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Introduction 
As a component of the evaluation for the present module, we have been entrusted with composing a report around the Marketing discipline, with an attention on the Marketing Information Systems. The report will include hypothetical learning just as the manner in which they show up in a specific hotel environment. 
My decision is Hilton, and so as to help my decision, I have various arguments which affirm the possibility that Hilton is one of the most significant associations in the Hotel Industry on the planet. 
So as to address the task's requirements, we will characterize key-ideas, for example, Marketing and its main functions, MISS, their utilization in the Hospitality industry, the effect of MIS within Hilton. 
The point of the present task is to acclimate ourselves with explicit ideas belonging to the Marketing Discipline. 

Literature summary 

The discoveries of the present task have made during University classes, where our tutors and lecturers have given us checked sources and expert writing which we at that point investigated with the aim of writing the present report. In explaining the present task, expert writing sources have been examined just as online articles, applicable to the subject. The data so gathered has been referred to and referenced utilizing the Harvard referencing framework.

Definitions 
In answering the assignment’s requirements, we first need to ensure we have a good understanding of the concepts we will need to apply in a real-life scenario. 
When it comes to the marketing discipline, we need to review more  than 1 definitions in order to get a better idea of what the concept actually is. 
One of the most important definitions given to this discipline belongs to the American Marketing Association. According  to AMA, marketing is “the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large” The definition was approved in 2013. 
Another well-known definition for the concept belongs to Professor Philip Kotler, who was considered the “father” of the modern marketing discipline, as we know it today. According to him, marketing is “Satisfying needs and wants through an exchange process”. 
The same professor Kotler regarded in one of his books that “Customers will only undertake the exchange, if they feel that their needs are being satisfied, clearly the transactional value cannot be more than the amount customers are prepared to pay to satisfy their need.” (Learnmarketing.net, 2019)
Reviewing these definitions in more detail, we can conclude that Marketing is an administration obligation and ought not be left to a particular division or individual. Truth be told everybody that works for or speaks to an organization is in charge of promoting, as their activities contribute towards the organization's notoriety and achievement. 
Marketing activities  require a high degree of coordination, arranging, execution of battles and representatives with the fitting abilities to guarantee advertising achievement. Advertising destinations, objectives and targets must be checked and met, contender procedures broke down, foreseen and surpassed. Through powerful utilization of market and promoting research an organisation ought to have the option to distinguish the necessities and needs of the client and attempt to convey benefits that will upgrade or add to the clients’ way of life, while simultaneously guaranteeing that the fulfillment of these requirements brings about a sound turnover for the organisation. 
Managers allocate important resources to decisions and the decision making process. A fundamental part of basic leadership is the investigation and assessment of data. Opportune data improves basic leadership. Data can be used in the favour or the organisation and can bring numerous benefits to its performance but also characterize issues.
When an issue around the marketing area is identified, efficiently assembling further relevant data helps Marketing professionals manage the circumstance. Marketing data then comes into place. Marketing professionals can utilise internal data coming from the internal reporting system, government and exchange affiliation figures, and preliminaries keep running in test markets, just as other important data sources. Whatever the sources deliberately accumulated data decreases vulnerability and improve the nature of the basic leadership process. (Your Article Library, 2019)
Marketing Information System 
According to the Business Dictionary, a Marketing Information System can be define through the totality of software and hardware facilities analysing, assessing, collecting and organising marketing information from sources in the macro (outside) and micro environment of the organisation (inside). This information is then transformed into data, with the aim of utilising it in business operations such as strategic decision processes, pricing, product improvement and development, distribution, promotional activities, etc. (BusinessDictionary.com, 2019)
In the academic world, a well-known and utilised definition for the concept belongs to the same professor Kotler. His work is extremely important for the Marketing discipline. In his vision, a marketing information system is formed of “people, equipment’s, and procedures to gather, sort, analyze, evaluate, and distribute the needed, timely, and accurate information to marketing decision makers” (Kotler, P., 1997)
Advertising data frameworks (MKIS) are involved in specific business decisions. One of the most broadly dispersed MKIS models separates the marketing choices universe into four separate areas but also make the connections between these spaces. There is little direction on the development of explicit MKIS focused at issues in these areas or to the development of coordinated MKIS that length spaces.( Hess, R.L., et. al, 2004)
MIS must be considered as essential and adaptable, since the showcasing exercises in an organization are interrelated and should be adjusted to evolving situations. Also, a MIS must be formal and transformative (i.e., it must be extraordinarily planned by explicit hierarchical objectives to fulfill the requirements of the promoting administrators over a significant lot of time). At last, a MIS must give a sorted out progression of pertinent data to orientate basic leadership forms. (Marshall,  K.  P. ,1996)
Kotler and Armstrong proposed the use of a 4 components MIS:
1. The internal registration systems
2. The intelligence systems 
3. The research subsystems
4. The analysing systems 

1. The internal subsystem – includes information originated in the organisations’ micro-environment, such as sales records, customer claims, previous sales figures, pricing information, etc. 
2. The intelligence subsystem – information which was generated as a result of the exchanges between the organisation and the market and macro-environment it belongs to. Such information can also be found in specialist magazines and publications but also from the Government statistics. 
3. The research subsystem. Such information is the result of analysis of problems and challenges that occur to similar organisations 
4. The analysis subsystem – information included in this category is the result of information which is used by managers in their decision making processes and is obtained as a result of analysis methods, using both qualitative and quantitative research methods. (Kotler  &  Armstrong,  1991)
In the Hospitality and Tourism industry, the volume of information is perhaps higher than in any other industry. The information collected by organisations will be turned into data. The accuracy of data is therefore vital, as this will influence a number of decisions taken by the organisations and, therefore, the future of them. 
The design of MISs needs to be in accordance with the purpose it will serve. 
Within organisations, MIS supports 3 different levels of decision making:
1. The strategic level – at this stage, decision makers will be concerned with objectives, resources, their origins, the need for policies, organisational structure decisions, etc. A MIS will provide information which will be used in making these decisions. 
2. The control level – at this level of the decision making processes, decision makers will be involved in decisions regarding the resources and how effectively are they used within the organisation 
3. The operational level – at this stage, management will be deciding about the business’ marketing mix. 
The purpose of MISs is to provide relevant and accurate information to decision makers and to enable them to tailor the best possible decisions. 
Advantages of having a MIS In place:
1. Gaining market intelligence, which will be used in gaining competitive advantage
2. Enables the control and planning function within organisations 
3. Provides information to managers and decision makers 
4. Facilitates the decision making processes of the organisations by providing accurate data
5. Promotes  the need for changes 
6. Facilitates strategy implementation 
7. Enables the tailoring of marketing strategies 
Particularities as seen in Hilton 
Hilton Hotels and Resorts is one of the most famous global brands in the hospitality world; being present on the market for over 100 years, Hilton is operating in 85 countries and territories. 
In trying to obtain more information regarding the way they make use of marketing techniques we have discussed in this report, I have researched their website and online articles. 
In an interview for an American publication, CMO Geraldine Calpin, the way the hotel makes use of technology is described, with outlining the importance of a directly managed customer experience for all their guests. The continuous efforts of Hilton to anticipate their guests’ needs before they arise is the key of the marketing strategies implemented by Hilton. 
The use of mobile technology is also mentioned in the article, as well as outlining the importance of technology features in “redefining the guest experience” 
The same Hiton representative says that “The trick is to use these technology tools to find new and better ways we can deliver white-glove treatment [to our guests], like providing advanced check-in, room selection, and keys to the room right on their mobile phones; helping them find local hot spots or relevant activities to enhance their stay; anticipating their service needs in advance to exceed expectations and avoid problems before they happen; and giving them more control and choice when it comes to rooms, amenities, activities, and environment” ((Cmo.com, 2019)
Conclusion 
The present work expected to give an understanding into data frameworks inside the discipline of Marketing . As indicated by Kotler and Armstrong (1991), the promoting data framework is a traditional model for Marketing training similar to the well-known model of the four Ps forming the marketing mix. The usefulness of this module cannot be denied, as it introduced us to the study of the Marketing discipline, which we will need a good understanding of in our future roles in the Hotel Industry. 
Bibliography


· BusinessDictionary.com. (2019). What is marketing information system? definition and meaning. [online] Available at: http://www.businessdictionary.com/definition/marketing-information-system.html [Accessed 25 Jul. 2019]
· Cmo.com. (2019). Hilton Worldwide CMO: Tech Is Key To Superior Guest Experience. [online] Available at: https://www.cmo.com/interviews/articles/2016/8/18/the-cmocom-interview-geraldine-calpin-cmo-hilton-worldwide.html [Accessed 25 Jul. 2019]
· Hess, R.L., Rubin, R.S. and West Jr, L.A., 2004. Geographic information systems as a marketing information system technology. Decision Support Systems, 38(2), pp.197-212
· Kotler, P.(1997). Marketing Management: Analysis, Planning, Implementation, and Control, 9th Edition. Upper Saddle River, N.J.: Prentice Hall
· Kotler, P., & Armstrong, G. (1991). Principles of marketing. Englewood Cliffs, NJ: Prentice-Hall
· Learnmarketing.net. (2019). Marketing Definitions. [online] Available at: https://www.learnmarketing.net/marketing.htm [Accessed 25 Jul. 2019]
· Marshall,  K.  P.  (1996).  Marketing  information  systems:  Create  competitive  advantage  in  the information age. Boston, MA: Boyd & Fraser Publishing Co
· Your Article Library. (2019). Marketing Information System (An Overview). [online] Available at: http://www.yourarticlelibrary.com/marketing/marketing-information-system-an-overview/50866 [Accessed 25 Jul. 2019]
[bookmark: _GoBack]
7

