing trends and the activities of its competitors. The information can be purchased from Market Research agencies, Government and other sources. Without this source of information, a company would not be able to shape its marketing to fit current trends or to challenge competitors. When marketing problems arise or particular data is requested by a manager, Market Research study is conducted and the resulting information is known as Problem Related or Customized Information. This information is able to guide managers in solving  marketing problems
MIS is important in gathering information for marketing because it gathers the information in three effective ways. Firstly, Internal Data Gathering. Customer databases, financial records and operations reports are the main sources of Internal data. Eg; Supermarket club cards. This secondary data is important in marketing decision making because it is information gathered from existing customers and departments within the company. It is readily available though sometimes out of date. It is effective data in the hands of an experienced marketeer. (Dibb and Simkin 2002)
 Another secondary source of data is Competitive Marketing Intelligence. This is publicly available information about consumers, competitors and developments in the marketing environment. The information is obtained through company employees, the internet, Trade shows, Published Information, Benchmarking etc.
The information is usually stored on a computerized system and is readily available for use in marketing. It is gathered from a wide and varied range of sources giving the company a well informed and broad picture of the marketplace. (Dibb and simkin,2002) 
MIS also gathers the important information through Marketing research. Sometimes a company needs to collect data related to a specific marketing situation. The research aims to define the problem, develop and implement the research plan and interpret and report on its findings. Research Plans use both Secondary and Primary data. Some market research involves the collecting of primary data eg; personal interviewing, telephone surveys web-based experiments. “To reduce the risk associated with making these decisions, its essential to understand your consumer and your market, and this is why we conduct market research.” (Bartkowiak, 2012, p.2)
“The main objective of communications is to positively influence customers and consumers towards buying the company’s products.” (Doyle,2013, p.295)
MIS effectively achieves this by operating as an interactive process in which customers are able to talk about their needs and satisfaction with the company’s products and services. It also allows good communication between the company and its partners and those within the company who are responsible for increasing the sales and raising the awareness or shaping of the brands image.
[bookmark: _Hlk33695391]Mcdonald’s as a company in the food and beverage sector provides a clear example of the effectiveness, benefits and importance of MIS, in the hospitality and tourism industry. Macdonald’s has become a highly successful international company with more than 23,000 restaurants in 109 countries. Through the use of MIS the company has gathered information about potential and existing customers and information about the market place in which it is operating. The company uses quantitative research such as interviews and surveys in order to find out about different customer expectations and choices (Panmore Institute, 2018) . Market Research in particular has played a crucial part in this process. ”MacDonald’s through their market research sensed the need to involve the local culture and not isolate a particular section of the society (lacobucci 2013)For example in Australia MacDonald’;s was given the nickname “Macca’s” and titles such as “100% Aussie burger” , “Brekkie Wraps”, and “Macca’s steaks” were used as a means of adapting to the local culture. In contrast to this, systematic market research including local demographics, income level and costumer preferences resulted in MacDonald’s creating a wide range of socially acceptable products for the Indian public eg;“ MacAloo tikki” A vegetarian dish and the traditional MacDonald Big Mac was replaced with “chicken Maharaja Burger”(Panmore Institute, 2018).
Information gathered through MIS enables Macdonald’s to choose appropriate and effective forms of communication with its consumers and potential consumers. Advertisements are done through TV, radio, print media and online media(T1 MPK732 Marketing Management, 2016). The company matches the form of communication to the culture it is operating in.Macdonald’s is the first restaurant of its type to provide its consumers with nutrition information on packaging and on the MacDonald’s internet site.Macdonald’s internal and external information site   Sales promotions are used to draw more customers to the restaurants.Eg; discount coupons and freebies for certain products and product bundles. MacDonald’s chief marketing officer has said, ”We are listening more and assuming less, asking questions and getting answers “ (Jessica DeVliger 2016)Now through the company’s mobile apps for iOS and Android  customers can claim special deals, find restaurant locations, place orders, and pay for such orders involving participating McDonald’s restaurants. Customers can also place their orders through the Postmates website and mobile app. (T1 MPK732 Marketing Management, 2016) .



CONCLUSION
To sum up, information is critical for corporate executives to make organizational decisions. One of the ways, firm collect information is through a marketing information system. MIS consists of people, equipment and procedures to gather, sort, analyze, evaluate and distribute needed, timely and accurate information to marketing decision makers. The MIS begins and ends with marketing managers. First, it interacts with these managers to assess their information needs. Next, it develops the needed information from internal company records, marketing intelligence activities and the marketing research process. Information analysis processes the information to make it more useful. Finally, the MIS distributes information to managers in the right form at the right time to help them in marketing planning, implementation and control. An MIS can be used to keep your internal teams informed and on task. It can also allow you to communicate more efficiently and reliably with a target market And, since the data is stored within the system, you can continue to use it in the future as you make strategic growth decisions .The more systems you have within your business, the more efficient your business can become. Applying information system in McDonald's is very essencial and important to continue their high level of performance around the world, so McDonald's can gathered information about the customer’s needs and what they want from McDonald’s. By these steps McDonald's has reached a high level of customer satisfaction. McDonald's succeed with using technology in way that benefit McDonald's a lot.
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