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1. Introduction to Marketing Information System
In this assignment I’ll analyse the importance of marketing information system, its effectiveness within the hospitality and tourism industry as a tool for marketing, information gathering and communication. 
Definition of Marketing information System, (MKIS)

The marketing information system is a framework, generally digitalized, intended to be utilized by marketing personnel, especially at all levels, in order to take care of marketing related problems. The MKIS helps the hotels solve arised issues related to the marketing of the hotel products services and goods. This system is created by a comprehension of the marketing management data needs. Marketing is a management function that looks to determine offers of goods, services or ideas based on the attitudes and behaviour of customers, the public or society in general. A MKIS is accessible to give data when, where and how the supervisor requires it. The data is taken from the marketing environment and moved to the MKIS that marketing managers can use in their in their basic leadership forms. Reid and Bojanic(2010) claimed that, " The term market research informs relatively narrowerly than Marketing Information System(MkIS) which is altered from the term management information systemization. Market research indicates that information is not collected for a specific reason or project; the major objective is a one-time use. "
"A marketing information system, which continuously collects the initial, routine and systematic data, is not only used for one particular topic but is designed for monitoring the degree of the marketing success to ensure the achievable of the operation as well." 


2. Importance of Marketing Information System for Marketing
The analysis of past sales and interpretation of cost information are important in evaluating performance and providing useful facts for future planning. All these activities rely on marketing information and a rigorous marketing research process to produce insights managers can trust and act on. The Opera Hotel program is an example of Marketing information system. MKIS is important because it show us how things are going, where performance is failing and help us to make a new organization and take better decisions. The availability of the customer information and feedback may help the hotels align their business processes according to the needs of the clients. The good management of customer data may help the hotels perform direct marketing and promotional activities. It enables managers to share data and work together virtually.
It helps marketers collaborate with customers on product designs and customer requirements.
It addresses operational needs through customer management systems that focus on the day-to-day processing of customer transactions from the initial sale through customer service. Information is an important asset for any company in the modern competitive world. The consumer buying trends and behaviours can be predicted by the analysis of sales and revenue reports from each operating region of the company.
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Marketing Information System for Information Gathering
The Opera Hotel Program it’s an operational system that allow us to:

· Features such as quick check-in and check-out provide convenience and timesaving in terms of all front office operations.

· Ready or customizable report formats are available. It automatically generates and sends periodic reports.

· It can work in tandem with Revenue Management software programs.

· It comes with advanced and automatic pricing options such as daily price, special price, base price, dynamic pricing.

· It allows you to separate customers into groups according to their characteristics and preferences and then create special campaigns and promotions for each group.
· It arranges housekeeping according to current situations of rooms.
· It creates customer profiles with detailed data.
· It is compatible with e-Transformation process products such as e-Invoice and e-Archive.
· Its interface can be integrated into over 1000 third party systems and more than 80 channel managers.
      The hotels collect and uses personal data in order to provide optimal customer service, easy access to its website and quality services. In addition, the collection of this data allows the hotels to inform customers about its new products and special offers as well as its development, which, we believe, may be of interest to clients. In general, de data collected from hotels is:
- Contact details last name, first name, phone number, email address, billing address ...
- Personal information date of birth, nationality ...
 - Information about your children (first name, date of birth ...
- Your number credit card for transaction and reservation purposes
 - Arrival and departure dates 
- Your preferences and interests, non-smoking room, preferred floor, type of bedding.
- Your questions and comments during or following your stay
Personal data can be collected on various occasions, in particular:
 - Connection to the website of the hotel, IP address, cookies online collection form online booking, questionnaire, page of the hotel on social network. 
 - Reservation of a room
 - Registration and payment 
- Consumption during the stay 
Requests, complaints, disputes 
- Contributions to satisfaction surveys following your stay 
- Subscription to newsletters
The hotels use "cookies" and other technologies to determine which pages of the site are the most visited, as well as the activity and the time of visit of Internet users on the site. They allow the hotel to assess the effectiveness of its internet marketing and therefore the attractiveness of its products and services to its customers.
The hotels maintain a database of customer information used for marketing, promotional and research purposes, to understand and analyse customer behaviour and their profile in order to improve their services.

Marketing Information for communicating
The marketing communication strategy includes our message, where it is to be said and the target. 
Marketing communication is based on pull strategies that involve attracting consumers to the company's offer.
Advertising is an illustration of these approaches.
It also activates "push" type strategies. The sales promotion then takes all its justification.
The objectives are in this case much more operational and are measured by direct sales volumes following the operation. The means and tools of communication are numerous:
  -promote an offer with a flyer campaign,
  -to carry out sponsorship actions to make themselves known,
  -create an external journal for prospects and customers,
  -rely on patronage to communicate differently by supporting a noble cause,
  -explore the subtle techniques of undercover marketing
  -understand and use Direct Marketing
  -international communication
The communication strategy is a process of choosing and implementing the actions required to achieve the communication objectives. The process includes:
  - market analysis including the choice of competitive and sustainable competitive positioning,
  - defining objectives - linked to the marketing strategy,
  - the choice of the target audience - identified, achievable,
  - the design of the communication axis and the messages to be disseminated,
  - the development of the communication plan: implementation of the terrain,
   -finalizing the budget: costing of financial resources to carry out the actions.
Once we know precisely the message that we are going to transmit, to whom and why, it is necessary to choose the type of communication (also called communicational mix) according to the objectives, targets and messages to convey in order to obtain a high affinity:
advertising (on different media: digital, print, radio ...)
  - promotion,
  - press and public relations,
  - digital communication (mailing, internet advertising ...),
  - events, 
The budgetary aspect is of course essential. In practice, this question is not simply raised at the end of the race. A budget envelope determined in advance serves as a framework for defining the actions.
At the end of the process, the budget is finalized by taking into account all the costs: human, outsourcing, supports, etc.
Types of communication
Three forms of communication can be distinguished:

- interpersonal communication that connects two individuals.
Example: two friends are discussing the last film released in theatres.

- Group communication that connects several individuals.
Example: the teacher announces to his students the date of the next assignment.

- Mass communication is a set of techniques that allow an actor to address a large audience.
Example: various commercials of companies.
The main means of mass communication are television, radio, press, billboard, cinema, Internet.
Communication challenges
Communicating is not only about sending a message for the purpose of informing, but also about sharing meanings regardless of the type of communication.

Alex Mucchielli, professor of information and communication science, has published many books. In particular, it defines five types of communication issues:

- information issues: communication is an act of information;
- Identity positioning issues: communicating is positioning oneself in relation to the other;
- The issues of influence: to communicate is to show "influence" on others;
- Relational issues: communicating is an act of concretization of the human relationship;
- Normative issues: communicating means proposing a set of standards, rules that will support the discussions.

                                                  Conclusion 
Data Systems are basic to the business, industry, academia and any organization to meet the future challenges. Marketing information system is a significant factor in a growing business today with increased competition and environmental changes affecting the consumer world.
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