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[bookmark: _Toc167312491]Introduction
[bookmark: _Toc167312492]Research Aims 
The research aim is to investigate the role of digital transformation in shaping the hospitality
Industry in the post-pandemic era.

[bookmark: _Toc167312493]Research Objectives
· To analyse the impact of organisational structures within the hospitality industry on the integration of digital transformations
· To examine the most effective strategies for implementing and operating hotel applications in luxury hotels after the pandemic to maximise customer value and generate extra income beyond room bookings.
· To explore the inclusion of digital transformations to support a company’s competitive advantage in the hospitality industry

[bookmark: _Toc167312494]Research Questions
· What key factors impact the effectiveness of digital transformation in the hospitality industry based on different organisational structures?
· What are the most effective strategies for implementing and operating hotel applications in luxury hotels after the pandemic to maximise customer value and generate extra income beyond room bookings?
· How the incorporation of digital transformations supports a company’s competitive advantage in the hospitality industry

[bookmark: _Toc167312495]Background Information
This study aims to assess how digital transformation influenced Marriott’s competitive position within the hospitality industry and determine the key factors which affect the performance and strategies of the post-pandemic era (Zhong et al, 2021). However, the main objective of this study is to determine the roles of digital transformation in the hospitality sector after Covid-19. Marriott has to incorporate digital transformations to reap more benefits in the realm of hospitality. Marriott International is a renowned brand that has strengthened its position in the UK. It is situated in the heart of London amalgamating luxurious facilities and digital resolutions making it a prominent brand to reshape in the hospitality field during the post-pandemic era (Davahli et al, 2020). 

[bookmark: _Toc167312496]Scope and Organisation
This research covers an introduction to Marriott Hotels in the UK, a well-versed literature review on digital transformation, and methodologies, and a case study of the London Marriot Hotel including an analysis of findings, conclusions, recommendations and reflections on professional insights gained from this dissertation. 


[bookmark: _Toc167312497]Literature Review
The transformation is observed in the hospitality industry where advanced technologies are utilised. The digital transformation has become more intense since Covid-19. The literature review mainly covers the existing research on digital transformation in the hospitality sector. The main areas like the latest technologies and their advancement, engagement of customers, operational efficiency and the impact of COVID-19 and these areas are getting impacted largely by lack of knowledge on integration and interoperability of systems in digital transformation. The main goal is to offer the rationale for understanding the present landscape and determine the gaps in the existing literature.
Cavagnaro et al (2021) found that smart rooms are available to control different room features such as lighting, temperature and entertainment systems smartphones where integration and interoperability of the system can play a vital role. Ivanov et al (2017) argued that advanced technology can enhance guest experiences and optimise energy management which supports the achievement of sustainable goals. Big data analytics plays a vital role critically and it also allows the hotels to gather and analyse large data so that the customers' choices and preferences can be determined easily and there is a gap in existing literature to reflect this. Mariani et al (2018) claimed that a data-driven approach can help to offer customised marketing and service delivery that plays a vital role in enhancing the satisfaction level of customers. However, the gap due to lack of knowledge on integration and interoperability of the system may not offer better and effective utilisation of the availed data.
For digital marketing and social media platforms, the customer engagement strategy evolves in the hospitality sector. By doing more personalised marketing after data analytics the target customer segment is very impactful where better offerings can be ensured (Moro et al., 2016). The Bonvoy Apps of Marriott is utilised for loyalty programs allowing mobile to book and ensure seamless personalised customer experiences (Leung et al., 2015). Kim et al (2015) believed that social media is very impactful in ensuring customer engagement where hotels use these platforms for interacting with guests and managing queries. The authors further quoted that active utilisation of social media engagement can increase customer loyalty and brand perceptions. Buhalis and Foerste (2015) claimed that user-generated content in social media can offer more valuable insights about customer preferences and expectations. The authors further stated that this approach can ensure improved services and marketing strategy. However, the knowledge gap on integration and interoperability of systems ruins the overall effectiveness of digital transformation.
Elkhwesky and Elkhwesky (2023) stated that cloud-based property management systems (PMS) offer notable developments in reserving, billing, and administrative tasks, and enhance accuracy by reducing workload. Here the lack of integration and interoperability of the system will lead to poor outcomes. However, the integration of digital tools can ensure significant developments to increase efficiency and reduce the cost. For Covid-19 the contactless services get the priority which is possible for the advanced technology. Here, interoperability of the system is very important and must be ensured to get sustainable outcomes. Gursoy and Chi (2020) stated that check-in by mobile, digital keys for the room and online payment options are creating more impacts on less physical contracts and guests also get the advantages for it. However, these technologies are creating impacts on health and safety issues and also focus on streamlining the process for smooth operations.  Besides, time management is also very important and can be ensured by utilising the latest technologies.
During the pandemic, the adoption of digital technology has been accelerated in the hospitality sector. Sigala (2020) argued that the hospitality industry mostly relies on digital solutions to health and safety protocols. However, the author further argued that communicating with guests and maintaining smooth operations the technological adoption is very impactful. Marriott UK already implemented contactless services enhancing the digital technology to offer better services. However, a lack of knowledge on integration and interoperability of systems in some areas impacts the overall effectiveness of digital transformation.
Kabadayi et al (2020) stated that digital transformation for the role of employee, skills requirements and organisational culture yet remains under exploration. As a result, integration and interoperability of the system can not ensure the effectiveness of digital transformation. The authors also believed that there is a clear gap in determining the long-run impact of digital transformation on the role and skill requirement of the employee and the culture of the organisation. The main gap in the existing literature is the lack of reflection on the long-run implications of transformational and digital changes but these studies mostly cover the benefits and application of digital transformation in the hospitality sectors. However, the shifting approach for automation and digitalisation might indeed impact functional changes in the job roles where different skill sets might be required and employee morality also can be impacted.
Hjalager (2015) found that regional differences in digital transformation strategies and their outcomes are reflected in the existing research. Most studies reflect the global trends focusing on certain regions such as Asia, and North America and very little focus on the UK market. There are diversified and unique challenges faced by different regions that might help to get more insights about effective strategies for digital transformation. Elkhwesky and Elkhwesky (2023) stated that there is a clear need for more studies to determine the environmental and economic sustainability of digital technology and its applications. The authors further argued that the lifecycle cost and environmental impacts of applying digital technology in the hospitality industry can be examined for supporting the sustainability goals.
Carter and Anastasia (2024) claimed that the systems become effective for integration system. The authors further believed that an interoperability strategy needs to be developed to get the most advantages from systems with digital transformation approaches. Siriwatpatara and Rojniruttikul (2024) argued that E-business adoption influences business performance fostering efficient operation and sustainable growth where proper integration and interoperability of the system can be very impactful. For lack of proper integration and interoperability of the system leads to ineffective results which is not acceptable at all in any case.

[bookmark: _Toc167312498]Methodology  
[bookmark: _Toc167312499]Research Design
The research study focuses on a case study methodology in nature of design that considers qualitative methods to investigate the digital transformation of Marriott. Using a case study following a qualitative method is important to offering comprehensive knowledge on certain phenomena particularly complex phenomena. This research is well-designed to determine the approaches and strategies used by Marriott to reduce the impact of the Pandemic on overall operations (Hennink et al., 2020).  For doing the analysis thematic approach is applied to conduct the study.
[bookmark: _Toc167312500]Participants or Subjects
The theme of this case study is to define how digital transformation brought by Marriott to overcome the post-pandemic implications. Here, employees, guests and hotel management are the key stakeholders who provide their valuable insights about the implemented digital transformation activities. 
[bookmark: _Toc167312501]Data Collection Methods
This study mainly covers a case study including secondary sources as a data collection technique since the research was carried out with thematic analysis and the impacts of digital transformation operations are identified on the hospitality industry during the pandemic era. A deductive approach to qualitative analysis including company reports, industry publications and marketing materials is impactful in making this assessment more reliable (Newman et al, 2021).  These sources covered the period from 2015 to 2024. 

[bookmark: _Toc167312502]Data Analysis
The proposed study is to be conducted following secondary data and the main sources are the journals and existing literature on digital transformation which have an impact on the hospitality sector.  However, Marriott UK is required to apply several strategies for which the secondary data have been gathered for analysis purposes. However, the thematic analysis will be considered as the approach to get different insights into digital transformation like competitive positioning and functional efficacy (Alrawadieh et al, 2021).

[bookmark: _Toc167312503]Materials and Instruments
To conduct the research online platform is to be used. They might use some digital tools for recording information. However, secondary data is collected so company websites, industry reports etc will be the priority. 
[bookmark: _Toc167312504]Procedure
Several procedures will be applied to conducting the research where valuing key stakeholders’ insights into digital transformation will be the priority. Secondary data utilisation is very important so that no chance of assembling vague information (Baldwin, 2022). However, the thematic analysis will be done to understand and synthesize the concept of digital transformation implementation at Marriott International. 
[bookmark: _Toc167312505]Ethical Considerations
The researcher strongly maintains the ethical considerations following the Data Protection Act 2018. However, the General Data Protection Regulation (GDPR) will be followed to ensure data privacy (Spencer and Patel, 2019). The sensitive data related to this research should not be disclosed.
[bookmark: _Toc167312506]Limitations
The case study mainly includes in-depth ideas and insights into a single case. So, identifying the findings may not apply to other hospitality organisations. Apart from that, doing thematic analysis can be a time-consuming and resource-intensive approach (Terry, 2017). 
[bookmark: _Toc167312507]Other Key Techniques
To conduct the research previous study experience of the researcher can be used (Yin, 2018). However, the Netnography Approach using ethnographic techniques while gathering data and reflecting on them online will get the most priority.

[bookmark: _Toc167312508]Case Study
Marriott Hotel is renowned for its strong brand positioning and digital transformation initiatives. Apart from that locating in a prime area and unique service offers make them more prominent in the competitive landscape of the UK hospitality industry (Busulwa et al, 2022). In the case of Marriott International Hotels, the functional efficacy, competitive positioning and performance are evaluated in light of SWOT, PEST and Competitor analysis which are depicted below:- 

[bookmark: _Toc167312509]Descriptive Information
Turnover and Financial Performance
Marriott International Hotel has more than 30 leading brands and nearly 8,800 properties and branaches operating in 139 countries and territories giving people more ways to connect, experience and expand their world (Marriott, 2024). The occupancy rate of this hotel is very high and uses a premium pricing policy to offer unique services to customers worldwide. This hotel has earned global revenue per available room (RevPAR) rose nearly 15% and net rooms grew 4.7% in 2023 which indicates a swift recovery from the post-pandemic implications (Gcs-web, 2023). This hotel’s turnover is $23.71 billion in 2023 (Statista, 2024a). Around 10,000 staff are working at 69 Marriott venues entailing 12 hotels and Country Clubs in the UK (Marriott, 2024). They have operated more than 60 hotels including Sheraton, and Ritz-Carlton. Capitalising on Marriott’s strong presence in several cities in the UK such as Manchester and Edinburgh to resonate with diversified demands of customers. 
Staffing and Human Resources
Marriott Hotel has maintained 10,000 staffs around the world where inclusive training facilities and career growth opportunities are highly prioritised. Due to higher commitment to employee well-being can be insightful to solve the staff turnover issue during the post-pandemic phase. 
Branches and Locations
Including 78,800 properties in 139 countries and territories alongside 30 leading hotels in the UK, Marriott International is operating successfully (Marriott, 2024). This hotel chain is strategically positioned in the heart of London and each branch is located in prestigious areas ensuring access to attractions, transportation and business conveniently. 

[bookmark: _Toc167312510]SWOT Analysis
One of the crucial management tools is SWOT analysis by which companies and policymakers can easily evaluate strengths and weaknesses and inform better tactics to grab new opportunities and reduce the threats related to the business. In light of the snapshot of the SWOT analysis, Marriott International focuses on investigating the strengths and weaknesses of the hospitality sector. 
Strengths
Mariott UK is known for its reliability and standard services which promote its brand integrity and consistency. Located in a prime place, this hospitality industry has benefited from immediacy. Leveraging advanced technologies such as digital room keys, and personalised operations can easily seek tourists’ attention (Sigala, 2020). 
[image: ]
Figure 1: The market share of hotels in the UK, Source:(Statista, 2023).
Weaknesses
Due to higher operational costs and dependence only on international and business travel, Marriot may face several issues during major disruptions or pandemic situations. Apart from that maintaining a luxurious hotel in a prime location is the toughest operation as it increases costs and impacts profitability adversely (Kabadayi et al, 2020). Marriott UK might be vulnerable to coping with financial recessions as there can be several restrictions for travelling. 
Opportunities
There might be countless options for investing in AI-driven technologies to refurbish the facilities and promote guest experience and functional efficacy at Marriott UK (Ivanov, Webster, & Berezina, 2017). Apart from that Marriott may reap more benefits by doing operations sustainably and including energy-efficient approaches to seek the attention of eco-conscious people Jurigová et al, 2016). The demand for contactless services is increasing day by day which may create more opportunities for business expansion of Marriott UK. 
Threats
Due to financial collapse and geo-political pressure, Marriott might be impacted and reduce its occupancy rates anytime. Apart from that the hospitality industry is full of competition where alternative accommodation choices such as Airbnb may be a major threat for Marriott to expand its arena (Jiang and Wen, 2020). 
[bookmark: _Toc167312511]PEST Analysis
Political
The tourism and hospitality fields are greatly impacted by the regulatory transformation of the UK government. The hotel management should follow regulatory aspects such as environmental policies, health-safety protocols and employment laws (Hjalager, 2015). The hospitality industry benefited during the pandemic situation by cooperative attitudes from the UK government during furlough schemes and allowed business rate relief which was impactful for Marriott to recover the loss (Ratna et al, 2024). 
[image: ]
(Source: PEST analysis, 2015)

Economic
The economic performance of a country directly has an impact on the hospitality industry. Economic growth influences the increased disposable income leading to increased spending for travelling. The recession might lead to restricted spending. The present GDP in the UK is $41,200 which represents a very positive scenario in the economy (Countryreports, 2024). The current tax burden in the UK is 62.3%, government spending is 34.3%, business freedom is 82.7%, labour freedom is 63.2% and trade freedom is 83.6% (Heritage, 2024). For the global fluctuation of the exchange rate, the hospitality industry of the UK gets impacted and Marriott needs to be more concerned.
Social
The hospitality industry is impacted by customised and unique travelling experiences. Pencarelli (2020) found that personal value proposal offerings might be impactful for better travelling experiences. The wellness increase in tourism and sustainable awareness are influencing consumer choices (Buhalis and Sinarta, 2019). The number of millennials is growing travelling and the hotels need to ensure services to meet the diverse requirements. However, the hospitality industry is getting impacted as there is an intense need for health and safety issues where customers’ preferences are towards digital experiences. Marriott has to consider the social factors to operate the business more effectively.
Technological
Buhalis and Foerste (2015) found that advanced technology for digitalisation includes mobile apps, AI and IoT. The authors further state that these tools are very impactful in transforming a better experience for guests and hotel operations. By utilising these tools more competitive advantages can be obtained. However, the technology utilisation is enhancing the service quality in hospitality organisations but it also increases the risks of cyber threats where strong concerns are required to protect the security. There are almost 66.33 million internet users in the UK which indicates a very healthy customer base in online platforms (Kemp, 2024). So, the digital technology can be utilised to do the marketing in various social networking sites. In the UK almost 56.2 million people are using social media and spending 1 hour 49 minutes by each individual (Underwood, 2024). Facebook, Instagram, LinkedIn, Pinterest etc are the platforms used in the UK. So, Marriott utilises these platforms and applies them to increase brand awareness. However, this organisation mainly can increase its service promotion in social media to attract more potential customers.
[bookmark: _Toc167312512]Competitor Analysis
Brand Reputation and Positioning
Marriott already obtained a strong position with its premium quality in the hospitality industry. This organisation is very famous for its luxurious accommodation, uniqueness in service offerings and utilisation of innovative technology for its operations. There are many competitors in the UK such as Hilton, Hyatt and InterContinental Hotels Group (IHG) and they are strongly operating the business with digital transformation holding a strong position.

Target Audience
The main target of Marriott is to grab the attention of both leisure and business travellers. Besides, the Marriott Hotel UK mainly seek luxury travellers, corporates who require meetings and travellers who spend quality time etc (Shastri, 2024). However, the same dimensions are followed in setting the target by the main competitors of Marriott, especially the Hilton and Hyatt Regency London and they also offer customised services with premium amenities. For setting the target Marriott focuses on analysing the persona.
[image: ]
(Source: Shastri, 2024)


Location and Reach
The location is very attractive and prime for gaining more competitive advantages with extensive networking. This hotel is located at Mayfair which is very easy to access and reach out to. The other competitors are also located over there but the prime services, quality and loyalty as well as rewards programmes are very appealing for Marriott. The location is very impactful for long-run business sustainability. According to Kraus et al, (2020) family-owned hospitality businesses in Europe considered digital transformation during COVID-19 to enhance their reach in local marketplaces. However, there are some arguments regarding the location of the hotel. Backman et al (2017) argued that innovation in a firm’s characteristics matters most not the location. 

Competitor Analysis (Price vs Quality)
Marriott UK has to face stiff competition from other premium brands such as Hilton, InterContinental and Hyatt. Marriott is giving priority to maintaining digital infrastructure and loyalty programmes to gain more competitive advantage in the hospitality industry but other competitors are also making more investments in digital transformation to ensure better service experiences for the customers.
The price and quality of Marriott considering its investment are very favourable to get a strong position in the market. For luxury segments, the pricing strategy of Marriott is very competitive considering the value, loyalty programmes and services it offers to the customers with customised experiences. Leung et al (2020) emphasised that competitors might offer similar pricing but innovation through technology adoption can ensure differentiation of the brand from others.

Netnography
Netnography is utilised for secondary research and the hospitality industry requires various feedback and reviews on various sites related to the industry such as TripAdvisor, Bonvoy App and social media (Whalen, (2018). Marriott focuses on getting feedback from those sites and customers are more than happy when they can be assured about their data privacy and safety services. Kozinets (2015) stated that the Netnography method can offer insights from guest experience, choices and the identification of the areas for further development.
Online reviews highlight the hotel's excellent location, attentive staff, and high-quality amenities. However, some guests mention high prices and occasional service inconsistencies. Social media analysis reveals positive sentiment towards the hotel's digital initiatives, such as mobile check-in and personalized services, reflecting the importance of these features in enhancing guest satisfaction.
The Marriott Hotel applies digital transformation very efficiently and the SWOT analysis reflects that they are influenced by business operations. However, the external factors are also very impactful for the business and can be considered to make better plans and strategies. However, the case study demonstrates the critical role played by technological advancement.
For promoting guest experiences, using advanced technologies is impactful for Marriott UK as it helps to position itself as a leading place even in critical business situations. During the pandemic situation of COVID-19, increasing the use of technologies supported a lot in recovering financial loss as early as possible (Hoteltechnologynews, 2019). 
The analysis of this case study delves more authentic information and creates opportunities for alternative companies like Marriott to effectively cope with potential issues like COVID-19 and able to learn lessons on how to bring positive changes and ensure constant innovation for growth. 

[image: ]
Figure 2: Map Of All Marriott Hotels Sortable By Category, Source: (D’Amours, 2019).
Marriott UK has already placed itself in a valuable position where customers can access services easily and enjoy them. The prime locations of this brand are Hyde Park, Oxford Street, and Buckingham Palace which mass people or corporate people can easily visit. Apart from that the Mayfair branch of this hotel makes it a more convenient choice for culturally savvy people as it offers luxurious facilities including historical relevance such as fine dining to enhance their experience. Business people can also easily access the hotel as it makes an immediacy with financial institutions for their convenience. 
[image: ]
Figure 3: London Marriot Hotel ParkLane, (Source: Dookeran, 2023)
During the pandemic situation, the hospitality industry has suffered a lot. However, Marriott UK accelerated digital transformation to reap more benefits and ensure customer health and safety aspects to a great extent (GlobalData, 2023). 
Gaining insights into this dissertation, the case study method has been applied to delve into the digital transformation strategy of Marriott UK that followed during COVID-19. According to Yin (2018), it is very important to assess real-life concepts to gain comprehensive knowledge of any phenomenon and enable anyone to do an analysis inclusively. However, it may require sufficient resources and time. Identifying the limitations, this research project has operated a thematic analysis of secondary sources for data collection and also promoting the consistency of the findings. 
[bookmark: _Toc167312513]Theme/Findings 
There are various findings observed for digital transformation which has a great impact on the hospitality industry. The overall contribution of digital transformation is very impactful and hospitality organisations have to play a vital role by utilising the strategies in this sector to sustain the business. Nikopoulou et al (2023) found that the hospitality industry has become a jeopardised industry facing long-lasting impacts. The authors further added that the hotels needed to revisit their digital strategy. For instance, the hotel needed to implement a touchless application through mobile to avoid direct contact with the guests and the norms are still exposed. However, digital transformation has been enhanced for digital technology utilisation though there are very limited studies performed on this topic. Arora et al (2024) claimed that post-COVID Covid the workplace and performance have changed considering the face-to-face business operating sector like the hospitality industry. The services needed to ensure effectiveness so that the large number of expectations from many customers can be ensured where the digital transformation has been adopted in many organisations for sustainability in the long run. Many studies reflected that 39 forms of smart technologies were utilised in the business sector after COVID-19 (Agarwal et al.,  2024). Artificial intelligence becomes the most impactful one to apply as a part of digital transformation where constant efforts are required to ensure better performances.
[bookmark: _Toc167312514]Investigation of the role considering digital transformation in shaping the hospitality industry in the post-pandemic era
Ana and Das (2023) argued that digital transformation focusing on sustainable aspects can be more impactful where transparency and accountability need to be ensured. At present the business environment and customers expect to get more from the business organisations and the hospitality industry is diversified. However, digital transformation and its role is very important which can help to ensure social security and manage the business risks more efficiently.  The sustainable and social initiatives following the digital transformation can be more impactful after the pandemic era. There are sufficient initiatives required to manage the overall impacts as there were some critical situations faced during the pandemic in the hospitality industry. Gupta et al (2024) stated that the pandemic created many challenges hence effective strategies are required for the recovery and resilience of the hospitality sector. The hospitality industry faced suffering during the pandemic situation to sustain. In light of digital transformation, these hospitality businesses could overcome the tough phase of time and even follow in the post-pandemic time to mitigate potential risks and optimise operations. Marriott UK is renowned for its embracement of digital transformation to cope with emerging customer trends as well as regulatory complexities. During the pandemic situation, Marriott UK has to increase the use of advanced technologies to enhance health and safety aspects and optimise functional efficacy. Investigation of digital transformation for Marriott can constantly help to ensure that more efforts should be given to improve their services with the help of technology. In-depth insights on digital transformation in the hospitality industry can play a significant role and it also fosters the scope for more sustainable tourism practices (Schönherr et al., 2023).
Contactless Services and Enhanced Guest Experience
COVID-19 has profoundly impacted the hospitality industry which influenced Marriott UK to transform digitally its operations. The revolutionary changes brought when the hospitality industry started to use contactless services like digital room keys and check-in process as this personalisation is very impactful to enhance guest experience (Accenture, 2021). Technological adoption become the buzzword for the hospitality industry in the post-pandemic era. Because this strengthens the safety protocols and promotes customer loyalty. The easy access to rooms using digital keys and amazing controlling systems such as Alexa a voice-activated assistant ensures convenience (Deloitte, 2020). The demand for contactless interactions and personalization is increasing to improve the guest experience. 
Enhanced Operational Efficiency and Safety Protocols
The operational efficacy of the hospitality industry has improved significantly due to the adoption of IoT and automation. By using sensors and smarter devices, Marriott UK can easily ensure a neat and clean atmosphere and also align hygiene protocols for the safety of all. The day-to-day work becomes faster in light of robotic assistants as these reduce human interaction (McCartney and McCartney, 2020). The safety aspects become streamlined now by adopting advanced technologies during the post-pandemic phase. 
Data-Driven Personalization and Marketing
Marriott UK has already developed data analytics to streamline its operations and ensure better guest experience. In light of tailored services and promotional activities, this hospitality industry is doing well. The crucial aspect is deciding its dynamic pricing setting and data-driven marketing including machine learning and AI which enable Marriott to adjust customer demands as well as occupancy rates (Davenport et al, 2021). These adoptions are very impactful to reap more benefits in the realm of hospitality which is very competitive. 
Virtual and Augmented Reality Experiences
By adopting AR and VR technologies, Marriott UK has enabled to upgrade of its guest experience as it helps customers to make tour plans virtually and promote their reliability by presenting hotel performances. In that case, customers can easily make their booking decisions. On the other hand, arranging AR-based training sessions is very impactful for employees to be prepared and resilient which ensures better customer service (Baethge and Crummenerl, 2020). These technological advancements have inevitably enhanced customer engagement as well as functional efficacy to a great extent.
[bookmark: _Toc167312515]Key factors impact the effectiveness of digital transformation based on different organisational structures
Tsou and Chen (2023) et al stated that organisational changes with advanced management techniques can be more insightful to gain more innovations. However, the innovation requires more application of the technology and the enhanced structure of the organisation is very impactful. Pesonen (2020) stated that the hospitality industry requires leaders who focus on bringing the changes through digital technologies. According to the organisational structure of any hotel, the digital transformation process can be varied. However, successful operations in digital transformation within the organisation mostly rely on business size, management type and accessibility of resources. The impact of digital transformation in hospitality is analysed which supports Marriott in applying the most appropriate technology to gain more attention from the customers. Key factors of digital transformation that impact the business of Marriott in the hospitality industry include customer experiences, operational efficiency, integration scalability etc.
Organizational Size and Resource Allocation
The largest hospitality businesses including Marriott UK might reap more benefits if there is no issue related to resource-intensiveness or mismanagement while facilitating advanced technologies. Furthermore, the more viable aspect of the availability of funds for adopting IoT, data analytics etc to streamline operations (Sirohi et al, 2020). In that case, independent hotels or small-sized hotels can suffer when adopting such kind of advanced technologies due to a lack of market knowledge and financial constraints. It is proven that resource apportionment is the prime aspect of implementing digital transformation within the hospitality industry. 
Management Style and Digital Culture
Digital transformation is mandatory for being innovative and making hotels adaptive. Without adopting technologies, it is impossible to embrace transformation successfully. However, there is needed effective leadership and forward-looking management for better execution (Reis and Melão, 2023). Apart from that fostering a sense of digital culture is a burning question for implementing digital transformation as it drives the management to be experimental and emergent. On the contrary, resistance among employees and management may arise in the traditional management system and disrupt the growth trend of the hotel. As a result, the hotel management can not reap more benefits from the digital transformation at the desired level. 
Integration and Scalability
Transforming the business process of hospitality digitally must consider whether it has enough expertise or not for new technology integration with its systems. Without compatibility, the business infrastructure might not be scaled around several properties. By using the Bonvoy app, Marriott has already integrated its operations seamlessly so that customers can easily check-in and access rooms which promotes its occupancy rates (Ivanov et al, 2017). To achieve functional efficacy and promote customer experience, the hospitality industry must consider better integration systems and scalability. 
[bookmark: _Toc167312516]Most effective strategies for implementing and operating hotel applications in luxury hotels after the pandemic 
Zaki (2022) argued that there are many operational tactics needed to follow to overcome the challenges faced during COVID-19. Luxury hotels need to adopt certain strategies for ensuring better quality services to a large number of customers where application utilisation can be the best option. 
Guest experience enhancement through personalisation
Luxury hotel like Marriott needs more data analytics to allow customers to get personalised experiences. The data collection and analysis allow the hotels to ensure tailored services and facilities which can meet individual expectations. For instance, customised facilities and personalised dining suggestions create a very positive impression from the customers of the services of Marriott. Vinod (2022) stated that personalisation is not only about ensuring interactive booking rather customer satisfaction through feedback is very important. The authors further added that the loyalty programmes can be part of personalisation in the hospitality industry where more concentration is required to ensure a revisit to Marriott UK.
Integrating Advanced Technologies
Buhalis et al (2024) found that the tourism sector can enhance the successful adoption, integration and interoperability of various technologies to align with the complex technology-based ecosystem. The authors further claimed that advanced technology such as AI, and IoT can differentiate luxury hotels from other competitors. AI automated services like smart room controlling can ensure more effective and sustainable experiences from the customer's perspective. For example, AI utilisation for Marriot mainly supports providing real-time, personalised concierge services and IoT can also make sure that the room condition stays in optimal condition.  The most effective Strategy for digital transformation is very possible when any organisation applies the advanced tools. Imran et al (2021) found that digital transformation with an integrated framework can be very insightful for the hospitality industry.
Dynamic Pricing and Revenue Management 
Luxury hotels like Marriott have the scope to increase revenues by applying a dynamic strategy for setting prices in the hospitality sector.  However, revenue management plays an impactful role in enhancing the profitability of this company because pricing strategy alone may not ensure successful outcomes eventually from the highly competitive hospitality sector. Nair (2019) claimed that revenue management can help to optimise revenue, profits and customer values. However, the pricing strategy requires more data to understand the market trends and demand of the customers which Marriott can do by using AI and data analytics. 
Enhancement of food and beverage services
Customers are very critical in the hospitality industry and the COVID-19 era leads them to be choosier in terms of selecting brands for taking hospitality services. As a result, Marriott and other organisations have to think differently to make their journey easier than ever. To offer seamless services app app-based ordering for room services, restaurant reservations and other available options allows the customers to be more satisfied. Besides, virtual menus and payment systems by using QR codes and apps for contactless services can help to enhance more security and efficiency of hotels. During the Pandemic contactless services at restaurants are most common which impact the business largely. Khare and Alkonda (2023) stated that the hospitality and tourism sector was largely impacted by the pandemic. The authors further quoted that a new normal set has been adopted in the hospitality industry where contactless menu service gets the most priority. 

Real-time information and support
For  24/7 chat support, the digital tools are very impactful for Marriott. There are many queries raised by customers that need to be responded very quickly. However, push notifications are applied to give important updates related to certain events and promotional offers to grab the attention of the customers (Gavilan and Martinez-Navarro, 2022). For digital technology and its transformation in the hospitality sector, real-time information can be obtained which is supportive for developing better and sustainable plans.
Sustainable Practices
To integrate sustainable practices digital solutions are very appealing to guests who are cautious about the environment and its impacts on the brand they choose. However, the hospitality industry is giving priority to smart energy management systems for lighting adjustment and the organisations that give priority to HVAC can contribute more to reducing energy consumption which has a positive impact on the environment (Shareef et al., 2018). The digital menu and ordering system mainly reduce the paper uses which can positively impact natural resources to get spoilt. However, eco-conscious travellers always prefer to get sustainable services that can increase the value for customers. All these efforts can stand as effective strategies to create a very favourable image in the hospitality industry.
[bookmark: _Toc167312517]Conclusion and Recommendations 
The main themes of this study mainly highlighted the impact of digital transformation in the hospitality industry to strengthen operations, customer engagement and competitive position during the post-pandemic era. The main concern of this study is to find out the way Marriot UK utilises digital tools and strategies for overcoming the challenges after COVID-19.
This study determines that digital transformation can allow organisations to implement contactless technology and its effective utilisation in the industry. The study covers various journals and analyses them to get the overall hospitality industry and how they implement digital technologies in operating their business. The data has been gathered considering the secondary sources and the recent journals are gathered to get the proper insights about the digital transformation in the hospitality industry. Afterwards, the case study is performed considering the descriptive information, SWOT and PEST analysis. The hospitality industry is growing so there are many competitors for Marriott and these have been reflected in this study. The findings of the digital transformation study have been covered with some impactful information. Eventually, the study concludes with some recommendations and self-reflection for future improvement from the learnings.
[bookmark: _Toc167312518]Recommendations:
There are some recommendations for Marriott to improve its service quality by utilising digital transformation. These are as follows: -
Investment in Technology adoption: The hospitality industry is evolving, and innovation is very important for this sector. For bringing more innovation Marrtt continuously invest in bringing the latest technology for better service assurance. The investment in AI and IoT can be more insightful to ensure better quality and enhance operational efficiency. 
Cybersecurity:  Statista (2024b) found that the hospitality industry in the UK will flourish with 36.19 million users and there will be a great peak in 2028 from this sector As a result, the hospitality organisations have to ensure all data of the users are strongly protected. The Marriott Hotel also needs to do the same and take strong initiative to improve its security system to ensure the data protection of the vast number of users. According to Buhalis & Foerste (2015), maintaining cybersecurity measures vigorously is very impactful in preventing data breach issues and safe customers’ data which promotes reliability as well. This reliance on technology has developed by digital transformation. However, in today’s modern era, the threat of cyber-attacks has increasing concerns which implies the hospitality industry to maintain robust systems for security. 
Sustainability Initiatives: The hospitality industry creates a lot of carbon emissions which is not good for the environment and human health. Besides, customers are giving more priority to eco-friendly services, and they are taking the service from those hotels that are committed to a safer world through sustainable practices in services and product offerings. To minimise waste digital platform can be utilised by Marriott from its supply chain to production. Jurigová et al (2016) argued that focusing on energy-efficient approaches and waste management programs is insightful in seeking the attention of environmentally conscious people. It has been proven that sustainability is a keystone to largely influence customer decisions.  
Employee Training: The investment in training and workshops can be impactful for employee skill development so that they can cope with digital transformation. To promote service quality and functional efficacy, Marriott UK must invest constantly in employee training on how to deal with advanced technologies. It will be effective for the hotel management to implement digital transformation and develop the customer experience significantly (Tajeddini et al, 2020). 
Customer Feedback Mechanisms: The hospitality industry needs to develop the desired services of customers where digital platforms are used to gather information. After assessing customer feedback, the hotel management can develop services and ensure a personalised guest experience. According to Huang and Rust (2021), using personalized marketing efforts and services including AI and big data analytics is crucial to promoting customer satisfaction, loyalty and rate of retention. 
Expand Loyalty Program: Marriott should expand more loyalty programs like Bonvoy to ensure personalized services for all and increase repeat bookings. The hospitality industry is getting more competitive. Without efficient loyalty programs, it is impossible to retain customers and enhance profitability (Leung et al, 2015). The hospitality industry is facing more challenges due to increasing operational costs and stiff competition from alternative accommodation facilities. To solve these issues, Marriott Must operate loyalty programmes and enhance its market reach through personalised services. 
[bookmark: _Toc167312519]Reflective Writing  
For demonstrating the learning experience it is very impactful to use a model for reflection. However, Gibbs’ reflective model has been applied to reflect the learning experiences here. Adeani et al (2020) stated that Gibbs’ reflective cycle is a good framework to reflect the literary works completed. The authors further quoted that this model is well structured which leads to exploring the literary work more effectively.
[bookmark: _Toc158815108][bookmark: _Toc167312520]1. Description
Shadowing my experience at the Marriott Hotel, I noticed various types of information gained related to the digital transformation in the hospitality industry. While starting to handle the check-in and check-out process, I could gather difficulties in handling operational processes and using digital tools. However, the manager of the guest service department supported me a lot in adapting and maintaining these tools and reaping more benefits. I have found from my placement learning that digital transformation operations are very difficult where several aspects need to be included like AI-driven personalization for service upgradation. 
[bookmark: _Toc158815109][bookmark: _Toc167312521]2. Feelings
Initially, I felt nervous a bit dealing with responsibilities but became curious to know how to use digital tools.  As I had very little knowledge of digital transformation applications in a hotel, so it was somewhat challenging to learn feelings and experiences for me. After performing several hospitality operations like conferences and banqueting, I largely experienced surprising moments (Adeani et al, 2020). I faced challenges in coordinating and following the hotel’s standards and failed to divide hotel operations as a newcomer. Some of my colleagues suggested I should focus on training on using cloud-based PMS and IoT devices to streamline the overall process (Lv et al, 2022). Apart from that they also emphasised using the Bonvoy app which can be impactful for me to develop my capability to improve guest satisfaction.  
[bookmark: _Toc158815110][bookmark: _Toc167312522]3. Evaluation
I have gained mixed experience by dealing with guests considering digital tools and it was very critical for me to understand how impactful it is to maintain increasing occupancy rates and respond quickly to uncertainty. I had more focus on safety and compliance where using contactless services was the priority. During the post-pandemic phase, I had to be careful in guest dealing in terms of safety protocols so using mobile check-in, digital room keys and online mediums supported me in ensuring seamless hospitality operations (Baum and Hai, 2020). Reflecting on my knowledge and experience achieved at Marriott International Hotel, several issues were detected that greatly impacted the hospitality operations and staff shortage was the prominent one. I faced an issue of miscommunication while working with the front desk and housekeeping departments due to a lack of digitalization which affected the service quality and guests complained about delays (Buhalis and Sinarta, 2019). 
[bookmark: _Toc158815111][bookmark: _Toc167312523]4. Analysis
While completing the study the technical and practical knowledge get the most priority.  The hospitality sector requires effective communication which was impacted during COVID-19, especially face-to-face meetings were less emphasised due to restrictions. Various literature analyses reflected the challenges as less communication happened during COVID-19. By analysing several journals and critically observing the activities in Marriott UK I found that there are many areas where more concentration is required to ensure effective implementation of digital transformation. Mejia et al (2021) stated that technology adoption can be very effective in tracking the overall systems updates and facilitating the approaches for effective communications. The hotel already tracks the system updates by technological adoption but still this area can be further developed. Morgan and Pritchard (2019) stated that the communication system must be enhanced by applying an effective framework. The authors further added that the framework can ensure optimisation for each department to enhance performance. For Marriott, there are various challenges observed for implementation of digital technology and these can be mitigated by utilising better strategy. By capitalizing on my placement experience and professional observation, I could focus on every corner and ensure a high standard of service considering digital innovation and meet guest’s needs. 
[bookmark: _Toc158815112][bookmark: _Toc167312524]5. Conclusion
I have gained comprehensive knowledge and experience by handling guest services in the hospitality field. I learned that ensuring a personalized guest experience relies on effective communication within a team. For this reason, I always coordinated with all departments and stayed tuned to handle hospitality operations. Capitalising on this knowledge and experience from this spontaneous involvement will enable me to manage my future guests in the hospitality industry. I assured that I would perform well in the hospitality sector and play a role in developing guest experience at Marriott UK. I have developed my knowledge in both technical and practical areas which will be supportive in managing potential guests. My placement at Marriott UK has enriched my practical knowledge and experience and given me better insights into the role of digital transformation in customer service innovation and sustainability. I would capitalise on these insights into my future professional area and continue my development being a professional in the field of hospitality. 

[bookmark: _Toc158815113][bookmark: _Toc167312525]6. Action Plan
I have initiated planning for my future career aspirations where I would prioritise more on digital innovation and strategic management in the realm of hospitality. I feel encouraged to play the role and constantly pay attention to digital transformation to leverage my knowledge and capabilities to foster a flourishing career path. I pay more attention to time management skills after experiencing guest management operations. Now, I have learned how to tackle critical situations in transforming including digital tools and employee resistance. I focused on my knowledge about technical skills and how to deal with digital technologies in a meeting and coordinate with sales managers, and guest service operations. Following dynamic capabilities theory can be impactful in solving the issues of digital transformation in the competitive landscape of the hospitality industry. These learning experiences can be applied in my future role as various challenging areas are present in the hospitality sector that can not be understood easily without being directly involved in the roles. The hospitality sector is very promising but the sustainable aspects are also very important which everyone must acknowledge.
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	Codes
	Sub-themes
	Themes

	Investigation of digital transformation
	In-depth insights on digital transformation in the hospitality industry
	Investigate the role of digital transformation in shaping the hospitality industry in the post-pandemic era

	Impact of digital transformation in hospitality 
	Key factors of digital transformation 
	Key factors impact the effectiveness of digital transformation in the hospitality industry based on different organisational structures.

	The most effective Strategy for digital transformation
	Effective Strategies for implementation and operation in the hotel through applications
	Most effective strategies for implementing and operating hotel applications in luxury hotels after the pandemic to maximise customer value and generate extra income beyond room bookings?
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