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1a; 
This assignment will analyse the importance of marketing information system (MIS),  it’s effectiveness within the tourism and hospitality industry as a tool for marketing,  information gathering and communication within the industry.
 Marketing according Kotler P.  et al (2017) defined marketing as satisfying customer needs and wants through a  process of exchange for a profit.  
 Definition of Marketing: According to CIM (2001) marketing is the entire process and all the activities involved with marketers identifying,  anticipating and creating  customer satisfaction and value for money for a profit. The process of marketing is underpined by research.




1b; Marketing Information System (MIS)
According to (Kotler et al ( 2016)  MIS is a conceptual framework or set of rules that gathers and stores information thereby analysing and distributing marketing data to managers and appropiate teams that need this specific information to manage all of a companies information needs and problem solving. 
In today’s world of massive information traffic it is vital and crucial for all businesses and in this case the hospitality and tourism business to access and gain the right information and intelligence to provide insight and problem solving  in creating customer value for their money.  This involves  information and communication management eternally and internally.  I will use the Ritz-Carlton  Hotel a hospitality management company  for the purpose of this assignment.  MIS is necesary in the hotel and tourism industry as every step of the marketplace involves information and communication.

MIS takes into account all four components of the marketing mix  which includes product, price, place and promotion in a conceptual journey or framework McDonald, M and Wilson, H. (2010)
In marketing knowing your customer is key with some marketers going as far as saying marketing is essentially the process of understanding your customer and that marketing should start right at the start of the begining of the business journey before the brand even takes form. This initial marketing involves resarch to learn about customers in order to develop a product or service that meets their needs and wants.  
This in depth customer research isn’t a one-off marketing task but  an evplving one that continues to be used. Focus groups, customer service and collecting customer data online are all inclusive ways that can aid a firm to learn more about the evolving customer  and ensuring that the brand is communicating with them in the right ways whilst targetting more customers  and maximising profits. This amounts to both internal and external data which is appropiately dissemented to the marketing managers and teams to problem solve specific market needs (AMA, 2007)

According to (I M Crawford, 1997) Marketing information system (MIS) is an evolving and interative framework or  structure of people, equipment and procedures to gather, sort out, take analysis, evaluation, and diseminate time effective accurate information for  the utilisation of  managers and marketing decision makers to improve  marketing decisions, planning, implementation, and control.  

2.
Diagram 9.1   Marketing information system ( MIS) 
 
 [image: Image result for marketing information system model]
3.
By investing in computerised information technology of  MIS   as a tool, the Ritz-Carlton Hotel in the midst of massive information availability is able to effectively and efficiently target specific market data /intelligence for its required needs unlike Kodak wich refused to invest in technology application and embrace it.  Unlike Kodak’s shortfall (S. Anthony, 2016),   the Ritz- Carlton Hotel has taken advantage of innovative technolgy to align and upgrade itself, a shift from the monologue limited global distribution system of the past. Engaging in information technology and innovations of the MIS has enabled the effective and efficient management of massive research information, insights and specific intelligence to meet their required information for the running of their business successfully to become a gold standerd and award winning company . The MIS as a tool has been crucial to meet customer needs efficiently and effectively given that information technology enables real time processes to take place  for example reservations and bookings , online services like feedback  and payments and  online research passing on the benefits of outcomes  to the customers and also minimising the overall cost of tedious research by the company which can be time consuming  thereby  targeting only specific needed information from available research data . The information  required  in marketing and echange meets the needs reqired in the processes involved  in  communicating  the mareting mix: product description and availability , places of operation, promotional needs and price adjustments , internal communication and decisions  can all be managed within the MIS in today’s automated  digital era market place as the company maintains  traditional channels or the highstreet physical shops performance too. This benefits both the customer the business and the employees. It has been highly beneficial  to the Ritz-Carlton company therefore, it’s very important to understand  and utilise it’s effectiveness as a mareting information tool  in the growing  movement and  emphasis on automated digital and internet information technology platforms to meet today’s business, marketplace  and marketing.( J. W. Lee,  M. Kwag  2017). 
 ‘Over the last few years the web has fundamentally shifted towards user-driven technologies such as blogs, social net-works and video-sharing platforms. Collectively these social technologieshave enabled a revolution in user-generated content, global communityand the publishing of consumer opinion, now uniformly tagged as socialmedia.’   (T. Smith , 2009) .  Whilst keeping track of internal  data Ritz has also intensely taken advantage of  digital and social media inovations 


Ritz- Carlton harvests  and analyses all these specific intelligences passing it to their management team  and leaders as required for sales. Inventory  levels, raising customer awarenes of their brands, advertisments and promotions, call reports, market  share, payables, and also data that relates to their competitors  thereby providing insight to what is essential to marketers to solve specific market needs and trends in real time using a marketing information  sysrem to allign marketing and sales teams enabling them to  work more efficiently towards a common goal. For instance, the ability of the Ritz employees to cordinate  effectively  internally  to deliver the same standardized service  across all market segments and share holders. This makes MIS a very effective   management tool. MIS enables   information monitoring changing trends and sometimes passing these changing trends to market researchers etc.   MIS also is crucial in the hospitality and tourism industry in that it targets problem solving by providing market intelligence and data control data analysis and reports   both internal and external records, competitior records, price records, management of pricing from competitive research intelligence. However   internal records  can outdate too quickly, too massive to handle internally and incomplete and not relevant to particular situations.

4. Benefits / Recommendation 

 MIS enables  hotels to offer and take resservations online saving the customer time and money as there are no middle agents offer value for money watching competitor prizes. (L K Guliani,   A. Rizwan,    2016) suggests  MIS takes into account and communicates the importance of taking into account government and economic policies which MIS deilers on  providing continued evolving system,  real time information delivery and accuracy  coupled with future projections all within this effective too ; MIS.  It’s effectiveness is also seen in price promotion, planned development , (Dickson, Ginter 1987) taking into account real time in  market segmentation,targetting new and potential customers and maintaining old customers enabling customer relations management (CRM) and easy access to them, inventory management and also improving internal communication, services and decision making whilst maintaining and enhancing and extending customer relationships in its internal database to continue making profits for as long as possible.






5. Conclusion
MIS with its innovative IT system supports the Ritz-Carlton Hotel  with its database, customer handling, employee training and communication and  marketing to create brand image it also provideds insight and recommendations to improve customer care and relations. It compares methods of marketing used by public, private and voluntary organisations enhancing a better understanding of their customers, creating value for customers and  growing  their business organisations profitably. It informs on  ethical and social policies making  MIS a very important and effective tool thereby enabling growth improving customer care and relation. The MIS as a tools is effective and serves its purpose; it gathers information, communicates information internally and eternally  and effective as a marketing information  management tool
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