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Introduction
For this project, I was commissioned to showcase what the Marketing Information System is and explain how it is applied and what benefits are there from my chosen hotel. “Used marketing information system terminology for the first time” (Cox & Good, 1967)
Organizations embrace Marketing as a method for market research. Marketing is also known as supply and demand of goods. A marketing department in an establishment or firm often deals with the possibility of promoting the product. In modern theory and practice synonyms of marketing mix are "marketing tools”, "marketing elements", "marketing complex".
Marketing elements are a set of tools and techniques that provide tactical solutions to the organization's development. In a broad sense, they cover all the means of active market behavior with which the organization responds within the framework of the strategy adopted to achieve the objectives.  In a narrow sense, they are an instrument in action, that is, they are marketing elements mobilized in different combinations according to the strategies adopted to reach the goals. They give an idea of ​​the structural and functional characteristics of marketing. From an organizational point of view, elements are its components. From a functional point of view, there are specific procedures and tools for carrying out the marketing activities in the organization. ”Is really important to follow some key aspects or elements expressed like having a deep understanding of the market and its environment.” (Drummond,Graeme, Ensor, John, & Marketing., 2001).
For marketing elements, they are still referred to as; The four P’s.
“Each of these Ps comprise a number of the twelve managerial policies” described by (Borden 1964)


· Product: An element in marketing is the product. All good that comes from the labor of man has certain properties. When the product is available on the marketplace to meet our needs.
· Price: Price is another important element of marketing. The price level is determined by the actual situation or, more precisely, by the ratio between supply and demand on the market
· Place: The place is important because it is strategically located close to nearby sights, the central part of the city
· Promotion: Promotion of sales is an initiative that has been initiated by an organization for to encourage increased sales, use or product testing or service

Gathering Information

For my report I will show someone from MIS who uses Intercontinental Hotel Group (IHG).
With 4,602 hotels worldwide and 675,982 hotel rooms, InterContinental Hotel Group (IHG) collects and receives huge amounts of data in its seven brands. The InterContinental Hotel Group has accepted the use of modern analyses over the years. They focused primarily on large data solution which analyse structured and unstructured data. Now, up to 650 variables from different sources is used in real time. 
The InterContinental Hotel Group system uses several types of analyzes to evaluate and screen massive amounts of data:
· In order to make better operational and tactical responses to the organization, stakeholders are given a clear account of the operational analysis.
· Еvaluate the possible functional dependencies between two or more random variables and dependence between random variables to find patterns in the data and indicate where trends are moving and which trends should be followed or not;
· In order to predict the behavior of the guests whether they will buy something or what a stay they will have using different online, mobile channels and applications, so do a prospective analysis
InterContinental Hotels is the big name behind hotel chains such as Crown Plaza and Holiday Inn. It looks after more than 180 hotels across 60 countries.
As InterContinental Hotels works on a franchise basis, it does not own any of its properties, and interacts with consumers across its brands through a membership scheme.










Marketing strategy
In the midst of the varying contributions between the 1960s and the 1980s, the first landmark conceptual framework which formed the basis for defining strategic marketing emerged (Greenley; 1989)
The strategic model for defining the approach to achieving and maintaining high quality, progressive and secure money growth and IHG profits focuses on the implementation of successful strategy systems.
Model
[image: IHG Winning Pie Chart]
1. Progressive scale formation
2. Validating and consolidating the loyalty program
3. Increase and stabilize revenue
4. Develop the owner's proposal
5. Optimize and advertise a portfolio of brands for owners and guests


Targeted portfolio
“E-Portfolio is a compilation that demonstrates knowledge, skills, values ​​and achievements, and includes reflections that express the credibility, relevance, and importance of representing our organization or person “(Cooper & Love, 2007)
· Attractive markets
· Highest opportunity segments
· Managed & franchised model
Disciplined execution
· New organisational design will redeploy resources to leverage scale and accelerate growth
· Initiatives funded by company-wide efficiency programme
· Capital discipline & balance sheet philosophy remain unchanged
Whilst doing business responsibly
Measuring success

To closely monitor high-quality growth and achieve your strategy, Intercontinental Hotel Group measures effectiveness with a set of carefully selected key performance metrics (KPIs)
How they drive demand
Scale
· With More than 5,650 hotels and nearly 844,000 customer rooms in more than 101 countries
· Brand portfolio
· To serve all customer needs Intercontinental Hotel Group ® Rewards Club have more than 16 brands
· Members with more than 101 million subscribers
· Web sites and mobile applications
· Over 110 brands with language combinations offered for branding across mobile web sites and apps
· Specified special price for you
· When members of Intercontinental Hotel Group make reservations directly, they are given reduced and exclusive prices

78% of the service and delivery revenue on the rooms 
Food and Beverage
· For 2018, 15 percent of total gross revenues that are not from renting rooms and premises 13 percent are from food and beverages
· The booking system is also of high class
· 9 global Call Centers that work 24/7 and are available in 14 languages
· Control of monetary revenues
· Updated and well-functioning systems that are world class
· Increase sales
· Global sales are over 20,000 people
· System Fund
· To search for and find the best hotels there is an annual fund that supports marketing and systems thus generating the best search
Definition: This information in figures is determined by the hotel accommodation income generated directly by the IHG and the reservations are sent by the members of the IHG Rewards Club and are sent directly to hotels and reservations for online travel agencies and a global distribution system.


Communication 

“Communication problems occur when the encoded message differs from the decoded message.” (Williams and Kemper 2004)
As InterContinental Hotels works on a franchise basis, it does not own any of its properties, and interacts with consumers across its brands through a membership scheme.
 InterContinental’s worldwide membership scheme currently has more than 94 million members. There uses technology to offer these members a personalised customer experience.

Using data to target customers
“This enables better understanding of the consumers’ behaviour and the mechanism of the market functioning, and then using this knowledge for the marketing purposes” ( Pilarczyk, Mruk, 2006, p. 96).
MIS for communications enables the hotel to take a database snapshot of its customers, this information is then passed on to the customer relationship management system. with this data personalised communications are sent to the customers and members. This has helped the company as it has seen 81% reduction in communication time. With the hotels dynamic email templates, it is able to generate emails to target a specific group of guests 


Boosting email benefits
Too many clients nowadays expect professionalism and experience to whose brand they are loyal, so they feel rewarded and pleased.
In order to improve customers, stay and remain satisfied, InterContinental collects and uses its customer data to try to increase its professionalism and update customer data. The customer information obtained and updated can be used to personalize their stay at the hotel. InterContinental brands try to collect data about their customers before they arrive at the hotel, so they know the preferences of the guests and how to meet their needs.
Before the start of their stay, each customer receives an email with time information, different destinations, countdown clocks to show how much time he or she spends on the customer, and also offers different suggestions based on previous customer experience so if the customer judges decided he wants something new hotel administration will be prepared. This way, and with these changes, the number of emails that the customer receives doubled.
Ensuring that your leadership behind ideas and innovation is the key to success, so they show not only to their customers but also to their staff that the data should be used for the intended purpose and should be used and implemented

Mobiles APP
Mobile apps make it easy to make reservations, get information, see news or offers that Intercontinental Hotel Group offers to its members and clients. Also, if you are a member, I get points that you can easily manage and use for different things and needs for IHG. The platform is very easy and accessible for all mobile devices




Conclusion

[bookmark: _GoBack]The InterContinental Hotel which is driven by service and data is a great example of how MIS is helping companies to become more efficient and create a better customer experience. Other organisation can model  these examples in order to create a better experience for customers. 
“In the early years of the Internet Age, the potential of using the Internet as a distribution channel excited business managers who believed this tool would boost sales and increase organizational performance” (Hansen 1995; Westland and Au 1997)
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