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Marriott International, Inc.
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Information is based at the success of each and every business. Marketing information lays for a continually fluctuation of customers’ needs and perceptions. As Baine (2017) relates, “marketing research generates information to provide management with sufficient insight to make informed decisions.” Therefore, in order for a company to decide its next moves, it is not only recommended, but they are in an urge need of analyzing their data and measuring their potential in different ways of where this data is driven by the customer segmentation, the most important factor within a company. The marketing information system (MIS) is defined by Kotler (2017) as “people, equipment and procedures to gather, sort, analyze, evaluate and distribute needed, timely and accurate information to marketing decision makers.” The value propositions a company has to offer is measured within MIS and delivered back to the customer; the whole process starts with the customer and ends with it, so, it is a continuous cycle with the key value of the position of being a customer.
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As a chosen company, I have selected Marriott International, Inc. because of their strategy, culture and objectives. Marriott International, Inc. has its headquarters in Maryland, but has a lot of key partners worldwide which help them to deliver the value propositions the service company has to offer. 
As an international service company, it has new opportunities that are yet to be discovered through the process of penetrating new markets (extending the service in different regions/countries). As Forbes (2017) relates, JW Marriott (John William Marriott – founder of Marriott International, Inc.) has opened nearly 40 luxury hotels in 2018 which is a considerable number of hotels opened and managed by this corporation. Moreover, even tough it is in a big competition with its rival IHG – InterContinental Hotel Group, Marriott International, Inc. has reached 22.9b $ revenue in 2017 compared to 17.07b $ in 2016 (Statista, 2019). It is a big comparison because in 2017 it reached its maximum compared to the average of previous years (12b $ between 1999-2016). This fantastic growth is considered due to their culture of giving the customer the experience they are looking for: unique, brilliant and yet with a lot of technology involved. After 2012, there is supposed to be the era of a rising new trend behind the hospitality sector: the era of technology where we can check-in with the help of our mobiles, using Red Coat Direct app while “transforming the meeting experiences” (Marriott.com).
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	Marriott International, Inc. have a lot of brands which are suitable for each and every customer segment. For example, Ritz-Carlton is one of the “Classic Luxury” brands that “inspires life’s most meaningful journeys” (Ritzcarlton.com). As a big company, they need MIS in order to keep the track of their customers’ needs.
	The first step in the MIS was to start a primary and secondary research in order to compare and analyze their potential new and old customers. The market research “is comprehensive, practical, applied, managerial, and presents a balanced coverage of both qualitative and quantitative material.” (Malhotra, 2007) The qualitative (primary) and quantitative (secondary) constitute together a perfect data base that Marriott International, Inc. could use in order to expand their business in another regions, countries, parts of the world based on their demographic, social and economic background. The expansion conducted into different countries in 2017 as I have stated before was due to the opportunities discovered in Africa (specifically Ghana, Kenya, Morocco and South Africa) because these are considered to be “exotic” and only a part of people would really enjoy and fructify their experiences in that specific region with the help of services of their hotel they have booked in. Branding is also a big issue since people would prefer to pay more, but to be assured that the services they are expecting are the ones of a high class and that they will be pleased with the services Marriott International, Inc. has to offer. On a different note, this branding constitutes the 7Ps customer are willing to pay for (place – any hotel existing that takes part of the big branch of Marriott International, Inc, promotion – their reward system for loyal customers, people – the very professional staff they have employed, price – the price customers need to pay in order to benefit for their services and amenities, product – the specific service the branch is providing, process – the whole process from booking in until the check out and possibly even after as extension to the services provided already if the customer would like to benefit from Marriott’s key partners regarding for an example the airport transfer, physical evidence – e.g. logos of the brands of Marriott International, Inc).
	On the second place after data was collected and ready to be analyzed by the decision makers, it is very important that every detail should be specified so the decision makers should be informed about any aspect. As an example, for the secondary research would be the reservation details (who are the top travelers or where are the biggest sales per region), sales records, customers complains and the feedback after their problems were solved (a process which helps Marriott International, Inc to develop and satisfy the customers’ needs). Marriott International at the end of customers’ staying, they are giving them a small questionnaire to measure the customer performance. Since Marriott International has made a lot of investments in their hotel lines in order to make clear the customer segmentations (families, travelers, business travelers etc.) and to offer them the right services they need because a family trip for an example, would not go to a business traveler hotel since the hotels have their specific construction, placement and fewer facilities rather than to a family-oriented hotel which is not in the city center when they are looking for silence, peace and different things than a hotel which has a lot of business rooms and there are businessmen who are walking down the hall. 
	In other words, MIS is at the base at every business. It is considered to be “a sales process support system and method for identifying sales targets using a centralized database to improve marketing success.” (Melchione, 1999) MIS is known not only because of its very organized system of processing data, analyzing it and “returning” it to the customer in a manner that they can decide whether or not the solution the decision makers have found for their problems are good enough or not; the process then is simply constructive, rigorous and it is a closed cycle that fluctuates timeless as it starts with the customer and ends with it and their feedback/continuous needs.
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	To sum up, I would like to point out the very importance MIS has in Marriott International systems. It is well known that customers change their needs based either on the external factors or trends that are in a continuous development with the changing necessities. Marketing Information System is an “inventory” of precious and important information that stands out for its quality against the other competitors. Gathering data and organizing it in a manner that would have a major impact upon Marriott International happened in 2012 when they really have innovated the “new tourism era” that was suggested to be happening (Ritchie, 2002). Moreover, Marriott International not only that they did manage to have a clear segmentation of their market, but they have brought a new idea, a new trend and a new perception in the eyes of customers, adding value to their premium services. Therefore, as a conclusion I would like to state the process that took Marriott International to the level they are now using the MIS: they first gathered data from their customers (as well secondary mostly, as primary), analyzed it and found solutions to somehow separate the markets and fructify them focusing their brands hotels structure built on the pattern of the customer profile provided for “utilizing various types of user indicia such as search requests, products purchased, products looked at but not purchased, products purchased and returned, reasons for returning products” (Mitchell, 2003) and then receiving their feedback from the customers through the sales revenues they have recorded as a continuous growth between 2012 and 2017 (2017 which is the best year so far with an incredible difference of almost 4b $ (Statista, 2019).
	Of course, as a closed cycle it is expected for them to develop even more brands that would bring them not only fame, but also recognition of taking care regarding the aspects of a customer satisfaction.
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