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Introduction

Continuous and interacting structure of people, equipment and procedures for collecting, sorting, analyzing, evaluating and delivering appropriate, timely and accurate information that is used to make marketing decisions.


MIS is a continuously evolving structure of interacting components: specialists, necessary techniques and procedures.
- Includes regular gathering, sorting, analyzing, evaluating, delivering and using the information needed to make managerial decisions.
- The information should be: appropriate, sufficient, up-to-date, timely, accurate and objective.
- The system should be used as a basis for improving marketing strategic and tactical planning, for successful implementation of and control of plans.

Marketing activity as one of the most important functions in the modern organization should ensure a stable, competitive position of the company on the market, taking into account the state of the external and internal environment. In the process of analyzing, planning, implementing and controlling marketing strategies and tactics, specialists need a variety of information about consumers, competitors and intermediaries, about the company's capabilities and a number of other areas.

The state and the trends in the development of the marketing environment are studied in a complex way through the so- marketing information system. It is an element of company planning - strategic and marketing. Marketing information is collected: with predefined deadlines, spontaneously without any prior planning as a result of an ongoing problem, permanently as a consequence of a permanent study of the internal and external company marketing environment.

Hilton Hotel is one of the biggest names when it comes to service and hospitality industry.

The structure of the marketing information system includes 4 subsystems:

· internal reporting subsystem
· subsystem for collecting current external information
· marketing research subsystem
· subsystem for processing and analyzing information.

Marketing information helps to effectively adapt the company and its potential to the market situation and to the requirements of the target users and to the active impact on them. It is designed to adopt management decisions in general and marketing in particular related to the uncertainty in the behavior of the subjects of the marketing system.


Marketing information allows the company:

· To reduce economic risk
· Maintain and validate long-term competitive advantages
· To monitor the marketing environment and to find new market opportunities in a timely manner to make it profitable

· Coordinate strategies
· Evaluate the effectiveness of marketing activity



Every company receives various information from various external and internal sources. If however this becomes incidental, only in cases where there is an urgent need for data on a particular marketing issue, a number of problems may arise:

· The results of previous studies may be stored in an inconvenient type
· Not to mention some insignificant but important business changes in the actions of competitors, in consumer behavior, in other relative factors of the environment
· Information is unsystematic and makes use of it difficult to make decisions
· Missing important data for individual periods and / or marketers
· Make it difficult to conduct new marketing research
· To lack a well-founded basis for monitoring and monitoring the implementation of marketing strategies and plans
· The actions of the company should be limited to reacting to events that have already occurred not to their anticipation.


Similar errors can be avoided if a company builds and maintains a permanently functioning integrated information process that serves marketing management. The construction of a marketing information system requires considerable financial resources, including:

· Systematic and targeted collection of information
· A wide range of information, possibility to prevent crises in the company's activity
· Coordination of marketing plans
· Facilitating marketing analyzes
· Argumentation and recommendations



Discussion/Evaluation and Critical Analysis:

According to the marketing concept, if the consumer is left to decide on his own, he would buy less of the goods and services offered to him by the enterprise, but if appropriate trade techniques and events are implemented, the planned volume of sales will be realized.
The sales concept has been successfully applied to goods with passive demand (insurances, encyclopaedias, etc.).

MIS for communication:
Like any organization, Hilton achieves its goals with the help of communication. It is a necessary process for the organization, employees and groups, for internal and external environment, because it creates, transmits, accepts and uses mutually beneficial information that makes it possible to plan, organize, control, motivate and lead processes and people in the organization. Very important is creation, transmission, acceptance and to use the information in the right way.
[bookmark: _GoBack]MIS for information gathering:
There’s a huge amount of information out there, and it would make sense to gather as much of it as possible, so that you could put together the information, incorporate appropriate elements into your design, and get new ideas based on what’s already been done. Gathering and using others’ ideas doesn’t mean that you can’t use your own or come up with something new. New ideas tend to come out of what others have attempted.




It is used by a number of manufacturing and commercial companies, as well as by organizations in the sphere of non-commercial activity (sports organizations, political organizations, etc.).
The conditions for its application are:
· A major goal of the company is reaching a certain volume of sales
· Тhis goal can only be achieved through a certain impact on consumers (different sales incentives)
· There are enough potential users



The marketing complex combines all the events and tools that can lead to active marketing activities in the company.

This concept was first introduced in 1940 by Professor Neil Barden of Harvard University. According to him, organizations can use 12 basic elements to develop their marketing programs by combining them differently, depending on the specific conditions. The combination of individual elements is called a marketing mix.

There are different types of search, each requiring the execution of different marketing tasks

Traditional understanding of competition involves direct competitors on the market, that is, those "companies selling similar products or substitute products in the same geographic environment".

According to classical economic theory, there are four possible competitive structures:
1. Monopoly
2. Oligopoly
3. Monopolistic competition
4. Pure competition.


The aim at this stage is to derive meaningful results from the data obtained in order to outline the overall picture of the research problem. Therefore, the information gathered is processed and put in an appropriate form for analysis and evaluation. 






Conclusion

In conclusion, the marketing plan should provide you with long-term and short-term goals, as well as a strategy to achieve these goals. It is important to spend as much time as you need to develop the marketing plan. This process can to a certain extent be compared with raising a child. It will be successful only if he is given enough time and attention.

As a company, it is important for you to be distinguished. Strategy is needed. And it should not only cover the question of how you will stand out from the competition. This is a long and well-thought process that starts with your marketing plan.
The conclusions and recommendations made as a result of the study are presented in the form of a final report and presented to the management of the company.

Important:
Rapid population growth, technological change and migration the unprecedented economic growth of the 20th century has created a number of problems for the new century, including: rising population, poverty, depletion of natural resources, urbanization, ecosystems, climate change, migration, and so on. Scientists warn that if economic growth continues at a rapid pace, limited environmental resources will be exhausted within the next 100 years.

Marketing specialists should study the factors influencing consumer behavior, explore the purchasing decision process, and monitor consumer attitudes towards the organization's activities.

Against the backdrop of this dynamic environment, some companies have developed marketing information systems that provide managers with amazing details about the buyer's desires, preferences and behavior.
Marketing managers choose marketing intelligence by reading books, newspapers, and commercial publications; talking to consumers, suppliers and distributors; by checking the internet sources; by saving with managers of other companies.
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