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  Introduction
In this essay Hotel Hilton and resorts of UK are taken for better understanding of the essay. Hotel Hilton is one of the largest branded hotels of the world. The hotel has their properties in different territories and countries of the world in which there are almost 14 hotels in central London, UK (Asseraf, Lages & Shoham, (2018, June). This essay will lay emphasis on marketing information system use by Hotel Hilton along with their components. The essay will also be describing about effectiveness of Hotel Hilton by using marketing information system. The essay will highlight the reasons for effective use of marketing information system in Hotel Hilton.
Main Body
Marketing information system designed to provide support to decision making regarding marketing. This system gathers, stores, analyse marketing data and distributes it to managers as per their need on regular basis (Kilenthong, Hultman &Hills, 2016). The marketing information system use by Hotel Hilton in UK deals with interaction of structure which mainly includes equipment, procedure and people in order to sort, evaluate, gather distribute and analyse in accurate and timely manner for the use of marketing decision makers of the Hilton Hotel to improve their planning of marketing as well as implementation and control. The marketing information system provides many information related to marketing to Hotel Hilton marketing managers (Hanson & Yuan 2018).
The role of marketing information system for Hotel Hilton is to provide information which is required by managers of marketing which will help them in decision making. There are four components of marketing information system as a marketing tool, communication and information gathering (Toscani, Tosin & Zanella, 2018). They are internal record, marketing intelligence, marketing research and marketing decision support system.
Internal record is first component of marketing information system. The managers of Hotel Hilton and resorts gets huge amount of information from their internal records. The information about cost inventories, sales, cash flow, account payable and account receivers are analysed by Hilton marketing managers for getting current information (Altstiel, Grow & Jennings, 2018). Also, the hotel is able to access fast and reliable information by using internal records of Hilton. The managers can make efficient and quick decisions for marketing by proper analysing of these records.
Second component is marketing intelligence which is used by Hotel Hilton. The hotel collects and gather relevant information from some external sources. The information gathered are generally in respect of changing condition and marketing current environment. The hotel collects information from trade journals, magazines, commercial press, etc (Toscani, Tosin & Zanella, 2018). Also, the marketers of Hotel Hilton collect information about current market trends for enhancing their growth in the industry of hospitality. Then, the managers decision making, and formulation of policies are analysed after proper collection of information from external sources in Hotel Hilton and resorts.
The third component of marketing information system is marketing research. This research is executed to solve the numerous marketing problem of hotel like Hilton. The data of problem is collected first and then analysed properly. After that conclusion of the problem is drawn from the research (Parekh, Kapupara & Shah, 2016). The researchers oh Hotel Hilton after using this marketing tool provide recommendation for solving the problem of marketing. Therefore, Hilton is able to make effective and efficient decision making and lead to growth of Hilton Hotel in hospitality industry and to attain a competitive advantage it is necessary for hotels like Hilton to solve their problems by executing a marketing research. (Altstiel, Grow & Jennings, 2018).
The last component is marketing decision support system. This tool is mostly adopted by the Hotel Hilton managers for effective decision-making regarding marketing of their hotel. They analyse the data which is relevant for marketing through a computer software program. This software enables the hotel to make quick and better decision (Wu, Chiang & Chang, 2018). The marketing managers of Hotel Hilton uses this software for market segmentation, budget for advertisements also in price fixing.
The marketing information system is important for the Hotel Hilton and resorts for gathering and collecting relevant information which can use by them in their quick and efficient decision making (Kubacki, Dietrich & Rundle-Thiele, 2017). By marketing information system, the Hilton is able to get proper and appropriate trends of market. The market information system is also important for Hotel Hilton and resorts for attaining growth and to attain profitability by using limited resource and expenditure. The hotel is also gaining competitive advantage against other rivalry hotels of London (Toscani, Tosin & Zanella, 2018).
By the help of marketing information system, the hotel is able to manage profile of customers which needs to be maintained for analysing habbit and spending pattern of the guest arrive at Hotel Hilton. The information regarding sales is also measured and analysed properly with the help of marketing information system. The managers of marketing able to make quick and appropriate decisions by using marketing information system in Hotel Hilton and resorts (Hanson & Ynan, 2018). The Hotel Hilton is attaining effectiveness by getting proper update of market trends and make decision regarding marketing in that way to attract a greater number of customers and to increase their profitability. The managers of Hilton enable to share information with other members in order to work virtually together which reflects synergy in Hotel and saves time of members of Hotel Hilton (Wu, Chiang & Chang,2018). The Hotel gathers information from internal and external source and make decision after drawing conclusion from the research. This enable Hotel Hilton to attain effectiveness in decision making and also, they are making appropriate decisions which enable Hotel Hilton to attain growth and profitability. The hotel also analyses buying behaviour and priorities of guests arrive at Hilton and also, ask them about trends which entails a strong communication between them. Therefore, by analysing buying pattern of guest Hotel achieve effectiveness by making their decisions regarding trends. Also, the communication flow between hotel managers and guests enhances their relationship.
The marketing plan of Hotel Hilton and resorts is formulated on the basis on marketing information system which reflects high level of accuracy and it saves time of planners which they used to waste in checking accuracy and reliability of data (Asseraf, Lages & Shoham, 2018, June). Therefore, the marketing information system reduces workload of planners and managers oh hotel Hilton. Data used by marketing information system can be kept for several time period is the greatest effectiveness of using this system in Hilton. The hotel saves their data for huge period and analyse the data whenever needed by marketers (Wu, Chiang & Chang, 2018). The marketing information system uses less space in keeping huge data and thus reflects effectiveness and efficiency working of managers of hotel Hilton.
Yes, from the study of growth attaining at hotel Hilton it has been analysed that hotel is attaining effectiveness by using marketing information system, communication and information gathering (Jeffery & Mishra, 2017). Following are the reason for which hotel Hilton is attaining effectiveness by using market information system. The hotel is achieving reputation among their guests and rest of the world because of market information system. As the hotel keeps in consideration of customer’s dislikes, likes, buying pattern, market trends for achieving effectiveness and competitive advantage in hospitality industry (Kubacki, Dietrich & Rundle-Thiele, 2017). Also, the hotel gathers information from both internal and external source which reflects their eagerness to attain growth and increase profitability by marketing according to the conclusion which is drawn by the managers of hotel Hilton.
Conclusion
[bookmark: _GoBack]This essay was all about marketing strategies and all the discussion was in correspondence with marketing information system. The essay was covered all the implication of task ascertained for marketing in the hotel Hilton and resorts. This essay begins with explaining marketing information system and their usage in the hotel Hilton, London. Also, this essay was explained about components of marketing information system where there were four components elaborated. After this, effectiveness of the hotel Hilton after usage of marketing information system in their business was discussed. In this, it has been observed that hotel Hilton is gaining profitability and also attaining competitive advantage by using these marketing information systems. At last, the essay was all about reason for effectiveness in hotel Hilton by use of marketing information system.
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