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Introduction
 
What is Marketing?
Marketing is more than any other business function ,deals with costumers >Altrough we will explore more-detailed definitions of marketing, perhaps the simplest definition is this one: Marketing is managing profitable costumer relationships. The goal of marketing is to attract new costumers by promising superior value and to keep and grow current customers by delivering satisfaction.Exemle of company are:	Comment by Astroposu lol: reference
· Wal-mart, Disney ,Apple, Nokia, L’oreal
Wal-mart has become the word’s largest retailer-by delivering on its promise ‘Save money. Live Better’ .At Disney theme parks ’imagineers ‘work wonders in their quest to ‘make a dream come true today’. Apple fullfils it’s motto to ’think different’	Comment by Astroposu lol: e.g examples of company………are
Nokia and L’OREAL  use marketing but not- for -profit organizations such as colleges, hospitals, museums, churches. We know already a lot about marketing -it is all around us. At home ,at school, where you work and where you play ,you see marketing in almost everything you do. The Aim of this assignment  to Analyse the importance of Marketing Information System ,its effectiveness within the hospitality and tourism industry as a tool for marketing ,information gathering and communication.	Comment by Astroposu lol: defined information system…what is the aim of ur assignm
(G.Amstrong,S Adam,S Denize,P Kotler-2014)








The importance of Marketing Information System
 Definition of a Marketing Information System is a set of procedures and methods for the regular planning ,collection, analyses and presentation of information for use in marketing decisions. (Johan Strydom’ Introduction to Marketing,2005)

Components of Marketing Informational System
[bookmark: _GoBack]A key component of an effective Marketing Information System is having accurate information about the environment .In short ,a M>I>S that use environmental scaning provides an overview of the entire environment as well as further detail concerning those variables within the environment that are most critical to the successful operation of the hospitality organization. (Robert D.Reid, David C.Bojanic ,2009)

Main body	Comment by Astroposu lol: meaning of information system technolog

The importance of information: In the proceding chapter we examined the organization and its environment breaking down and identifying all the areas, both internal and external ,that will have an influence on the running of the business .The affect that any one element might have on the company will vary from firm to firm and industry to industry.
Information is power. All politicians recognize the importance of having control of the decision of information. To be able to decide what should and shouldn’t  be know and to be able to control the flow of this information has been at the heart of political power for centuries.
The information gathering process
The information gathering process can be formal ,informal or a mixture of the two and it will vary between organizations, depending on size ,wealth, style and the industry itself. It will also depend on the operating climate.
The Marketing Information System (MkIS)
Eventually the information gathering process will need to be placed on a more formal footing. With the advent and financial situation , can now afford to have access to information technology data and analysis equipment and services either by purchase or alternatively through leasing or rental.
For marketing to function properly it needs constant information about all the areas in the internal and external environmental identified earlier. This will cover such things as size ,depth and trends of markets, costumers, changing bying habits,competitor movements and relevant PEST factors.(Ray Wright,1999)
The formal information gathering process , the MkIS can be broken down into the following four areas
1. Internal information;
2. Marketing intelligence gathering;
3. Marketing research;
4. Information storage and analysis.





A definition of marketing.
A working definition of marketing can now be put together .There are many acceptable definitions of marketing and there is no such thing as one correct version .In this simpliest form it could be expressed as a concern for the needs of the costumer above all other considerations.
   Hoowever if we take into account the factors identified through this chapter we can arrive at more informative and all embracing definition
· Anticipating,identifying,satisfying,costumers needs and wants
· Anticipating ,identifying ,satisfying ,costumers needs and wants at a profit
Marketing is:
A management process that is involved in identifying ,anticipating ,satisfying costumer needs and wants though the efficient and effective use of the company’s recources.
(Ray Wright, Thomson Learning,1999)
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The Marketing in Tourism and Hospitality industry 
 The hospitality industry, marketing is a term frequently used when reffering to selling and advertising. A broader approach to marketing is required. Effective marketing requires planning from the initial conception of product, right trough to is delivery to the costumer and thereafter to the retention of the costumer.  (references )The investment generally in the UK hospitality sector in marketing activities and indeed in Europe is considerably less than in America, Canada, or Australia.

PERCEPTIONS OF MARKETING MANAGERS OF THE EFFECTIVENESS OF THE INTERNET IN TOURISM AND HOSPITALITY
The subject of the use of information technology (IT) in the tourism industry has become increasingly important in recent years. In this various forms the advent of the internet and it’s remarkable growth enables tourism organization to reach costumers worldwide with both ease and cost-effectiveness. This article investigates the perception by marketing managers  of the internet as a marketing tool and to identify how they measure the success rate of Web sites they have established.	Comment by Astroposu lol: references
Informational Technology & Tourism is the first scientific journal dealing with exciting relationship between information technology and tourism. Information and communication systems embedded in a global net have profound influence on the tourism and travel industry. Reservation system, distributed multimedia systems highly mobile working places ,electronic markets at the dominant position of tourism application in the internet are noticeable result of this development.	Comment by Astroposu lol: references , read well and add more content and proofread 
 (Dimitrios Buhalis,Walter Schertler -Information and Communication Technollogies in Tourism 1999)
This paper identifies a number of key changes in Information Communication Technologies (ICT) that gradually revolutionize the tourism industry. E-tourism and the Internet in particular support the interactivity between tourism enterprises and consumers and as a result they re-engineer the entire process of developing, managing and marketing tourism products and destinations. All stakeholders related to tourism and hospitality, therefore, gradually see their role being changed and new opportunities and challenges emerging. The paper demonstrates that future of e-Tourism will be focused on consumer centric technologies to ensure that the new sophisticated and experienced consumers are served. Therefore, agile strategies are required at both strategic and tactical management levels to develop the ‘info- structure’ for tourism organizations to manage their internal functions, their relationships with partners and their interactions with all stakeholders including consumers. Only those organizations that appreciate the opportunities which ICTs bring and manage their resources successfully will be able to enhance their innovation and competitiveness in the future.
(Dimitrios  Buhallis, Peter O’Connor, Tourism Recreation Research,2005)


INPUTS                                                                    OUTPUTS
	External 

Published research
Market research reports 
Government Statistic
Press and media
Tourism Boards
Competitors
	Marketing mix(7P’s)

Price 
Place
Promotions
Product
Physical Evidence
Processes
People

	Internal


Sales records
Costumer Records
Communications
Commissioned Studies
Internal Costumer Feedback
(Staff)Motivation
	Decision Support 
System

Personnel
Finance
Stock Control
Yield Management
Inventory Control


(Dimitrios Buhalis,Walter Schertler -Information and Communication Technollogies in Tourism 1999)




Sources of Information
There are two sources of information in marketing research Internal and External
Internal information is held by ,and within the organisation. Accomodation business ,such as cruise ships and hotels ,are fortunate to hold a wealth of information about costumers because of legal requirements regarding them to aquire and retain residents personal details.
External information can be collected by the internet and publications from a large number of sources ,such us :  

·  government organizations
· Marketing research organizations  such us Mintel ,Keynote


SECONDARY AND PRIMARY DATA COLLECTION
Secondary (or desk)data
Secondary data  are data that have already been collected

Primary data
Primary data consist of original information collected by an organization for a specific porpose. The data have not published before.
The primary research is usually more costly than the secondary research. Primary data can enable a hospitality company to gain competitive advantage if its rivals are not carrying out similar research.
(David Bowie, Francisc Buttle, Hospitality Marketing,2016)	Comment by Astroposu lol: date






Understanding the Marketplace and Costumer Needs
Costumer Needs ,Wants and Demands	
The most basic concept underlying marketing is that of human needs .Human needs  are state of felt deprivation,they include the: Physical Needs for food,chlothing warmth and safty
,-Social Needs:belonging and affection
-Individual needs:knowledge and self expression
Wants are the form human needs take as they are shaped by culture and individual personality. Wants are shaped by one’s society and are described in terms of obiects that will satisfy needs
‘Kotler, P .Amstrong , G Harris ,L.C ,2014’

Communication System
MASS COMMUNICATIONS
Huge technological advances in methods of communication meant that messages could be sent to all corners of the world instantaneously.The world was truly becoming a ‘global willage’
Internal communication :
· Verbal communication can take place more formally at meetings
· Written communication: notice board,memos ,letters
· Electronic communications
External communication
· Verbal communication take place in person with costumers when they come into business premises and in meetings with suppliers
· Annual report
· Electronic:there are many advantages to e-mail communication with costumers and suppliers particularly when they are in international locations
(Gillian Dale BTEC national travel& tourism,2005)
CONCLUSION
To able to fullfill purpose
· Companies needs specific skills and resourses
· Attractive value for potential exchange partners
· Differing interest and power
· Combine the skills and resources available from internal and external sources into distinctive capabilities
· Four process constitute marketing:
·  marketing intelligence
· Value creation 
· Selection and management of value -creation system
· Value generation
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