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[bookmark: _Toc23511435]Introduction
	The purpose of this report is to analyse the meaning of a marketing information system, MIS, and what is its role within a big hospitality chain like Marriott International. Kotler (2017) defines very briefly MIS as “people, equipment and procedures to gather, sort, analyze, evaluate and distribute needed, timely and accurate information to marketing decision makers.” The definition given explores the interrelation between three elements which are compulsory in order to achieve high standards of a well function of a continuous process which can have an influence upon the business from the smallest decisions to the most important ones which can even have a footprint on the revenues of the business. A briefer explanation of what MIS is, could be that the marketing tools used are to gather data, store it in different ways, analyze it and give it to the superiors or to the decision makers to decide the next step. (Jobber, 2007) Eventually, the whole process will end with the end of the guests making it a continuous process that starts with the voice of the guests and ends with their feedback.
[bookmark: _Toc23511436]MIS and its components 
	The marketing information system is made up, as previously presented, from different parts which constitute a big system in which every information counts. As shown in Figure 1, the information is gathered from the external environment of the company through different methods (either primary research for more a qualitative answer to the issue raised, or through a secondary research which it is based on the performance of other researches and their findings). Concluding to unique purpose of researching the market, MIS has been used in almost every business to guide their path of developing in certain areas or improving themselves in the right direction. Thus, the MIS gathers the data and it is analyzed with the help of the software which is installed in one of the business’ hardware. Then, the data is sent to the decision makers and also stored for other later purposes or for other companies to access it as a secondary research. (McDonald & Wilson, 2011)[bookmark: _GoBack]Figure 1: Marketing Information System, Kotler (2017)



The communication within such a big enterprise as Marriott International is vital. As a background information, Marriott International was founded in 1927 by J.W. Marriott and his wife, Alice. Since then, the company kept extending in the very different parts of the world. The main strategy of Marriott was to create a portfolio of brands to serve each customer segment. Developing different brands of the hotel (Ritz-Caltron, Moxy, J.W. Marriott, Delta Hotels etc.) meant for the business to offer their premium services to a larger scale of customers with different needs. To truly know what the guests want for a business trip or for a family trip, they need to make their research in order to improve their services. 
[bookmark: _Toc23511437]Using MIS effectively
	The marketing information system is used by Marriott almost daily in different business operations. In order for the business to succeed in focusing on the gap in the market, the support is given from the department which analyzed the continuously needs and demands of the guests. As there are different travelling styles which are changing over time, Marriott needs to adapt to each and every of them. Of course, there are some factors that have a big impact upon the travelling styles; specifically, there are some features that a brand of a such a big hospitality chain needs to have. For example, there is a larger category of the interest of travelling: the business style and the family trip. Thus, Marriott created Marriott Bonvoy, a loyalty program, which is meant to give rewards for the loyal customers. Figure 2 explores the benefits of being in such a rewarding system from the point of view of a guest. Searching for a method to reach as many customer segments as possible, Marriott International started to build this portfolio of big brands which conclude to the same vision and mission guided by the culture of the enterprise. 
	The research of market generates the information needed with an in-sight for the decision makers of the issue. (Baines, 2017) The whole system of MIS is built to generate the best accuracy of the research’s outcome. Marriott also explores the benefits using MIS within their marketing campaigns, ads and even tv commercials. 



[bookmark: _Toc23511438]Using social media as a tool 
	The popularity of social media as marketing platforms has risen and businesses are taking advantage of it. Sorensen, the CEO of Marriott, added that “if we can continue to hear our customers in all the ways they communicate, we will have many more opportunities to build the type of personal relationships that create two-way loyalties and are at the core of the hospitality industry. So, I say, post away. We love it.” In this way, how the potential guests answer to their marketing campaigns brings them answers to fill in the gaps in the market. Specifically, there was one campaign which was run by Snapchat influencers, followed mostly by Millennials, to film short clips within the luxurious properties of Marriott worldwide. (Social Tables, n.d.) The series were run in order to attract the millennials which tend to spend their time on Snapchat rather than Facebook. (The Guardian, 2018) In this way, the content could be easier delivered to the market through the most suitable channels. The distribution of such content delivers a creative touch for the decision makers of the marketing information system to work out how they would like to present the findings.	Figure 2: Marriott Bonvoy rewarding scheme



[bookmark: _Toc23511439]Conclusion
	The marketing information system is a very important and effective tool within a company in order to keep the information flowing. The data is gathered (through either a survey in the guests’ email after they check out, verbal feedback, guests’ data etc.) which is then stored in external sources so that any of the decision leaders could access it. The cloud is set up to help the managers to take decisions in real time and to help them to build a better communication between the services offered on a Marriott approach and what the guests actually need when they book a room. Thus, any manager of Marriott could get access to the information and take fast decisions concerning the well being of the company and of the guest himself/herself. 
	The comfort and level of satisfaction of the guest are important to Marriott since their mission is “to enhance the lives of our customers by creating and enabling unsurpassed vacation and leisure experiences.”
	Thus, the marketing information system is not only a compulsory tool into developing the company, but also it helps it to improve on the issues occurred and try to fix them in order to deliver the expected quality service for the guests.
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