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Introduction

A Marketing Information System (MIS) brings together the spread data into a collective information body. An MIS is more than just information and raw data, which is used for making decisions. It is also involved in the provision of methods for the interpretation of the information which is provided by MIS. Furthermore, according to Kotler’s definition, MIS is much more than a system of collecting data or a system of information technology. He stated that it is an interacting and continuing structure of procedures, equipment, and people, so that accurate information could be distributed, evaluated, analyzed, sorted and gathered by the people who make marketing decisions for improving their control, implementation and marketing planning (Kotler &Armstrong, 2010). Therefore, there are four major components of MIS:
Internal Reporting System: the internal records, which are important for making marketing decisions, such as sales invoices, stockholdings, or orders received, are able to generate significant information. Thus, an internal control system compares this information to generate an acceptable result, for example, comparing invoices and orders received to provide the customer service, which is of an acceptable level.
Marketing Research System: marketing research is the search for information in order to solve a marketing problem or monitor the environment of marketing, such as the distributors or the consumer. Thus, a marketing research system fulfills the above-mentioned purposes of a company. 
Marketing Intelligence Systems: marketing intelligence is not focused on marketing research. A marketing intelligence system is a collection of sources of data and procedures, which are used by the marketing managers so that the environment information can be used in making decisions. 
Marketing Models: there is a need for interpretation of information, for giving the decisions a direction. Thus, the marketing models are used for this purpose, and the basic types of marketing models which are used can be financial, econometric, statistical, and mathematical models (Kotler & Armstrong, 2010). 
The marketing information systems are also used in the tourism and hospitality industry, and they are mainly used as an internal system to maintain internal records. The MIS is most common in hotels and plays a crucial role there, such as they are used in making policies, in overall operations of the hotels, and in management, marketing, and planning of hotels. Hilton Hotels are a great example of using marketing information systems. These hotels use MIS and stand as a forward thinker and a leader of the hospitality industry globally. Today they welcome customers who are from more countries than any other brand of hotel, with operating in 76 countries and having 530 resorts and hotels across the continents. In addition to this, it organizes large business events and Hollywood award galas, which had made it a well-known hotel brand. 

Discussion
Like all other hotels, maintaining an internal reporting system for gathering information is also very important for Hilton hotels to maintain internal records. For this, they use the MIS as a system for processing transactions, which organizes and collects the data of activities done by Hilton Hotels. The major objectives of this system are to help in providing services which are enhanced and increased, to increase the efficiency of labor, to produce reports and documents on time, to ensure the integrity and accuracy of information and data, and to process the data obtained by transactions. In addition to this, the system has the following functions: data collection; by gathering and capturing data for the completion of transactions by the help of an automated process, data manipulation; transformation and calculation of data for making transactions and storing information in the database of the organization, data storage; placement of information and data of transactions into the database, and data production; outputting process of reports and records (Ismaeel, 2015).
Therefore, this system is used by the managers in the external transactions when the events of the business take place outside the organization, in economic events that take place within the organization, and to record the transactions taking place internally, for making decisions. This system also provides several benefits to the organization and is very effective, because it keeps the database stable in case of any problem of network failure or workstation event, it hides the data by the help of reading Committed Isolation Level, it recovers immediately from any system failure to a known state which prevents the data loss of the company, such as customer reservations, and it also recovers from server crashes, such as unsuccessful or failed transactions, by returning the index files and tables to a state which is known (Ismaeel, 2015).
Additionally, this component of the system is also effective because it helps in providing service which is enhanced and increased, for example providing fast services and a variety of services to the customers, it helps in maintaining the loyalty of the customers, such as by web-based information processing, automated telephone answering, information reporting on a timely basis, and accessing customer accounts easily. Moreover, the system helps in obtaining competitive advantage which can be a long term benefit for the company, it processes the data generated through transaction, so that a variety of documents could be stored and produced, it ensures data integrity and accuracy as data is immediately stored in the database without any errors and it operates several operations at once (Hanif et al., 2014).
In addition to information gatherings and processing transactions, the marketing system is also used for communication and marketing. The MIS in the Hilton Hotels indicates about the flow of things and immediately informs if the performance is unsuccessful in meeting the plans. This is because the system allows the organization to act more efficiently to the plans and strategies. For example, the promotion and advertising strategies are well defined and incorporated into the information system, which allows the organization to make sure it is working according to the plans and enhancing customer satisfaction. Customer satisfaction is the utmost priority of the organization, and customers are observed for fulfilling future requirements by the help of this system (Gilbert, Powell-Perry & Widijoso, 1999).
Moreover, the system also allows marketing research with the help of digital surveying, which is a tool for marketing research in which consumers are asked questions within a virtual environment. These digital surveys can also be called online questionnaires and are a type of a research method on an online platform. The benefits of online or digital surveying to the Hilton hotels is that they have increased flexibility when displaying questions because the questions can be either in the form of submenus, help screens, pop-up menus, pull-down menus or checkboxes. Moreover, this allows the organization to obtain response from thousands of people around the world who have visited the hotels, it requires low costs and are comparatively cheaper than printing materials or paper, all the data is collected at one place (a central database) which allows the organization to analyze the data in less time and the organization can easily correct the errors, since the questions are online and there is no problem of redistribution or recreating as everything is stored in the MIS  (Gilbert, Powell-Perry & Widijoso, 1999).
This way a large amount of consumer information is stored in the database of the system, and it can also be used to communicate to the hotel packages or availability of reservations to the consumers. Moreover, the marketing intelligence system in the MIS of the hotel's analyses gathers, and distributes the information obtained from the marketing research. This information contains insights about competitors, customers, the service provided by the hotels, and the environmental aspects that are needed by the managers for support in making marketing decisions for the organization. The effectiveness of this component within the system is that it enhances the organization’s exposure and improves the research of the organization; it increases the speed of information dispensation and allows the managers to relate the internal and external information of the company (Cooper, 1999).
Also, it helps in getting better exterior and interior communication between co-workers and social groups within several departments of the company and specifically the sales and marketing department and makes communication faster, volatile, cheap, integral and easier, which reduces conflicts between the staff and the managers of the hotels. In addition to this, it provides justifications for making decisions in the information of purposes and information that facilitates the organization and its customers. This is the core benefit which helps in the marketing plan of the organization and influences the marketing planning of the company, services, and execution process (Hanif et al., 2014).
Conclusion

From the above analysis it is concluded that the company uses its Marketing Information System mainly for processing transactions and collecting information from the transactions, for marketing research by gathering information through surveys and collecting it in the database, evaluating whether the promotional or advertising strategies are able to work according to the marketing plans and ensuring customer satisfaction, using marketing intelligence as a way to analyze marketing research, and improving the communication between the departments of the organization to facilitate it and its customers. Thus, the marketing information system of the company is effective as it helps in obtaining a competitive advantage, obtaining customer satisfaction, ensuring data accuracy and data integrity, and efficiently documenting and reporting information in the database. 
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