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   The aim of this study is to analyse and investigate the value of the marketing information system, its effectiveness in the hospitality and tourism industry as a marketing tool, data collection and communication capability.
    
Introduction:
    Marketing information system is defined as a process through which marketing data are collected, warehoused or stored, processed and shared among managers according to their informational requirements on a constant basis (Kotler and Keller, 2006; Ismaeel, 2015). 
    Components of Marketing Information System include continuous internal data, external data for making marketing decision. It provides right information at right time to the right person. It is planned system developed to facilitate smooth and continuous flow of information.
    Today, marketing is experiencing a constant change due to the technological explosion of personal computers, video equipment, copiers, cable television, fax machines, mobile phones, radio cassettes and internet that provide the opportunity to transmit information, play a very important role in the needs especially when companies expand into the territory and they become more selective in choosing products.
    Any marketing information system, from the point of view of design and realization, is born and develops spontaneously with the organizational marketing entity to which it belongs. The marketing information system can be perfected through activities inside it, in terms of circulation flow information, sources, and information consumers without changing its data-processing quality by helping marketers manage their activities.
    The marketing information system has inputs from sources of material, informational, financial and human resources and as outputs the results obtained from the development of marketing activities.
    Marketing operators are having problems lately when they contact customers whose behavior is increasingly sophisticated and whose needs and exigencies are becoming more and more difficult to satisfy because these problems are due to the lack of marketing information systems powerful, to a great extent to help them create effective marketing campaigns.
    To be competitive in this informational era, companies need to put new marketing strategies into practice as quickly as possible. The key feature of this new era is speed.
    The new technologies of the marketing information system help marketers keep in touch with their clients, invite them to visit their websites to tell their wishes, their personal needs and create the personalization of the offers, so it becomes relational.
    Communication between a company and its customers is bidirectional on the Internet and does not just take place in a sense, as is the case in traditional marketing, the root of web-marketing that differs from it through a unique interactivity feature.
[bookmark: _GoBack]    Because clients cannot be controlled, a firm to be successful has to build a relationship of trust and satisfaction with them. Confidence and customer enthusiasm once won is an increase in turnover and implicitly profit.
    It is very important for companies to manage the first phase of the clients' lifecycle and enable them to contact them in any kind of request for information, technical assistance, after-sales service so on.
     With databases, we can say that customer relationships need to be individualized and geared toward long-term maintenance to preserve them.
     The marketing information system is in fact the international computer marketing system.
     Tourism and hospitality industry are more than just hotels and restaurants, in fact a broader definition includes  travel company,airlines, gaming centres, cruise ships, trade shows, fairs, events planning and organization, so on.
    For example, Thomas Cook tour/travel firm is one of the leading companies in the UK. Was found by the English businessman (Thomas Cook) in July 1841.
     In time the company grew and was strengthened by John Mason Cook and his three kids, engaging in postal service and military transport for the British and pyramided country until 1880 when Thomas Cook began touring in the Mediterranean sea where  was named the second greatest man in Egypt, around the world new offices were opened including three in Australia and one in New Zealand. In 1890, Cook sold over a million slates.
    Frontrunner Thomas company establishing tourism system and so made the tourism in Italian peninsula by introducing the first tickets, the hotel coupons and the latest circulars that could be exchanged at hotels, banks and ticket agencies for the Italian money at a predetermined exchange rate. Cook's entry into the tourist currency, made the Italians able to travel more easily and efficiently.
    By announcing and introducing a large-scale of coupon system, it helped stabilize the economy, not only by increasing tourism revenues and expanding the circulation of the new Italian currency. The coupon system has spread rapidly and has been well accepted throughout Italy. In addition, thanks to this system, middle class people could afford to travel more often and easily.
     This company can offer access to services across six platforms and products. In cross-channel business analysis using Business Intelligence tools and web analytic, All roads lead to technology. 
    According to A. Embrey, company social media manager, this has been done to help them achieve greater business value by raising awareness through customer engagement and interaction with the community, which would lead to more choice tour operator and profit growth. 
    Thomas needed a way to easily drive brand commitment, make promotions, offers, cuts, and allow more employees to engage in marketing campaigns. Social media allows us to listen to our customers, to inspire us by giving us ideas to engage in meaningful ways. 
    The first strategy used by the company was to bring customers close to their hearts, satisfaction and happiness so that in turn they could recommend to others the quality of the services so that the profit will grow, and the company will develop more.
    Thomas Cook gave opportunities to customers to personalise their holidays, offer ancillary products such as airline meal and seat selection, excursion in resort and room upgrades. Also building on the success multi-currency cash passport and travel insurance product and travel-related financial services. 
    The first strategy used by the company was to bring customers close to their hearts, satisfaction and happiness so that in turn they could recommend to others the quality of the services so that the profit will grow, and the company will develop more.

     Protecting personal data it is important for every company who adhere to the strict rules of international agreement of PDC<protecting data customer>.In this term a company should respect and protect all data received from its customers and more of this paying more and more attention and respect to relationship between company and customers and in the same time related with the other services

      Since Brexit, Thomas Cook has been facing some problems because it caused some customers to delay their summer holiday plans, also 21 shops were forced to close and cut jobs, considers sale of airline, its currency arm money is under review and more cost efficiencies are planned.

Critical Analysis:
    According to Thomas Cook study case in the last 30 years, marketing has moved from a mass approach to a customized customer approach, allowing for a fine segmentation of the client portfolio.
    Making a more profound analyse of how Thomas Cook is concentrated on the customers, can be observed that they are doing this in two ways: 1.the assistance provided at every step of the holiday,2. the direct   and permanent connection with customers, keeping them engaged with the company.
    Today, via the Internet, you can access images and details to buy a product without going to the place where the commodity or good is located. The electronic counter has replaced the role played by wholesalers and retailers, all this assuming only one click and get the desired product that best suits our needs.

Conclusion:
     In conclusion, looking at Thomas Cook and the marketing information system that was used, the key to success is actually clear customer differentiation, understanding wishes, needs and behaviour to deliver the best personalized offers. Customer behaviour in a market is constantly changing. 
      In principle, in order to develop the growth of a business on the market, the marketing information system needs to be well-defined, following  the proper use and renewal of the data in the system, the increase of the competition and the environmental changes that may affect the consumers' world must be monitored. The marketing information system can help any company from a strategic point of view in marketing.
      We need to be careful with the wish and needs of our customers, always in step with the new technology, so that we can get a brand on the market to increase profits and not go bankrupt.
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