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INTRODUCTION
This report includes the following topics, such as identifying the use of MIS and its component, assessing the effectiveness of MIS for marketing and communication, providing an appropriate reason for assessing such a topic.
ASSESSMENT 1
Identify the use of MIS and its component for marketing, information gathering and communication
The marketing information system: is a continuous process that helps to collect data, analyze, store, interpret, and disseminate information generated by various sources including internal and external sources. This information is used for various management departments, such as helping the marketing department make decisions about packaging, pricing, distribution, advertising, product development and so on. Therefore, there is an essential component of MIS that helps to collect useful MIS information for marketing and communication in the following ways (Blythe and Martin, 2019).
Internal records : The company collects customer data through records from the customer or product database, previous sales records, financial data, etc. Within this component, the main component of MIS that predominates data analysis and report generation is computer and hardware software. It is useful to collect information and data in an easy way. Other components the company can use for communication purposes is the Intelligence Marketing System. Output system is an efficient trading component.
The marketing information system: This system helps the IGH industry to gather data about the external environment. For example, the trend of market change, changes in customer claims and the innovative idea launched on the market. Therefore, this helps the company operate in a changing environment to stay on the market for longer (Blythe, 2012).
Marketing Research: With primary or secondary data, the organization can collect and interpret the data of this act as a solution to address the business issue. The IGH industry deducts from market research so that it can formulate strategy based on changing requirements and stay ahead of their competitors.
Marketing Decision Support System: It is one of the essential components of MIS that includes software (Brooks and Simkin, 2012). These programs are used by the merchant of that company to collect the data and make a meaningful decision.
• MIS refers to the storage of relevant milestones that are further analyzed to make the decision effectively.
Positive use of MIS: There are several benefits of MIS that have helped the company grow, expand, and function smoothly. It provides, in principle, raw data to the company, which is still the process to earn real highlights of where the company is doing well or improving its performance. Furthermore, it provides the information so that the marketer can develop the advertising and promotion strategy to attract the client (Clow and James, 2014).
Negative use of MIS: Although MIS offers different benefits to the company, it also has negative implications, such as high maintenance and labour cost implications. Even after a huge expense, the company may fail to obtain rebellious data that can be further processed or used by the company. Because the main sources of importance come from market research, from the information system, but also from the internal one, but each of them has negative implications.
Market Research: Management can not always rely on all sources of information, so it needs to carry out a profound study that has the opportunity to take some time and is complex.
Market Intelligence: This system collects information from various sources such as customer, distributor and supplier. Therefore, business can not always rely on all of these sources because the information can not be up to date or relevant to the business (Khan and Adil, 2013).
Reason for efficient use of MIS for marketing, information gathering and communication
The marketing information system refers to the method of data collection that is used by the market to meet customer needs. It helps prepare an effective marketing decision that helps the company gain a competitive edge over its competitors (Lane, 2016).
Monitor Changes: Since the business operates in a dynamic environment where the need for customer or market trend continues to change. Thus, in order to achieve long-term sustainable development, IGH must take advantage of the MIS system. This, provide the data that is further processed in terms of factual figures, and this figure helps identify where the company needs to move forward. Thus, it just matches business rhythm with external changes.
Manipulate the specific business issue in a significant way: market research is mainly conducted to deal with the specific problem. For example, if IGH finds that the percentage of people in the business class has fallen steadily. Then, based on past data, research can help the company to provide the reasons and solve the problem significantly. The company also has to suggest that business class hotel that has a conference room with basic amenities like mice, TV, internet access and a socket. Therefore, MIS helps the company gather information and interact significantly with the audience.
MIS seeks information from a variety of sources: 
Paralela 45 The company does not depend only on a single source to search for information, but to collect the information provided by the customer, the supplier, the competitor's financial report, the intermediary, and so on with MIS. Thus, general information helps to obtain in-depth knowledge and is more reliable because of which the enterprise can formulate its decision significantly (Lipsman et al., 2012).
The statistical expert helps to convert data: the company stores the raw data that the statistical expert helps to turn them into facts and figures that are more significant. Moreover, these data are explained to the other department of the company, so even they should have the knowledge in which the company can improve its performance. Thus, the company helps the company maintain long-term relationships with their loyal customers.
ASSESSMENT 2
Business Proposal
	Executive Summary:  Travel and Tourism PARALELA 45 company  deals in various type of product and services offered to the customer in order to make their journey desirable (Malhotra, 2015). Thematic hospitality company is an initiative that covers various geographical areas and provides services both to national and international tourism. Like booking a similar type of package at a certain time, reserve the ticket and the room. Soon the company performs all its functions on behalf of the customer. The employee of the company shares all vital details of the traveler and gives personal attention to dealing with each guest's question. Together with that company, it will adopt sales promotion techniques that offer special discounts and offers for the traveler, as well as special treatment for loyal customers of the company. In order to expand its business and strengthen its business, the company plans to form a strategic alliance with other similar companies. In addition, with the help of the marketing information system, the company will obtain in-depth data or knowledge about the traveller, which will be widely used to successfully promote the business. Moreover, the themes of tourism and tourism use innovative technologies to gain competitive advantage over competitors. Thus, the company has various departments such as marketing, operational, financial, as well as research and development that have their own roles and responsibilities and significantly fulfilled all functions.
Mission: The Travel Theme mission and tourism is to make an individual's desired experience during the holidays to give him the best experience. For this company to make significant efforts to deliver quality and reliable services to make a memorable experience (Nirschl and Steinberg, 2018).
Vision: The company's vision is that Theme travels the most recognized company, making a significant strategy to expand business growth and profitability (Pike, 2015). For whom the company forces peoples to explore the world for which the company will organize the trip based on their area of ​​interest. Thus, the happy or satisfied customer is more eager to use the service from the same company and recommend others.
Objective: The objective of the travel company Theme is to achieve profitability by planning the trip and making all bookings to promote the company on the national and international market.
Segmentation: Market segmentation is a process that helps segment the large market into small subsets based on people's priorities. The theme park has demographic segmentation where the company targets the frequent traveler or the wishing to be a part of the hospitality company. Together with the fact that the company covers both the national and international geographical area, the company follows the group interested in both markets (Purvis, 2015).
Targeting: refers to the potential customer for whom the company is intended to benefit from services and to increase profitability. The travel company is addressed to people between the ages of 18 and 60. In addition, data can be generated by guests can be generated based on demographic information as well as customer spending habits.
Positioning: refers to the product image or how the customer views the product as one of its competitors. Travel themes are positioned as a high-quality brand that offers a wide range of desirable services at reasonable prices. Thus, the company can constantly strive to maintain its position in the client's mind and create the positive image. For example, the company offers various facilities such as luxury services that offer the gym and spa facilities.
CONCLUSION
From the above information, it was considered that the marketing information system should be adopted by the organization to properly collect, maintain and interpret information and make effective decisions to effectively support the competitive business environment. MIS helps the organization obtain appropriate information on external marketing trends and provides information about the organization's internal records that help the manager develop effective strategies and policies to achieve the growth and development of their business.
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