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Abstract 
This research firstly underlines the importance of chatbot nowadays and more specifically figure out the influence it has over new young generations and the same time old ones. More specifically how it helps the life of each side. Secondly it makes easier for us to get in touch with the site in case of misunderstanding or not understanding some facilities that the hotels offer. Lastly underlines the importance of getting in touch with the site more quickly and efficiently by using chatbot and at the same time let the site the amount of time to deal with customers.

 Introduction

This conference research paper will show how technology nowadays has changed, it will change the world but especially the hotel sector. Together with digital transformation, it will be based above all, on a particular method that has been used for some time now, but which evolves day by day: the chatbot increasingly. Chatbots can prove to be a valuable and could be helpful for companies that want to offer an outstanding quality experiences to their customers (Blut et al, 2021). Chatbot is a computer program that can interact with humans through a chat system or other communication channels (Adamopoulou & Moussiades, L,2020). It is based on a system of pre-recorded messages, which it draws on to formulate the answers which are been provided to users ‘it works, in a nutshell, like an answering machine’. Following a request or message typed and sent by the user, the bot selects the rightest response in its database (Mohamad et al,2021). Following this, it sets up an interaction with the user, in which a certain response message is made to correspond to what the user asks or locking for. In this way, the chatbot simulates and reproduces a human conversation. Lastly, therefore chatbots can provide answers by associating both textual and multimedia content or they can offer a choice of answers from which the user simply has to select the one corresponding to his needs. (Islam et al,2024).
 Literature Review

The development of artificial intelligence, the enhancement of robotics and automation, and digitalization will have a significant impact on the business models of companies running in the tourism industry (Ozdemir et al, 2023). After all, artificial intelligence, robotics and service automation are already widespread in the tourism sector. Just think of the automation of check-in and check-out procedures, practiced for several years now and is also spreading in hotel chains (Yu et al ,2024). Hilton and many more Hotel, for example, sends customers an e-mail two days before their arrival inviting them to check in by connecting to the hotel's website, while on the same day they send them a text message with practical information, such as room number, parking code, etc. In this way, the check-out will also be completed, and the customer will only have to return the key at the time of departure. (Hsu et al,2023). A second example is that of chatbots, a robot that, thanks to software, can dialogue with a person, automatically and autonomously answering questions, proposing solutions. The potential of a chatbot depends on its ability to understand the meaning of natural language and to consider and evaluate the context of the conversation on the fly to ensure a coherent and satisfying dialogue (Lee et al,202). Already it is implemented by major companies such as Booking, Tripadvisor, Airbnb, chatbots are a form of artificial intelligence and, although they still have limitations today, remarkably interesting developments are expected. In this way, incoming messages are decrypted to extract the information needed to formulate a relevant response and, therefore, to respond to the user's needs. Chatbots can carry out conversations with visitors, but they are in a state of lifelong learning: their intelligence is based on the ability to analyse their interactions and "learn" new questions to optimize answers (Perez et al,2021) Their technologies make it possible to automatically recognize one or more sets of keywords and adapt the answers according to them. This software is also able to ask questions to invite users to provide more details in relation to their request, for the chatbots themselves to respond to it more satisfactorily. The language used by these digital devices has been encoded based on human language, so it is processed with a wide margin of correspondence with natural language (Du & Daniel, 2024). The integration of a chatbot into a hotel website can revolutionize the so-called customer service: minor problems will no longer be the burden of hotel operators but will be solve by the chatbot service. Customer service will only have to deal with the management of complex requests. The chatbot used as customer service support has the following advantages: filter requests, reduced response times, smooth exchanges and available 24/7. (Babulal, 2023). Ultimately, chatbots save time, effort and at the same time allow you to offer a service that is always available, based on proximity and personalization. Also, it has an advantage for the hotel from a marketing point of view. A chatbot can be a great marketing tool. In fact, depending on the user's request, the bot can provide information on current promotions, or to propose a personalized offer based on the product looked for. Chatbots are also used to collect data. (Li & Wang, 2023). In fact, they record the prospect's requests, allowing the company to collect valuable information for the sales team. The latter will thus to be able to a better understanding the needs of site visitors and formulate proper solutions. In addition, the presence of an interactive chat makes it easier to get in touch with users and establish a dialogue with them. Creating a contact database is important for distributing promotional offers, an email campaign, or a newsletter. This approach offers an opportunity to raise awareness of your brand, attract potential customers, and keep your audience (Chaves & Gerosa,2021). Ultimately, therefore, chatbots are particularly suitable tools for promoting lead generation. Finally, there is no shortage of cases of humanoid robots introduced into tourism companies to which contact operations with customers, currently conducted by humans, are delegated. Among the pioneers is the Hilton chain, which has introduced the humanoid robot Connie (named in honour of the founder of Hilton) – powered by Watson, IBM's AI – to the concierge function in the lobby of one of its hotels in Virginia, United States. All the cases described are examples of a scenario, increasingly workable in the coming years, of reorganization of production, supply and customer interaction processes (June,2016). In hotel companies, in particular, the possibilities offered by automation and artificial intelligence are shifting the focus from operational activities to customer relationship activities. This shift is also favoured by indications that emerge from behavioural economics studies: an experience where a crucial element is evaluated by the customer in a very positive way and by others perhaps slightly below average is perceived overall as better than a good experience without defects (Aggarwal, et all ,2023).
Application to the hotel and hospitality sector

POLITICAL: The UK government aims to harness digital transformation for a more inclusive, competitive, and innovative digital economy. Their Plan for Digital Regulation outlines the approach to govern digital technologies to drive growth and innovation. This plan includes principles to guide the design and implementation of digital regulation, as well as proposals for a more coherent and streamlined regulatory landscape. Has also outline its roadmap for digital and data transformation by 2025 (Cavelty et al, 2022). 
ECONOMICAL: On the operators' side, promotion and sales via the Web have allowed suppliers of goods and services to multiply the channels through which they reach tourists and interact directly with potential customers, cutting distribution costs and thus generating a process of market disintermediation. By filtering incoming requests and automatically processing the simplest ones, the chatbot lightens the workload of customer service (Dandison et al,2019). The team is less stressed and can, therefore, become more efficient by overseeing fewer requests, but with greater enthusiasm and dedication. This can certainly prove to be an added value for the company. A proposition based on the use of a service, the flexibility and scalability of the offers and a project that is at once modulated decide a sure and immediate cost saving. If costs fall, revenues can only rise (Stanislav et al, 2019). Process optimisation resulting from the introduction of innovative technologies is also a quantifiable saving. In addition, the transition from a cost for a product to a cost for a service decides an important change in the balance sheet. (Kocaman et al ,2019).

SOCIAL: The spread of smartphones and computers has increased internet access, aiding the industry. Millennials, in particular, are naturally inclined to buy online, boosting online sales make reservations in the Hotels. And so, the industry is therefore receiving help from this increase in the spread of technological devices. In addition, millennials are more naturally predisposed to buying online rather than asking for recommendations from friends. Have access to advice and content generated by other travellers (textual, video, photographic) and therefore to organize their holiday independently, without going through a specialized intermediary (tour operator and travel agency), (Kvalnes,2020). Sometimes internet users may visit many Hotels website with the intention of booking, but not knowing what to book. In this perspective, the chatbot can prove to be a valuable ally in advising the visitor. The chatbot offers Internet users the opportunity to ask questions and receive answers in a fluid and practical mode of interaction to use. Once the customer’s needs have been found, the chatbot is able to recommend relevant products, revealing and supporting market trends. Note that orders can also be placed directly from the bot, which enters them directly into the system (Anheier et al,2018).
TECHNOLOGICAL: Technological innovation, including AI and cognitive intelligence, is key to modern success. Hotels have significantly boosted tech innovation, enhancing business automation. Automation and technology improve customer engagement and retention through marketing automation platforms (Jayawardena et al,2023). In concrete terms, chatbots facilitate the collection of information from visitors: as soon as the user meets a difficulty, can contact the virtual assistant and use the messaging service provided by this software, to obtain the necessary clarifications (Ivanov & Webster,2019). This interactive process is especially useful when a visitor discovers product or service offering by the hotel. With a limited focus on screens, internet users need quick and easy access to information, and a chatbot is the perfect solution for this purpose.
ENVIRONMENTAL: Sustainability is a key issue for the hotel industry. Consumers are increasingly environmentally conscious and are unwilling to buy from companies that do not put the environment first. For this reason, more hotels have invested heavily in renewable energy, recycling, 0-kilometre products and much more. In particular, the hotel aims to become technologically independent by investing in renewable energy. Another aspect that should not be underestimated concerns the fundamental role of Google (Google,2024), in the decision-making process of the tourist and therefore the power that the search engine has not only in terms of searching for information, but also on the online marketing strategies launched by the tourism industry. A change in their algorithms has a critical impact on the visibility or otherwise of companies: just think of the recent penalization in terms of positioning in search results implemented against the sites of non-mobile friendly companies, i.e. those that have not developed a version suitable for easy viewing on smartphones and tablets. Help use effective strategies to attract leads to the hotel website, to engage them, pick their interest, and encourage them to stay on the site and explore hotel content. Chatbots allow to attract users to dialogue, keep them in the conversation, and guide them through the buying process. By offering a wide range of questions and topics covered, the "intelligent" software will be able to predict ideal scenarios that will allow it to go with prospects in a personalized and adapted way through the conversion funnel.
LEGAL: Amazons one of the biggest delivery companies, same as other big company must respect the Law Day by day using of course a legal protection. Same as many other companies they are facing many different challenges where the law may be intervening, specially where in some of the cases can be expensive. It’s important to understand that in other countries the law is not applicable on the same way and each country must consider the policy that applies for each one of them. (Paschke et al,2021). Taking care of the service offered to customers through the establishment of an interactive chat, making sure to offer users a great performance, encouraging them to repeat the shopping experience. With a chatbot, you can count on an extremely high degree of responsiveness in the interaction and, therefore, you can ensure a quantum leap in the entire area of your customer service. In addition, thanks to the data collected (age, name.), the software can customize the conversation for more humanized interactions, although it is always advisable to let people know that it is a robot that is leading the discussion. (Pamungkas, 2019).









Future policy and management options
In the future of digitalisations, some goals can be observed further down in the coming years, creation of a vast and increasingly diversified offer, aggregating an increasing number of suppliers with different characteristics , selection of a limited group of Hotel on the basis of very stringent criteria, providing the customer with a guarantee of compliance with these criteria also by the suppliers themselves, creation of an extremely flexible value constellation/network, in which this or that supplier is activated or not on demand, according to customer requests or the different articulations of the value proposition, promote the acquisition of digital skills by citizens and professionals, encourage investment in secure and sustainable digital infrastructure, support companies in their digital transition, promoting the adoption of innovative technologies such as Artificial Intelligence and cloud computing, digitising public services in a way that makes the word more efficient and inclusive (Afanasiev et al , 2021). This sometimes generates a problem, in the sense that, for example, the (internal or external) theme of web marketing can act in a completely autonomous and disconnected way because no one at the management level (entrepreneur, but also CEO or hotel manager) has sufficient skills to control and direct its work. On the other hand, it can prove to be an opportunity for the younger generations in a sector, such as the hotel industry, where business succession is a process that lasts an average of 10 years, 2 more than the average of all economic sectors (Newman et al, 2022). The evolutions that the advent of Industry 4.0 will impose on operational processes are therefore destined to change professional profiles again and create others within the tourism sector. Compared to the changes highlighted in the previous paragraph, it is reasonable to expect that more and more figures will emerge who are able to: manage contact with the customer, real or virtual; analyse data for business intelligence development purposes, create a personalized experience (Shum et al, 2018). Without going into technical details, it is enough to remember that, if AI-based technologies learn autonomously (i.e. without the need to be specifically programmed, but on accumulated experience), now most existing AIs work on "supervised machine-learning" systems, i.e. humans must supervise machine learning, even after the initial training is over.

Recommendation 
In addition to providing assistance during booking, some chatbots also allow you to upsell and cross-sell services, thus becoming a real marketing tool at the service of the hotel structure. Based on the interaction with the user, during the booking process, the chatbot can in fact propose the purchase of an extra service such as breakfast or airport shuttle or suggest an upgrade of the selected room.
While it is true that interaction with a chatbot cannot replace interaction with a human being, it is equally true that this tool helps to create engagement with the guest, the chatbot answers their doubts and questions, provides support during the booking process and stimulates the purchase of additional services: all actions that aim to arouse engagement and create a personalized booking experience.
Artificial Intelligence can be integrated into corporate training to improve the effectiveness and efficiency of training programs. These solutions use machine learning algorithms to tailor training programs to individual employee needs, analyse employee performance and preferences, and provide personalized support and recommendations. In this way, the use of Artificial Intelligence makes training programs more personalized and accessible to employees.











 Conclusion
In conclusion this research helps to understand that the integration of a chatbot into the website of each hotel can bring a lot of help and facilitate the job of a customer looking for a holiday or for some free time and at the same time facilitate the big numbers of request to the company and helping in terms of optimizing customer relationships and brand promotion.
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