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Introduction:
      Definition of Marketing Information System:
Marketing Information System(MIS) is composed from people, equipment and procedure to gather, sort, analyse, evaluate and distribute the needed, timely, and accurate information to marketing decision makers.
        Components of MIS:
             Internal Records - These records include the needed data to acquire information related to the measurement of the current performance in sales, costs, storage, cash flow, debts and credits (Ismaeel, 2015:45)
             Marketing Intelligence - The company uses the means of administration to see and know recent circumstances from inside and outside.
              Marketing Research - Data collection and analysis to determine the problems as well as opportunities and threats facing the hotels - sample of the study. (Ismaeel.M.A.B, 2015:45)
              Marketing Decision Support - Systems explaining information in order to make marketing decisions as those systems allow decision makers to connect directly to the database consisting of computers and communication networks. (Ismaeel, 2015:45)
 The case study for this report will be McDonald’s which uses MIS and it’s components in a unique manner in order to comply with the customer’s needs on a global scale, sustaining a very large international food chain with millions of employees and thousands of stores around the globe.
         Discussion/Evaluation and Critical Analysis of MDonald:
     McDonald`s uses MIS and its components as follows:
               Internal Records - In McDonald`s internal records consists of a good database containing all the required information in regards to the stores performance like sales and other management factors and as well information including  hiring, training and motivating employees for an fluid and professional environment.

McDonalds is a company that requires effective internal communication. This company has built up an internal communication culture that promotes, develops and places trust in employees. The company adopts multi-channel communication methods (to ensure that all messages are distributed to staff). These methods include the use of printing, online training and other forms of technology such as videoconferencing. In order to improve communication with employees, McDonalds in partnership with Summersault has published two employee magazines designed to delight, inform and inspire the company's employees.( www.thehrdirector.com)

McDonald’s clients are the people that visits its restaurants, the one’s which check their websites and uses mobile apps in such a matter in which the company to communicate with them.
McDonald’s can collect data as follows:
· IP address
· User’s Date and hour of accessing restaurant’s internet
· The name and URL address of the files accessed while accessing online services
· Mobile device and its settings
-     Unique device identifier or mobile equipment identifier for mobiles device 
  -     Device and component serial numbers
  -     Advertising identifiers (IDFAs and IFAs)
  -     Referring website or application
            McDonald`s does not collect personal information from children under the 13 years of age,only if the child is in a specific activity, and so this information is collected only if the parent, the tutor first provides a written consent to the specific activity.
The company can as well access shared information from other companies or organisations, including public databases, social media platform or third party partners as marketing data providers.
McDonald`s uses the collected data from its customers for the following purposes:
       - Accomplish client needs or to produce the orders 
       - Communicate with the client in regards to orders, purchases, account details, questions or orders
      - Offers assistance for the client
      - Improve its services
      - Inform clients about products, services, competitions, promotions or special events
      - To manage your business, including developing new products and services
      - Evaluate sales efficiency, marketing, and advertising

As well, McDonald’s collects data from customers through a wireless system in restaurant, gathering information about customer needs and what the customer wants from McDonald`s this is made usually though surveys . As well McDonald’s database gathers data by using games such as monopoly to find users emails and be able to send adverting towards its customers. Other method it’s by using its McCafé loyalty club card which gives multiple discounts to loyal customers.
Through this system, McDonald`s achieves a high level of customer satisfaction.
McDonald`s relies heavily on personal interactions with customers. For example: in Beijing every day, one or two public relations employees from each work point are available to answer customer questions.
Only with the customer's consent, McDonald's may use the information collected to:msend emails or text messages about products, McDonald’s services, offers or to provide location-based services.
McDonald's can share customer information with the McDonald's family including McDonald's Corporation, its subsidiaries, subsidiaries and franchises.
McDonald's components are not authorized to use or distribute the customers information except to its suppliers providing services but neither these providers are allowed to use or disseminate the information except for the purpose of providing services on behalf of the company.
McDonald's has the right to share personal information as necessary: ​​to comply with any law, regulation or legal requirement to protect online services and technology in the restaurant, protect the rights, protect the organization, employees, franchises and public members.
                Marketing Intelligence - The most important problem in a company is the competitive environment. In order for the company to overcome the challenges it faces with regard to competing attacks, the company must collect continuous data about competitors, they need to realize their strategy, their strengths and weaknesses, their goals, tactics and reaction patterns.

McDonald’s uses a unique method in of marketing strategy which can be categorised through using of demographic, geographic and psychographic variables.
McDonald’s focuses its attention on studying the zones in which its franchises operates, analysing information such as zone characteristics, consumer age based studies and activities based data in order to predict consumption habits, growth or future client requirements, modifying its products in accordance with their constant changing needs.
By using franchises, the company assures a low infrastructure cost improving profitability.
McDonald’s has increased its profits by creating McCafé franchises, an alternative and new organized spaces designed to accommodate young individuals and groups of individuals for recreational purpose usually located in town centres for a maximum use and because of their geographic related strategy.
In the same time McDonald’s regularly changes its products improving its value while keeping a good eye on customer preferences.
While McDonald's focuses more on dissociated menus having a value based position strategy, changing menu by location and customer, did not give too much attention for  vegetarians needs while in contrast, KFC, a fearsome competitor for McDonald's, having a  product based strategy focuses only on chicken but has a more complex vegetarian menu and is looking even to incorporate plant-based chicken alternatives for its vegetarian customers while McDonald’s is trying alternative desserts to diminish the losses.
Over time, McDonald's has moved up the ladder of fast-food markets through economies of scale in research, development and promotion, but also through learning, knowledge and experience in terms of the production processes and the processes through which the company manages its franchises. To have affordable prices and offers for all consumers, McDonalds uses the following approach methods:
        -Selecting price objectives
        -Determining demand
        -Estimating costs
        -Analysing competitors costs, price and offers
-Selecting a pricing effort
-Selecting the final price

             Marketing research - The reason for McDonald's success is the excellent market research that McDonald's felt the need for, to involve local culture and not to isolate any particular section of society .By identifying all the consumers’ needs regardless of their culture they successfully settled through the communities and the idea of the McDonald’s being just an American company has been abolished.
The market study has always allowed the company to identify with the various consumer behaviours that can be used to understand the individual consumer personalities as their lifestyle allows them. From this social study of consumer behaviour, McDonald's marketing focused on the young and family markets on the most receptive markets. Segmenting the market into a competitive advantage has allowed the company to gain a strategic position on the market, capturing children and parents as consumers. The company works to meet the needs of consumers. Parents visit restaurants to make sure that children enjoy the best services, well-supervised playgrounds and quality food. General consumers benefit from quality and fast services to save time, and young people find quality and accessible menus at affordable prices, internet access and fun with friends.

Conclusion:
As a conclusion, it is considered that this mix between using franchises, keeping a high value based products while having a variety of alternating menus and recreational spaces based of the demographic, geographic and psychographic variables proved to be critical factors for McDonald’s success. The marketing intelligence adopted not only attracts more public than most of the other top companies but keeps a constant progress in order to maintain the leading position on the market, shaping its content and products by consumer needs and strikes to be one step ahead the competitors.
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