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Marketing essentials
The importance of marketing
Introduction 
‘Marketing represents the activity, a set of institutions  and processes for creating, communicating, delivering and exchanging offerings that value for customers, clients, partners and society at large.’
(American Marketing Association, 2007 )
‘Every textbook on marketing should be based upon services with a couple of chapters at the end on the ‘special case of goods’
( Bateson , 1995 vii )


Tourism and marketing should contains the activities of persons travelling to and staying in places outside their usual environment for not more than one consecutive year for leisure, family, business and other purposes .
In trying to define hospitality and tourism it is useful to follow the basic classification system used in nearly all countries where measurements exists or they are implemented.
This system is discussed in detail in most texts and it is based on three overall categories of visitors demand with which any country is concerned; each is a different sector of the total market.
Understanding hospitality and tourism is a primary responsibility of the UN World Tourism Organization ( UNWTO ) , which undertook a major review of its definitions at an international conference on travel and tourism statistics where so many definitions were gathered in one.

International tourism

Visitors who travel to and stay in other countries than their normal country of residence for less than a year are described as international tourists. They are usually treated by governments as the most important market sector of tourism because, compared with domestic tourists, they stay longer at the destination, use more expensive transport and accommodation, and bring in foreign currency which contributes to a  destination country’s international balance of payments.




Table 1.1 
Recorded tourist arrivals , 1950 – 2020

	Year 
	International arrivals ( millions )
	Index of growth for each decade

	1950
	25.3
	-

	1960
	69.3
	274

	1970
	165.8
	239

	1980
	275.9
	173

	1990
	436.1
	160

	2000
	683.3
	150

	2005
	803.4
	-

	2010a
	1000.0
	146

	2020a
	1600.0
	160



Notes : these are arrivals as supplied by governments over the years to UNWTO, plus projections at 2008. Although their accuracy cannot be assured, they provide indicators that they are widely used around the world.
Source : UNWTO Market Trends (2008).
a – projected figure 

Table 1.2
Changes in UWTO world regional shares of international tourism arrivals, 1950- 2020

	Year 
	Europe 
	Americas
	Asia Pacific

	1950
	66
	30
	0.8

	1960
	73
	24
	1.0

	1970
	71
	23
	3.0

	1980
	66
	21
	7.0

	1990
	62
	20
	13

	2000
	59
	20
	16

	2010
	52
	19
	21

	2020
	46
	18
	27
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Figure 1.1  The five main sectors in travel and tourism 
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From figure 1.1 it is obvious that what has traditionally and conveniently been called and industry comprises the products or outputs of several different industry sectors as these are conventionally defined and measured in the standardized industrial classification adopted by most countries.




Marketing information system for Hilton Hotels and Resorts

The promotingdata systemmay be acontinued and interacting system of individuals, equipment’s, and procedures to collect, sort, analyse, evaluate, and distribute the pertinent, timely, and correctinfoto be used by promoting decision-makers to boost their promotingdesigning, implementation, and management.’ Philip Kotler providesvarious definition, such as: ‘A promotingdata system (MIS) consists of individuals, equipment’s, and procedures to collect, sort, analyse, evaluate, and distribute the required, timely, and correctinfo to promotingcallmanufacturers.’
MIS is formed of components, subparts or subsystems thatarereferred to as the parts. Typically, in keeping with Kotler, a promotingdata system consists of 4reticulatedparts – Internal Reports (Records) System, research System, promoting Intelligence System, and promotingcallnetwork.
MIS is made of parts, subparts or subsystems which are called the components. Typically, according to Kotler, a marketing information system consists of four interrelated components – Internal Reports (Records) System, Marketing Research System, Marketing Intelligence System, and Marketing Decision Support System.
[image: ]

In this assignment we will analyse a powerful and known hotel : Hilton hotel.
Information systems had become one in allthe foremostvitalsuggests thatutilized inpromoting, it'sthe foremost effective tool in promoting through serving to in higher cognitive processmoreover as determination all promotingissues.(Pride, 1989).
The success of promoting / selling administration in designing and distinguishing marketing opportunities is predicatedextremely on the provision of internal and external info. Therefore, each organization should organize and distribute the flow of knowledge for promoting managers and study thathas tooffer them with the required information (Wober, 2006).


Hilton Hotels implements these specific data systems and innovation technologies so asto enhance their business operations.

Transaction process System(TPS):

This systemis formedto gather and organize operational knowledge of Hilton London Paddington’s activities (1990). for instance, a typical banking operation by the edifice involves transferring $500 from the account of their consumer to the hotel’s bank account. this mightlook likeone operation to the edifice, howeverreally this dealings consists of 2 steps: debiting the shoppers account by $500, and crediting the hotel’s bank account by $500. If the debit operation succeeded and also the credit didn't, then the $500 would disappear.

Management Support Systems:

This system goes on the far sideunidirectionaldisplaysand sharing of applications to alter a centred exchange of concepts over the net or an computer network. Researches have established that electronic group actionis readyto come up witha lot of and higherconcepts (1995). this is oftencaused by the mixture of parallel plan generation and also the utilization of focus cluster discussions and tools for the organization of concepts. Therefore, decision-making is finished with a better degree of agreement and a betterchance of implementation success.

Hotel Automation System:

The edifice Automation System of Hilton London Paddington provides the incorporation of vitaledifice documents of all sorts through the combination of pictures into the Automation System (1993). The System embody applications likedata processing, database, and mail, all of thatsquare measureable to access image documents.


The  America Marketing Association (2008) defines marketing as functions and processes withinan organisation for generating, communicating, and conveying value to customers. It alsoinvolves managing the relationship between the organisation and customers in such a way that itbenefits the organisation (Tan et al., 2009). Thus, marketing is a customer oriented approach to
doing business. In consequence, the most objective of promoting is to get and retaincustomers through satisfying their needs. 

The chances of a company being successful in the service industry are limited as the scope of the market increases. Market segmentation increases specialisation of the company as per the customer needs to ensure a high level of customer satisfaction (Enz, 2009). 
Hilton Hotels in the UK serve the high end of the market with its products and services depicting high class status and hence expensive. The ability of the company to concentrate on the high end market has boosted its competitiveness as the company successfully meets customer needs in terms of 
quality and class (Enz, 2009).

From the analysis of the selling strategy adopted by Hilton edifice, it's evident that the edifice isa success and most of its approach to marketing has earned it a competitive edge in the UKmarket. However, there are various improvements that can be initiated in the current status of thehotel so that it cannot only increase the scope of the customer base, but also enhance on itscompetitiveness and marketing segmentation.
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Figure 1: Components of Markeling Information System





