Student’s name:           Livia Zmuncila                             Student’s number:         1905565                                           
Lecturer’s name:           Olu Adegbite                               Model code:                   M4X01916                        
Module Title:                 Marketing Essentials

Task description:          Analysis of Marketing Information System
                             Its Importance, effectiveness    Within            
                the Hospitality and Tourism Industry -  
                              A Tool for Information gathering, 
                              Communication and Marketing.     
                      [image: Описание: Imagini pentru images of marketing information system]
                                                                                                    https://www.google.com/search?biw=1024&bih=657&tbm=isch&sxsrf=ACYBGNTp_Pt7KbHf8K6k6pSSjT   q3ZoEwfA%3A1571525952
[image: Описание: Imagine similară]
                                                                            https://www.google.com/search?sxsrf=ACYBGNSPhLer_0FA0h4iTBL7jRr--            e0J9g:1571525947068&q=images+of+customer&tbm=isc
CONTENTS:
Introduction……………………………………………………………………………………….
What is Marketing Informational System?..........................................................................
MIS effectiveness for marketing in the hotel ………………………………………………..
Use of MIS as a tool for information gathering………………………………………………
How does your company collect data for MIS?..................................................................
Use of MIS as a tool for communicating……………………………………………………..
Conclusion………………………………………………………………………………………
References……………………………………………………………………………………..





















INTRODUCTION
This report considers the importance of the Marketing Informational System (MIS), its usefulness as a tool for information gathering, communication and marketing (promotion), within the hospitality and tourism industry.  Burj Al Arab hotel and other similar examples are considered in this report.
What is Marketing Informational System (MIS)?
MIS is an organized scheme of collating information to managers for introduction of new competitive product offerings in the highly competitive environment to contribute in marketing planning, implementation and even control (Kotler, 2003). 
Similarly, Ismaeel stated that, MIS is a way of recording, organizing them in categories, storing and analysing of past, present and future information that is useful to tourism or hospitality industry in order to find the best marketing decisions (Ismaeel, 2015). The use of data from wide range of sources can play a critical role in the most dynamic and expansive industry as tourism. It will assist in the task at a strategic level. 

MIS effectiveness for marketing in the hotel 
Moreover, its deployment has vital marketing and management implications for practical decision makers. One of the main advantages of  deploying the MIS is the identification of areas for service quality improvements. A good example of an organisation that successfully used the results of the MIS is the Marriott Corporation (Lovelock and Wirtz, 2007). When they were working over the new chain of hotels for business travellers, after testing this concept under real-world conditions, the company designed the large chain that exactly filled a gap in the market with a necessarily product that represented the best balance between the price, business customers have prepared, and the service and physical features they most desired in that period of time.
Tourism and hospitality companies can implement their own social networking sites where customers’ reviews can be monitored in more details. For example Marriott hotel has assigned full-time personnel to monitor customers’ reviews and daily generate reports. Only few hotels are actively managing their reputation on the sites like as TripAdvisor. Only some of hotels use the option on this site to respond to criticism (O’Connor’ 2010). There is well-known pioneering customer-centric organisation that helps in offering a holistic view of a hotel’s feedback, whether that feedback occur post-purchase, in-app or via social media and third-party review sites. 
Customer care has become one of the most important elements of any business as well as for ‘Burj Al Arab’ that deals with customers. The hotel is one of the luxury brand situated in United Arab Emirates, Dubai. It is consider as the tallest hotel in the world. It stands on an artificial island 250 metres from Jumeirah Beach and it is connected with the main land with a private curving bridge. It has a helipadirst near the roof at a height of 250 m above ground. It is opened on the 1 of December 1999 (Dubay architecture, 2011).
Also, the Walt Disney world entertainment group is one famous example that offers advice about family vacations to Disney customers. Their task was to offer the help and tips to consumers need when planning their vacations, being familiar with the parks, dining, entertainment, resort hotels, recreational activities or shopping. Disney involves customers in the enhancement of customer experience. The main idea of this implementation was to use real guests and represents diverse spectrum of thoughts and perspectives so the company can offer honest and useful information (Walt Disney World, 2011).
The Burj Al Arab is not only the world tallest hotel but also one of the most luxurious. All of its 202 are two-story suites. The biggest opportunity of its guests is the possibility to choose the airport transportation: a helicopter or a Rolls-Royce limousine. There is a private reception and a personal butler for each suite on each floor that is one the hotel’s features. 

Use of MIS as a tool for information gathering
The Analysing Hotel successfully uses MIS as a tool for gathering information and sorts them accordingly for analysing later. The information is collected from every department of the hotel by computerised system for the information investigations. The market can be segmented based on the following considerations - geographical location, demographics, psychographics and behaviour. Market segmentation as regards geographical consideration examines various aspects including the income status of guests. It is important for marketer to evaluate whether product offerings meet particular customers’ economic and social status. For example, the Burj Al Arab Hotel as a rule focuses on middle aged and older couples of all nationalities who are educated with high incomes. Psychographics covers social status, their style and personality. They focus on high net worth customers as they are looking for luxury break with their partner. Behavioural segmentation is based on the use of the product. For example, the analysing hotel is a type of hotel that people use to stay at during some point of their life. Guests that lodge in this hotel are wealthy and frequent lodgers, or people who plan to go there for a special occasion or a treat. MIS is the way of defining the product in the way of its important elements.
The idea of targeting the customers for relationship marketing has emerged in practice over the last few decades (Hudson, 2013).
The usage of IT within MIS is now the main factor in the achievement of any organization of the competitive goal (Wood, 2001).


Use of MIS as a tool for communicating

The customer major roles in service delivery are very important. The first role is as productive resources, because customers contribution may increase their own satisfaction by enhance the organization productivity. The second role as contribution to his own satisfaction when the perform critical services roles for themselves as self-check-in, getting their own food, carrying their own bags and self-observation. The third role when they help to contribute to quality service delivery when they ask questions, take responsibility for their good mood for their own satisfaction.
In many cases consumer satisfaction is frequently depends on other people, customer to customer interaction or customer to employee interaction.
Marketing Informational System is used by Bury Al Arab as the first requirements of customer’s satisfaction in developing quality products and services. Bury Al Arab being a luxury hotel in Dubai has target customers in tourism and hospitality market and hence satisfaction of the target segment is vital.
The product and service quality add the additional value to this brand. Why customer will remain loyal to the brand? Is it the ability to trust? Moreover, the strong brand promises the customer high quality. Bury Al Arab is a brand that deliver high quality product and services to its target market. A delighted customer will act as the brand ambassador to the brand.
Marketing Informational system can target the customers heart and mind to win over them and will always provide positive emotional bonding, that will help to develop a mutual beneficial relationship, which will be focused on good understanding, trust and support.

Conclusion
Tourism and hospitality market is getting popularity day by day for its huge potential with the use of Marketing Informational System and mass media (Mohammed, 2015). This is why today’s customers are much service-oriented. It is because of several brand alternatives available to choose from. Marketing is the process that creating value for the customers. But the brand is survival in the market requires brand and recognition in customer service industry.
The very fact is that Bury Al Arab is a five star hotel in Dubai and another important fact is that they have gained brand recognition strategy in the dynamic market of tourism and hospitality. Their ways of doing things in the business is all about creating opportunities to positively promote the service or product through memorable events, corporate communication, product publicity and lobbying. As discussed above, the Bury Al Arab hotel created a lot of media attention since the commencement of their business operation.
This report concludes that Bury Al Arab hotel are excellent in their use of MIS, as they know the importance of MIS at marketing their products and services.
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