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[bookmark: _Toc5140]Introduction 
 	This essay has the purpose to inform about the Marketing Information System and how it affects a hospitality enterprise. Marketing Information System (MIS) is based, of course, on the idea of marketing and how the analyse of a specific aspect would bring profits. As Baines (2017) relates, 
“marketing research generates information to provide management with sufficient insight to make informed decisions”. Therefore, to take a decision it is important for the company to analyse their options and to virtually-generate the outcomes for each and every option. Moreover, the MIS is defined by Kotler (2017) as “people, equipment and procedures to gather, sort, analyse, evaluate and distribute needed, timely and accurate information to marketing decision makers.” This report will take into consideration Marriott International in order to analyse it and how the MIS is structured within their company and what outcomes has brought the MIS over the time. 
[bookmark: _Toc5141]MIS in a chain hospitality company 
 	Marriott International is one of the biggest hotel chains in the world. With almost 100 years of existence on the market, it strives everyday to achieve its best. The values Marriott holds are diversity and inclusion. “With our foundation built upon the wellbeing and happiness of our associates, embracing differences is critical to our success as the largest hospitality company with an every growing global portfolio.” (Marriott, n.d.) Marriott International also has its headquarters in Maryland, United States of America. 
 	Marriott started to develop as a big company in the early 1957 and it was the world’s first motor hotel which was opened in premiere in Virginia. (Marriott, n.d.) Over the time it made a lot of 
good impressions thanks to the engagement they had with the customers and to the vision and mission the hotels carry with them. A revolution in the hospitality industry has begun. The most important period of Marriott was starting with 1987 when they created “Fairfield Inn”, a brand of Marriott; the first ever company that could offer more brands. Afterwards, Marriott kept buying shares and acquired numerous brands such as “Renaissance”, “Residence Inn”. (Marriott, n.d.) Figure 
1
:
 Net income of Marriott
 

 	However, there was an issue in 2009 with Marriott which made the company to have negative net profit (Figure 1). It was because of the “plunge in travel” from that year. (Fortune, 2009) So, in order to redress the whole situation, the chief executives needed to think about a solution to the problem. 
Therefore, a make-over of Marriott’s was needed. The reports and statistics were falling down, and it was needed for a change urgently. So, the chief executives at that time sampled, or they gathered data as in a primary manner, four of five stripes of bacon which was served at the breakfast. It was a blind test and they have found that the assortments of stripes of bacon were as same as delicious as the normal ones. So, instead of the classic six stripes of bacon, there were still six stripes, but they came in different shapes and sizes. (Fortune, 2009) In this way, the CEO, J.W. Bill Marriott Jr., could save at least $2 million each year. As Marriott is known to treat its customers right, they wanted to cut off as much as they could from their expenses but remain as customer-friendly as they could. So, instead of lowering their service quality, they would have rather dropped the price per night for each room (e.g. $85 a night in a brand-new JW Marriott in Indonesia, Medan).  
 	This specific example would lead this report to analyse each step to see how Marriott actually survived from the crisis and followed the best path in order to maximize their profits back again. As Kotler (2017) suggests, MIS is consisted firstly by the external information which are the customers, macro-environment, competitors, publics etc. So, the decision makers gathered their data from the blind test that they have performed through the blind test, known as gathering primary data, and analysed it. They did an analyzation between the costs of the current breakfast and the old one with the regular sizes of bacon and concluded to the idea that the research which was undergone earlier was successful and could generate the money needed in order to reposition the hotel and its statistics.  
 	After analysing the whole situation, the information was stored in internal databases to be accessible in the future in the case that something similar would happen. The marketing intelligence is representing by the everyday information which comes into the systems of a company and it could make an use of it in order to produce outcomes for the company’s market for new strategies, opportunities and other development ideas. More, the marketing intelligence for Marriott represented the way the environment directly affected them as a model from the PESTEL analysis regarding the terrorist attack. Both of the Ritz-Carlton and JW Marriott were affected by the terrorist bombs in the Indonesia. This is why, before mentioned, the hotel cut its prices per night for the rooms in that area. Moreover, the 2003 Marriott Hotel bombing was also found to be in correlation with net income which was constantly dropping. Targeted by the extremists in that period, Marriott eventually made it and now it has a net income of over $1.9 billions in 2018. (Wikipedia, 2018) The terrorist attacks stopped and now Marriott is enjoying one of the best times while bringing to life new brands such as EDITION with only 10 opened hotels worldwide (Marriott International, n.d.) 
[bookmark: _Toc5142]Effectiveness of MIS within Marriott’s hotels 
 	It is for sure that Marriott is now doing the right thing by constantly opening brand-new hotels with over than 25 brands in total. This need of having a wider range of hotels is what Marriott is aiming for: targeting all customer segement’s. They are analysing new trends and forecast others in order to generate these profits. Although they have 25 brands, each of the hotel which is representing one brand each, has different personalities and different designs. For example, a Ritz-Carlton will do not have the same aspects as a Moxy hotel. As in the example presented before, Marriott still surveys people to predict a future in the hospitality sector and they are constantly investigating and researching this area. 
 	So, a Marketing Information System is very effective because, firstly, all the data is organized in a correct manner and it generates the most accurate statistics regarding the customer’s behaviour and needs and, what is the upmost, it does not only serves as a forecasting-tool, but it also solves internal problems like the net income which fell in 2009 and the Marriott was later redesigned in order to repair the problems with the help of the marketing information system. 
 	The reason for choosing Marriott is that the company is an American one and the suicide was a JI member, an affiliate of the al-Qaeda. More, the Indonesian police officers stepped up in order to find the criminal Jemaah Islamiyah, the attacker, they triggered the whole operation. (International Crisis Group, 2006) Thankfully, everything ended and Marriott records sales in that region much more profitable than before thanks to the tourism development. 
 	 
[bookmark: _Toc5143]Conclusion 
 	Information is the key to success. Having a good understanding of costumer’s needs is vital for any business, but it is also very important to solve problems and issues. 
To sum up, this report had an approach which analysed only in general the aspects of the effectiveness of the marketing information system and how it helped Marriott International to get back on the right track. Moreover, the whole marketing information system did not help the company to redesign its values, but also solved the external problems regarding the terrorist attacks since it was the biggest target in Indonesia in the 2000s. 
 	However, a report which would investigate the whole situation of the terrorist attacks would be interesting to see how the things were analysed and how everything had happened in that time was repaired in order to functionate normal back again without to have the problem of other concerns about the attacks at the address of Marriott. 
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