[bookmark: _GoBack]Marketing Information System

M4X01916

STUDENT
Dayna Mehandzhiyska
1815045

LECTURER
Dale Clarke

[image: ]







Contents

Introduction……………………………………………………………………..…………3
Marketing information system…………………………………….……………………..4
MIS for information gathering……………………………………………..…….……….5
MIS in the hotel marketing…………………………………………………….…...…….6
MIS in communication marketing…………………………………………………….….7
Conclusion…………………………………………………………………………………8










Introduction

Identification and analysis of the importance of Marketing information system, its effectiveness within the hospitality and tourism industry as a tool for marketing, Information gathering and communication. How marketing can determine the success of a business organisation based on their ability to make effective decisions in different areas such as advertising.
The stages of development of MIS resulting from changes in society as a whole.This system provide marketing information. The company specializes in market research, pricing, specification of the products to be produced and delivered, as well as those involved in the supply of materials, raw materials, outsourcing services that are exploring the market for profitable in terms of prices and quality resources.
 The collection, processing and use of marketing information is prerequisite for successful solving of the daily and strategic tasks of each enterprise under market economy conditions.
The solution of specific and significant marketing problems is conditioned by the implementation of a specialized marketing study, the objectives of which exceed the possibilities of the specialized marketing information system in the enterprise. The construction and functioning of a specialized marketing information system is inherent mainly of large companies. It implies the use of high-tech equipment, technology and highly qualified staff. In the structure of this system are involved essential units such as: research, intelligence, data gathering, etc.
A MIS can be defined as a computer based information systems to support the firm’s management in solving problems that relate to marketing the firm’s product. (Singh, 2007)




Marketing Information System

An information system for any organization will be preliminarily defined as a system that will provide management with the information needed for planning and with subsequent information to control the progress of the plan. Ideally, it would then possess the following capabilities:
1. .Assess the results of plans, before and after implementation, in connection to the objectives of the organization.
2. Measure the environment and larger system domain for information related to management planning and control.
3. React in the right time to enable corrections to long-term plans or short-term programs.
(Chan, 1968)
MIS include many elements like people, equipment and procedures. The information that is gathered is then sorted, analyzed and evaluated by marketers. There are questions that must be asked when you make a decision regarding purchasing, designing, pricing or delivery:
· How are you going to do it?
· Where are you going to do it?
· With who are you going to do it?
· When are you going to do it?
· Why are you going go to it?

Marketing information system is an integrated system willing to provide information to support the operations such as finance, marketing, production, logistics, etc.
Main components are Hardware, Software, Data ,people and procedures. A company which once already implemented in their work Marketing Information has serious competitive advantage.
All of the data is necessary for effective management. They are place in the company or beyond, scattered over time and space. It is very important that with the time  the data is getting older and losing effectiveness That’s why  very  often is almost impossible to get an objective picture. For example: retail sales rate data is provided to top managers irregularly, not on the right time, not in full volume, and therefore it is impossible to notice unfriendly trends and take precautions. This can lead to serious consequences like loss of market share. 
The determined demand for products and their characteristics must be consistent with actual production capacities, machine capacity, staff qualifications and cost of production and cost. In today's management information systems the PDM - Product Data Management strategy has been adopted, which allows the complex management of all information concerning the company's products, part of which is the marketing information.
Centralizing such information ensures more efficient management of the company's products and the possibility of more flexible solutions, which is important for its high competitiveness.
Marketing information is collected with predefined deadlines, spontaneously without any prior planning as a result of an ongoing problem, permanently as a consequence of a permanent study of the internal and external company marketing environment.


MIS for information gathering

It‘s a system for collection,processing and analysis of marketing data,which has the task of assisting solutions to resolve emerging marketing 
When the researchers gather data it is important the information to be related to the research problem. 
A MIS, by contrast, is part of an ongoing data gathering process involving initial data collection as well as routine and systematic data collection procedures. For example, a hotel manager may choose to collect data by means of a zip code analysis of guests of a hotel. This systematic and routine informational gathering is not intended to address one specific question but instead part of an overall system designed to monitor the degree of marketing success that the operation is able to achieve (Reid and Bojanic, 2009)
Companies that have better information enjoy competitive advantages: they can do better in choosing their money, making their offers, and implementing their marketing plans. Each company must organize a targeted marketing manager with a strong flow of information for analysis, planning, implementation, and control. Competitive companies study the information needs of their managers and create marketing information systems to meet these needs.



                                                                                                                  MIS in the hotel marketing
 Include data and information, computer information,  information sources and reservation system for storing data. Data from the inner and outer (macro and micro) environments come from MIS. Within his system data collection, processing, analyzing and converting processes are carried out, and the information used by the system user is presented. Data and information data are separate facts that are processed and analyzed to become information. 
 Input data can be from the hotel’s interior or exterior. 
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MIS for communication marketing

The communication is used to build a product profile in order to realize all the other objectives of the marketing mix. Marketing communications are the fourth major element of marketing mix that the company seeks to serve its target markets. Without its development, the consumer can’t be noticed and assessed by the other three elements, and market success could not be expected. Marketing communication has mainly business goals and to achieve them companies spend financial resources which in some cases are significant. 
Nowadays the most powerful advertising and communication tool for business organizations are the online social networks.
Business started using the web not merely as a platform of communication with customers and different businesses, but also as a selling data system that generates helpful info to support their marketing choices. (Tsiakis, 2015)
Companies use different ways and means to achieve their goals of stimulating their demand and sales. These means and methods are combined into the following elements: Advertising, personal sales, public Relations and direct marketing. Businesses use a combination of all the communication elements they have. By stimulating their users, companies are striving to generate demand and increase sales of their products, as well as to impose their brand and image.



















Conclusion




Through brief introduction I have presented that I’m going to write about what Marketing Information System is and the stages of its development. With  extensive research I have  managed to create a good picture of what MIS is and how exactly works. After that i have shown how MIS is used for information gathering including the hotel marketing scheme. And finally I have analyzed and wrote about the fourth major component of the marketing mix – communication marketing as a tool in MIS.
The marketing information system is a set of procedures and methods for gathering, storing, analyzing and developing basic marketing information for making managerial decisions. Information is valuable if it is economically justified and serves to improve marketing effectiveness. In addition, attention should be paid to the credibility of the information - the selection of funds for the study depends on whether there will be distortions. The increase in marketing research moves the way of action from the field of intuitive to scientific approach
The role of information for the formation of companies' competitiveness is growing. The importance of information provision for the maintenance of the products in operation is increasing. More and more systems are being developed and implemented for continuous monitoring and analysis of the marketing environment. Significantly, in the course of their duties, executives need a huge amount of information - in the process of analysis, planning, coordination, execution (implementation) and control. More and more companies are beginning to realize the deficiencies of information provision and take measures to improve their marketing information systems.
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