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The purpose of this assignment is to provide an analysis of the Marketing Information System and its use within the hospitality industry. For the scientific purpose the first part of this assignment will focus on the history, classification of the marketing orientation, the use of the marketing mix and its 4P elements (product, place, promotion, price). Second part will focus on a case-subject analysis of the use of the marketing information system within Hilton Hotels detailing the information gathering system and communication system.
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In some ways the marketing method has been in use within the human society for all times, yet the concept of marketing system as we know it now, has started to be used beginning with the sixteenth century. 
As the Chartered Institute of Marketing (CIM) it defines,  ‘'Marketing is the management process responsible for identifying, anticipating and satisfying customer needs profitably'' simply put, the concept of marketing can be described as the bundle of actions taken by businesses to identify customer desires and needs, to develop a relationship with the consumers followed in order by the commercial process of sales to gain profit. 
Applying the marketing system, a business do not just invest its efforts on the sales process and advertising it’s also putting its efforts on identifying, discovering and uphold the consumer commercial needs, to turn the information gathered into new services and good quality products for the consumer and to exceed their trust and confidence.
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Initially businesses have used the production orientation, where companies have used as a focal point, the manufacturing process. Next phase is the product orientation where companies do not only pay particular attention to the production but at the same time to the quantity and quality. Then businesses moved forward to the sales orientation in where the marketing techniques of sales are built on the product characteristics and not on the consumers benefits from the product use. Therefore, based on the evolution of the market, the businesses have moved forward to the marketing orientation, in where the needs and wants of the consumers are satisfied through the delivery of a high-value product. Following the changes into the needs and interests of the cunsumers, a new marketing orientation is starting to be in use, identified as the ethical(social) marketing, businesses  start to pay and invest their attention and interest into the environmental causes and problems and invest in sustainable development by looking after the communities and the well-being of the society in where they run commercial activities.
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Between the P4’s mix, the product element can be identified as a tangible good or a service what requires to follow a product life cycle. The second element from the marketing mix is the place element, what is describing how the product will be delivered to the customer and answer to the question ,,WHERE?’’. Promotion is the third element within the marketing mix and it’s describing the communication aspect of the entire marketing function. The price element is the representation of the actual cost the end user(consumer) is expected to invest in a product. The end cost of a product it will affect directly how good or bad it will sell.
[bookmark: _Toc3039628]Marketing Information System within the Hospitality industry
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The marketing information system is the process what puts the consumers and the satisfaction of their needs at the centre of any business. The marketing information system concept is based on the ‘’right’’ principle. ‘’Marketing Information System (MIS) is a set of procedures and methods designed to generate, analyse, disseminate, and store anticipated marketing decision information on a regular, continuous basis’’ Hakhu (2013). 
Marketing information System is important to plan and develop future commercial strategies. No organization can develop commercial strategies without information. Businesses uses the marketing information system to develop marketing strategies that not only satisfy the needs of the market and of the consumers but also to accomplish the growing goals of the business. 
According to Knuckles (1987) and Fleisher (2008), the extended abilities of the MIS can range from collecting to provide data to the decision-makers, enabling the capability to perform simple analysis of the internal or external data, providing sophisticated data analyse to aid the decision-making process.
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The purpose of this case study is to examine the marketing information system process within Hilton Hotels. 
Hilton Hotel is the second biggest business within the hotel industry. It has been funded by Conrad Hilton. Hilton Hotels runs several franchised and non-franchised hotels, with over 4,000 hotels and 70,000 rooms, plus more than 100,000 workers worldwide.
Hilton Hotels mainly sells accommodation, food & beverages and events & conference services to corporate and private clients.
The business journals identify Marketing Information System as ‘’a system that analyse and assesses marketing information, gathered continuously from sources inside and outside an organization. (Pride. 1989).
[bookmark: _GoBack]To manage, develop and provide marketing, guest satisfaction and services for their customers, Hilton Hotels uses a property-management system, Hilton OnQ, that its sole purpose is to manage daily activities necessary in a hotel’s operation and to collect and comply data information about the business and its consumers.
Hilton OnQ provides the customer with the opportunity to have a one-stop shopping experience and the use of an integrated solution system that allows the company to provide fast and high-level customer service on demand. With the addition of the CRM (Customer Relationship Management) system or how Hilton Hotels likes to call its own CRM (Customer Really Matter) system, the company can use the technology to gather all the relevant information and data about their customer. CRM has added a new point of view to the high-level of services provided, and it allows Hilton to grow a closer relationship with all their customers during their interactions with the Hilton brands hotels.
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Few of the solutions used by Hilton Hotels to collect data for the marketing information system and to construct the perfect customer services are:
· Using the call centers work to maximize efficiency and develop the CRM concept – Hilton wants to maximize efficiency of their CRM within the OnQ system, so they use the reservation process  to collect more data about their customers preferences.
· Best Guest Arrival Report –This report it helps the company properties because it can deliver a list based on ranks and importance of all the expected guests, included VIP ones, that has a profile on OnQ and it can provides relevant information from their customer account in a type-form format.
· The Satisfaction and Loyalty Tracking (SALT) – SALT is a survey that the guests can complete after their departure.  The survey is an important tool because it assesses whether the property upholds to the Hilton Hotels standards or there are needed improvements
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Hilton uses MIS for communication in their core-information centres, marketing, distribution, back-office, food and beverage control. 
Data collected provides forecasts on expected guest arrivals, departures and number of rooms sold for the day. Information collected and provided by the hotel reservation system is an important tool of the marketing information system. It’s also measures performance of the properties and company as a whole. All this data can help the decision-makers to act based on relevant information
Implementing the MIS and its communication system allows Hilton Hotels to supervise and control the external and internal decisions by using a single integrated management system. An comprehensive Marketing Information System is a very powerful tool for development and creation within the hospitality industry. (Fjermestad, 2001).
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The presented report allows a reading about the implementation of the comprehensive approach to the development of the marketing information system input into the hospitality industry by analysing its use within the Hilton Hotels business strategy.
The first part of the report is based on the definition and classification of the marketing orientations followed by an explanation of the marketing mix and its use. The second part is a study case and analysis of the Marketing information System use by the Hilton Hotels. 
The final part is formed of conclusions and references.
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