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         The Marketing Information System is a system that consists people, equipment, and procedures that gather, sort, analyze, evaluate, and distribute needed, timely, and accurate information to marketing decision makers.
It involves various means and methods of gathering and assessing various company’s marketing information needs.
In sum, MIS refers to people and procedures dedicated to assessing information needs, developing the needed information, and helping decision makers to use the information to generate and validate actionable customer and market insights.
Information needed could be obtained through: Internal data; Competitive Marketing Intelligence; Marketing Research.
Burj Al Arab is a luxury hotel building in Dubai, United Arab Emirates. The building is built on an artificial island near the Jumeirah beach, its hotel is one of the most luxurious hotels in the world. Since its opening in late 1999, the hotel with its distinctive sail-shaped silhouette, has thrust Dubai onto the global luxury tourism landscape. Built on a triangular man-made island reclaimed from the sea, the hotel and its billowing sail-like structure rise 321 metres above the sea, offering panoramic views of the Arabian Gulf.
Burj Al Arab is taller than it looks, the building is 321 meters by total height and architectural height, that's even taller than Chrysler Building in New York City, and higher than the main observation deck of Empire State Building. However the roof of Burj Al Arab is only slightly above 200 meters, above that are all frame structure and the spire. As of 2018, Burj Al Arab is the 18th tallest building in Dubai.
The Royal suite in Burj Al Arab is one of the most expensive hotel suites in the world, billed at US$28,000 per night, the cost of other suites start at $1000 per night.
 Tourism and hospitality marketers have tended to expand their market share worldwide by approaching their marketing strategies and efficiency. Marketing is the process of creating value for the customers. Survival in the market requires brand recognition in the particular market. Burj Al-Arab is a seven star hotel in Dubai. The very fact is that they have gained brand recognition owing to effective public relation strategy. Tourism and hospitality market is a dynamic market. Because the customers needs and wants are changing. To meet with the changing customer’s needs and wants development of goods and services is an essential requirement. Tourism and hospitality sectors are service oriented market. Customer expects better service as well as satisfaction. But the word satisfaction is difficult to perform. The first requirements of customer satisfaction are developing quality products and services. Burj al Arab being a luxury hotel in Dubai has target customers in tourism and hospitality market and hence satisfaction of this target segment is vital. Normally tourism and hospitality marketers require relationship marketing rather than transactional marketing. Transactional marketing is only buying and selling approach and there is no tendency to build up relationship with the customers. But for sustainable marketing it requires relationship marketing. Relationship marketing creates long-term relationship with the customers. But building relationship with customers is not easy task. When a brand tends to build relationship with its various markets requires some strategic marketing approaches. Brand development or branding is very important for developing relationship with the customers. Different company develops their brand in different way. Burj al-Arab has developed their brand in tourism and hospitality industry as world’s first seven star hotel that provides exquisite service. The product and service quality add the additional value to this brand. Successful branding is important in this market as a successful brand acts as a statement for the company to the customer segment. How can a company can develop their brand in this competitive age?. Delivering quality products and service continuously to the market can give brand recognition to the company. Market is always competitive in nature for its rivals. By differentiating the product from the market or form the competitors a marketer can develop their brand. Then brand positioning is significant to get response from the market. Brand positioning is very much effective for the company to harvest form the market. Burj al-Arab has brand positioning in the market. Tourism and hospitality organization target customers are tourists, business people, traveler, event management, sports team and so forth. All of these are customers are the single time customers. They buy products and services again and again. So, organization can build relationship marketing with this customer so that they buy the product and services from this brand customer loyalty is an important asset for the brand. Customer loyalty provides the brand loyal customers. Loyal customers are asset for the company because these customers can create many more customers for the company. It is not easy to create loyal customers. It requires reliability and creditability in the market. Why people will buy products and services from the same brand? Why customer will remain loyal to the brand? Is it the ability to trust?Customers expect guarantee of their sacrifice (Price). Customer is the king in the market it should provide value to the customers needs and wants. Customer’s expectation is more now in the market. Marketers will have to meet with customer’s expectation. A strong brand is a promise to the customers. Burj Al-Arab is a brand that promises to deliver high quality product and services to its target market. By doing this continuously they can develop a brand. Brand creates a faith to the mind of customers than the brand is providing a solution to the problem positively. To have a positive image over the market marketers can provide more than customer’s expectation. A delighted customer will act as the brand ambassador to the brand. Marketers can target the customer’s heart and mind to win over them and will provide positive emotional bonding which will develop a mutual beneficial relationship focusing on trust, good understanding and support. These marketers can develop a strong brand in the competitive market environment. To perform these activities marketers may require sufficient market research activities to know what customer wants. Why they want? when they want? And how they want? A good solution of this question will provide marketers to reach the customer’s emerging demand to provide satisfaction. Any products or services can’t move to its customers without marketing activities. Burj al-Arab is renowned brand in hospitality market around the world. 
Managed by Jumeirah Hotels & Resorts, the Burj Al Arab takes accepted standards of luxury to a new level. Guests have access to service on par with royalty and fine dining alike. Gold interiors, lush suites, the finest delicacies – Burj Al Arab’s long list of superlatives cannot be matched.
They have a target customer and market segmentation strategy. But it is also important to inform the target customers about their offerings in the market. In previous time marketers would think that advertising and other marketing activities are waste of money. However times have changed. Now we are living in global village where information is very important to reach the customer’s door.
SWOT defines the desired output from the formal analysis which must precede the selection of the strategy and the formulation of the plans to implement it. 
STRENGTHS :•The infrastructure of the building which is like a sail boat which gives the guest a very fine and different experience. 
•All the restaurant , bars has a different outlook and are very famous world wide. Ex:Al Mahara – seafood restaurant accessible by a three minute virtual submarine voyage. Magnificent oval aquarium visible throughout the restaurant. 
WEAKNESS:•Dubai is promoted as a tourist destination but is more of a commercial destination which have a great impact on the hotel. •The rigid climate and the culture of Dubai does not help the hotel to stay flexible. 
OPPORTUNITIES:•Dubai as slowly developing as a commercial destination which will help the hotel to attract lot of business travelers. •Dubai is pressurizing more on building lot of theme parks and sports activities which can help the hotel to attract lot of international tourist.
THREATS:•Lot of new entrants as Dubai is developing in to one of the best commercial cities. 
•High prices of the accommodations which gives advantage to the other hotelsCOMPETITOR.
As Dubai is one of the biggest developing commercial centers there is a lot of competition in the hotels to attract the tourist. The detail comparison for product differentiation Burj al arab and its competitors are as follows: Burj Al Arab : world class duple suites-non smoking rooms-data ports-complimentary news paper-hair dryer-room service-spectacular views-bar-spa-jaccuzi-sauna-shopping center-private health and fitness facility-theropy rooms-Aerobic room-restraunt. 
The above report provides detail report on the market analysis of Burj Al Arab in Dubai and reviewing the marketing strategies, influence of the culture on the hotel, its position in the market and its competitors. 
The city of Dubai is a highly developing commercial centre, with many new hotels coming up with recognized brand names. 
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