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Digital Transformation in Hospitality and Tourism 
Abstract
This research paper aims to analyse digitalisation’s effects, particularly in using Artificial Intelligence (AI), on the hotel and hospitality industry, concentrating on Marriott Hotels. It emphasises how innovations such as chatbots and predictive analytics improve business functions and provide a tailored experience for people that the current environment requires due to COVID-19. The paper discusses previous studies on using AI and its potential in customer relations, business and organisational management, and sustainability. This research study suggests a prospective future policy that the hotel and hospitality industries require a sophisticated AI tools and technology solutions to manage digital transformation concerns and provide an improved customised and humane interaction with its customers.
Introduction
The adoption of advanced technology, specifically artificial intelligence (AI), is now changing the performance of hotel and hospitality organisations in the current generation. Advanced technologies like chatbots, machine learning, and data analytics improve working performance and increase guest satisfaction (Mariani and Borghi, 2022). Demands for the digitalisation of services have been heightened, mainly due to the COVID-19 pandemic, which required minimal physical contact services and communication to enhance the guest’s comfort and well-being (Spencer et al., 2021). The role of AI is becoming integrated into hospitality, and established hotel chains, including Marriott, are implementing the technology to enhance customer outreach and refine service provision. For instance, Marriott has applied AI bots to continuously support clients as a sales and customer care channel, organise bookings, and adapt to guests’ behaviour patterns (Aix, 2024). As stated by Gutierrez et al. (2023) AI helps to make the right decisions by analysing the data, thus delivering the appropriate services that correspond to the customer’s expectations and needs of each guest. Also, according to Bulchand-Gidumal et al. (2023) AI enhances the ability to forecast the operation results and analyse the guest requirements for efficient resource utilisation. The adoption and capitalisation of AI are crucial for hotels and other industry players to survive in the modern digital world as it increases their competitive advantage.
Literature Review
Digital technologies play a significant role in transforming operational effectiveness and efficiency. A study by Gutierrez et al. (2023) pointed out that digital transformation improves supply chain performance and helps to implement sustainable practises. This means the Marriott Hotels, like other businesses in the hospitality industry, should embrace digital technologies to thrive. Chatbots and other virtual solutions allow the development of a more perceived touch in hotel services, which increases guest satisfaction (Bulchand-Gidumal et al., 2023). These technologies help to create positive customer relations that offer opportunities for subsequent purchases. AI improves customer experiences in hospitality organisations. According to Dang and Nguyen (2023) AI improves mass personalisation, which helps hotels such as Marriott illustrate how they can provide unique, tailored content. For instance, Marriott International deploys AI to identify guests’ potential booking patterns and use the details of their previous stays to suggest preferred room upgrades, itineraries, and dining options based on guests’ interests, including food and fitness, thus making it  a much targeted experience. Dang and Nguyen’s (2023) findings concur with Imtiaz and Kim (2019) and Lin et al. (2024) who posited that digital transformation drives innovative business models, and therefore, hotels can redesign consumer value propositions. The psychological aspects are also crucial aspects of the digital change processes. Yousoffi et al. (2023) discusses how digital technologies can create value for guests through information processing and engagement, stressing that psychological factors of convenience and control contribute to the satisfaction of guests and clients. Majid et al. (2023) enshrine these areas expanding on the fact that AI improves the tourist experience while catering for sustainability concerns.
Management measures are essential in adopting AI technologies in the hotel and hospitality industry. Busulwa et al. (2024) argue that education institutions should prepare future leaders to manage digital skills, where training and service delivery go hand in hand. Ford and Sturman (2019) also support the significance of continuing service quality at a high level through human resources. Khatri (2019) explains the IT revolution in hospitality and points out the lack of AI marketing, this gap coincides with Santos and Silva (2019) who pointed out that the Marriott chain, for instance, could improve dynamic pricing and customer acquisition, pointing to the centrality of AI in organisational operations. 
Research indicates that blockchain technology can improve hotel and hospitality industry performance. Supporting the formulated hypothesis, Thees et al. (2020) found that blockchain improves transactional openness and protection, contributing to buyers’ confidence in organisations. This advancement disaggregates work to a degree and enables entities like Marriott hotels to have better control over the data they have on customers (Ivanov and Webster, 2019). The other significant issues addressed include the effect of AI on employee performance. Tan et al. (2024) investigated how AI supports employees’ competitive productivity by crafting their jobs and perceiving meaningfulness in work. This exploration is essential since the authors associate the use of technology with the level of satisfaction of some employees and efficiency in service provision at Marriott.
There are many challenging situations as an organisation attempting to transition to the digital world. The UK government’s Roadmap (2023) underlines the role of strategies regarding the digital abilities of employees because the organisational digital transformation reverts to personnel upskilling. Furthermore, openness and digitalisation are other imperative elements that the hospitality sector has to adopt, especially regarding crises (Costa and Costa, 2022). Mariani and Borghi (2022) reflect that climate change affects communication between consumers and others and overall service satisfaction, so the hospitality industry must respond. In this regard, Asante (2023) particularly underlined the need for adopting sustainability in the context of Marriott’s marketing communication moving from the traditional marketing communication model to the value-based ethical Marketing model change, where values like transparency, sustainability and customer values are the guiding tenets. This change is consistent with the fact that the firm is willing to face the digital world, therefore, it should harness technology in dealings with customers ethically and meaningfully to improve brand trust and customer loyalty.
Further, expanding relevance to sustainability in digital transformation and firms’ scalability is another significant aspect for successful implementation. Giustiziero et al. (2021) noted that the hospitality industry must take scalable resource bundles for the competition to be effective. This scalability is crucial to implementing artificial intelligence (AI), the Internet of Things (IoT), and big data analytics throughout Marriott’s operations and other digital solutions, including mobile check-in and check-out, keyless entry systems, automated housekeeping systems and marketing platforms. Besides, according to Li et al. (2023) tourists show psychological immunisation to green behaviours therefore, hotels can adopt AI to stimulate ecotourism practises among the guests. This fact supports Majid et al. (2023) view who argued that intelligent automation for a sustainable future in the hospitality industry is conceivable in the hotel and hospitality industry. For instance, Marriott has integrated its buildings with AI-based systems of energy management where they implemented practises such as lights, heating and cooling in rooms based on occupancy to save energy while providing comfort for guests.
Application to the Hotel and Hospitality Sector (PESTEL Analysis) 
Political Factors
Digitalisation as a strategy for economic growth is on the rise in governments around the globe, and Marriott stands to gain from it. For instance, the UK government introduced “Transforming for a Digital Future”, which focuses on modernising public services, including the tourism and hospitality industry, thus creating a reasonable predisposition for implementing AI (GOV.UK, 2023). Marriott’s political support allows it to improve services through increased technology adoption. However, fluctuation or volatility in the company’s environment slows Marriott’s investments in digital environments. Clegg et al. (2020) observed that knowledge of these political factors is vital in planning in the hotel sector.
Economic Factors
The consequences of incorporating AI advances in the economic aspect of hospitality institutions are far-reaching. Dang and Nguyen (2023) found that digital transformation enables hotel chains like Marriott to co-create customer value and control costs by improving the organisation’s operational effectiveness. According to Bounatirou and Lim (2020) revenue management using AI entails optimal daily rates for tourist accommodation. However, the high initial costs of incorporating AI present the problem of finances, more so for small-scale properties (Bounatirou and Lim, 2020). However, during economic crises such as the current COVID-19 pandemic, expenditure on technology upgrades could be slashed even more. Hence, the company needs enough time and resources to implement AI at Marriott to take full effect. This is in line with Costa and Costa (2022), who pointed out that even though the economic pressures are still at the forefront, demanding new developments, it is an area that must be responded to.
Social Factors
AI-based solutions are gradually changing social relations within hospitality, starting with Marriott. With consumer expectations changing and developing, the need to have a more specific and individualised service delivery model surfaces (Clegg et al., 2020). Some AI, such as chatbots and virtual assistants, are valuable skills in managing personalised interactions that help improve customers’ satisfaction and loyalty (Bulchand-Gidumal et al., 2023). The COVID-19 pandemic made people focus more on contactless services, which is why Marriott started to apply AI solutions for faster check-in and check-out. With the use of mobile applications and AI kiosks, the guests skip direct contact with the front desk personnel. They do the check-in themselves, get their keys digitally, and do the check-out all through their phones, thus reducing contacts while at the same time providing comfort and ease. However, the increased use of technology is problematic regarding service dehumanisation, and therefore, real interpersonal communication is essential to provide a satisfying guest experience. According to Ford and Sturman (2019), successfully handling these dynamics is crucial to keeping service levels high.
Technological Factors
Digital transformation at Marriott is closely linked to accelerated progress in technology. According to Imtiaz and Kim (2019), technologies, including AI, big data and IoT, are essential to reshaping the sector’s business models. For instance, Marriott uses AI to predict customer behaviour, thereby improving its flow of operations. However, the integration of AI presents some drawbacks, the major one being the drastic step necessary to train employees to use these tools appropriately (Busulwa et al., 2024). The digital skills deficit in the workplace reduces the realisation of the complete potential of AI, indicating that employees must regularly update their knowledge and complete programmes to develop their digital skills. Giustiziero et al. (2021) emphasise that the combinations of resources used for technological effectiveness should be scalable. 

Environmental Factors
Pursuing organisational sustainability at Marriott is associated with applying information services. Khatri’s (2019) views could much be improved concerning sustainability if information technology is adopted. Since AI has significant applicability, Marriott can ensure that resources are utilised effectively or minimally while incorporating sustainable measures. In smart homes equipped with AI applications, overall energy management control systems, which help turn on/off lights and heating, depending on whether or not the home is occupied, will decrease carbon emissions. However, concerns about the environment and technological advancement need to be questioned, especially regarding the energy consumption of data centres and AI systems. In this regard, Marriott must implement a range strategy that integrates technology with sustainable approaches to avoid negative environmental impacts. According to Asante (2023), these efforts increase brand image when synchronised with sustainability features.
Legal Factors
 As Marriott uses AI to analyse customer data, the company must understand the legal foundations surrounding data privacy and security. One of the main problems in the Marriott chain is compliance with the General Data Protection Regulation (GDPR). Thees et al. (2020) points out that transparency in data handling is the key to developing customer confidence. Failure to adhere to the policies can attract stiff penalties and damage the business’s reputation. Thus, there are legal concerns about using AI, which Marriott has to consider because of its type of business. For example, requires setting up strict data protection policy measures and conducting training courses among the employees to enforce legal provisions concerning data protection (Thees et al., 2020). Clegg et al. (2020) emphasises that legal factors in digitalisation initiatives should be considered, perhaps even prioritised.
Industry Responses and Critical Reflection
The hospitality industry has effectively addressed these factors through digital transformation habits. AI is also used in Marriott International, wherein guests can fully personalise their experience with the help of mobile applications (Kim, 2024). It helps in enhancing consumer satisfaction and improving efficiency. However, the upfront costs for developing the AI frameworks are relatively high, which could prove burdensome, particularly for middle to low-tier multi-localisation sites or single-site hotels. For instance, small-scale hotels may lack the funds needed to invest in AI-driven solutions such as the self-check-in system, smart room management system, or forecasted maintenance system, which calls for infrastructure changes, software purchases, and employee education (Spencer et al., 2021). Using AI creates ethical issues in areas such as data privacy and, subsequently, loss of employment. One of the most significant problems in the modern hospitality industry is the conflict between innovations and the presence of jobs (Majid et al., 2023). Also committed investments in data management systems are crucial since the profitability of AI tools relies on the quality of data collected (Bulchand-Gidumal et al., 2023 and Khatri, 2019). To ensure the effectiveness of the implementation of AI in the hospitality sector, it is crucial to address the identified ethical and operational problems. For example, hotels need to meet data regulations such as GDPR to handle privacy issues, explain the use of AI in decision-making to reduce prejudice, teach employees to collaborate with AI, and create procedures for addressing failures or customer dissatisfaction.
Future Policy and Management for Digital Transformation in Hospitality and Tourism
Adopting information technologies, particularly AI and other innovative solutions, as digital transformation enablers require properly handling policies and management for the hospitality and tourism industry. For Marriott Hotel Chain, this type of transformation can improve the business process and customer experiences, which drives the company competitiveness in a mature market. Like Marriott and other hotels, they use AI programmes in their customer service, such as chatbots and virtual assistants. This will improve the guests’ experience by enhancing human interaction through communication with a chatbot which reduces customer wait times on hold.  As it remains essential to acknowledge when a customer desires an in-person conversation. Therefore, providing assurance that the user can reach a live representative in minutes rather than hours (Beck, 2024). A study by Bulchand-Gidumal et al. (2023) shows, that combining these technologies maintains operation efficiency and customer engagement to enhance satisfaction and loyalty. By implementing these technologies, Marriott can address most of its guests’ changing needs by providing customised services. As an example, AI solutions such as RenAI and the generative AI search tool improve the guest experience by making personalised recommendations and making the search process easier (Aix, 2024).
However, using big data analytics is also critical to Marriott’s strategy. According to Imtiaz and Kim (2019) using data helps hotels capture their guests’ needs and trends, hence improving the marketing segments and service delivery. It is important for Marriott hotel to train their employees appropriately to be competent and have up to date knowledge on the use of new technological tools for self-improvement and that information from data analysis results in tangible, concrete changes in the quality of guests’ experience. Marriott hotel should use eco-friendly technologies, which can be implemented as part of their sustainable policies, the environmental technologies, including energy efficiency and waste handling systems, can put Marriott on the front line in environmentally friendly hospitality. Gutierriz et al. (2023) particularly noted the need to practise sustainability when working on digital transformation. It caters to customers who value and seek sustainability while following world trends, improving the brand image.
In order to provide its guests with a more tangible hospitality experience, Marriott hotels can integrate technology with the expertise of their professional personnel. This allows the hotels to avoid becoming overly dependent on technological operations. It is important that the policies being presented identifies any potential restrictions that may be encountered during the implementation process. For instance, overdependence on technology results in difficulties in following employee training and engagement. As Tan et al. (2024) suggest, such adopted AI by employees could make employees feel threatened, which might cause resistance or reduced morale. Hence, Marriott International needs to develop and organisational culture that empowers learners to engage willingly, without complacency, but seeking to adapt in ways that allow technology to augment their work responsibilities.
Additionally, management has a crucial duty to operationalise the external environment. The PESTEL analysis shows that political, economic, social, technological, environmental and legal factors can affect digital transformation in the hotel chain’s infrastructure. Following data protection regulations such as GDPR is essential because Marriott receives and analyses guests’ data. Future policies should make their actions more transparent and ensure that data use is done ethically to earn the confidence of the guests and other stakeholders.
Conclusion 
Artificial intelligence is a crucial driver of digital change in the hotel and hospitality industry, and the Marriott Hotel Chain is an example of an organisation that is leading this change. AI implementation improves operational performance and personalised services by giving customers intelligent choices. Additionally, applying big data analytics makes it possible for Marriott to predict guests needs, this is important in streamlining marketing and services. Sustainability is also a vital to future policy markets embrace green campaigns, and tourists increasingly wish to travel sustainably. However, employee engagement and data protection issues are considered significant barriers to the successful outcome of the system. In this respect, Marriott should strive to improve on the following strategic recommendations for future competitiveness, employee training, ethical use of data, and sustainable technologies. Through these approaches, Marriott can strengthen its positioning in its preferred markets and deliver great guest experiences in the constantly developing digital environment.
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