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The Impact of digital Transformation on customer experience at Marriott International.

[bookmark: _Toc226336277]Abstract:
The impact of digital transformation on customer experience in the hotel industry is examined in this dissertation, with an emphasis on Marriott International. In recent decades, the swift progression of technology such as automated systems, statistical analysis, and app development has profoundly transformed service execution and business processes in hospitality companies. The COVID-19 pandemic expedited the integration of electronic solutions, rendering contactless systems and streamlined online communication imperative for reliability and efficacy.
This study examines whether digital devices, such as mobile check-in, digital room keys, and individualised services, improve customer loyalty and operational productivity, based on existing research. Simultaneously, it rigorously assesses apprehensions that heightened automation could diminish human connection, a fundamental aspect of conventional hospitality. The investigation seeks to deliver a comprehensive understanding of the impact of digital transformation on consumer experience at Marriott Bonvoy by examining its positive and negative aspects. The results will enhance current dialogues regarding the strategic integration technological advances in hospitality businesses while preserving superior, customer-focused service.
[bookmark: _Toc226336278]Chapter 1: Introduction
Chapter 1.1
This chapter introduces the dissertation, outlining the current hospitality business with particular emphasis on Marriott International. In recent years, digital transformation has markedly intensified in the hospitality sector, profoundly altering how businesses administer operations and improve customer experience. Technologies including automation, data analytics, and mobile applications have facilitated organisations in enhancing efficiency and optimising service delivery. Current literature, such as Richard Busulwa et al. (2020), indicates that the incorporation of digital technology can enhance cost efficiency by diminishing manual labour and adopting automated methods. Marriott International, a global leader in hospitality, has actively adopted technological innovation, employing digital tools to improve service quality and client interaction. Marriott's digital transformation and strategic technology utilisation have been extensively recorded in industry studies, academic research, and company publications over time. These sources offer significant insight into the developing link between technical progress and service delivery in international hotel companies. This dissertation intends to critically analyse the influence of digital transformation on customer experience at Marriott International.
Online reservations, mobile booking and departure, digitised room keys, tailored recommendations, and immediate service communication are just a few of the seamless online experiences that customers are growing increasingly demanding. According to (Hassan and Abdul, 2022) digital use was further boosted by the COVID-19 pandemic, which made contactless services crucial for continuing operations and safety. The study further mentions the uncertainty of the future societal systems since the pandemic which has caused hotels to constantly restructure business models. Therefore, in contemporary hotel management, digital transformation is now seen as a fundamental strategic competence rather than an optional one. According, to (Roberts, 2024) this study illustrates how digital technologies, such as Alkimii, improve operational efficiency and employee communication in the hotel sector. It emphasises that automation and enhanced company procedures can reinforce employee effectiveness and ultimately lead to superior client experiences.
Nevertheless, there are ongoing discussions surrounding the efficacy of digital transformation in improving the consumer experience, despite these advancements. Even though technology offers the potential for speed, effectiveness, and customisation, there are concerns that the level of automation may be excessive, which could potentially diminish human interaction, a traditional component of hospitality service. Consequently, it is imperative to assess the precise influence of digital transformation on the consumer experience.
1.2 Organisational Context: Marriott International
In addition, research from (EHL Insights, 2024) explains how Marriott International is a worldwide hospitality company that possesses and manages several hotels across various continents under a multitude of names. The firm has positioned itself as a leader in technical innovation within the sector. Marriott has tried to enhance client loyalty and improve customer service through several projects, such as the Marriott Bonvoy hotel app for mobile phones and tablets, wireless key access, chat services powered by artificial intelligence, data-based personalised experiences, and technological advances in smart rooms.
Marriott's online approach is designed to establish an automatic and integrated visitor experience, which encompasses scheduling check-ins and post-stay loyalty management. Nevertheless, the organization's significant funding in technological advances in digital banking necessitates a thorough research study of the observable effects of these programs on customer fulfilment, commitment, and experience.

1.3 Problem Statement
There is still uncertainty regarding the actual impact of technological advancement as highlighted from research in (Chemmanur, 2024) which speaks on customer experience outcomes, despite the fact that it has become a central component of hospitality strategy. Individualised service, emotional engagement, and personal relationships are the traditional methods by which hotels distinguish themselves. Furthermore, the author Chemmanur also shares that 76% of American hoteliers believe that the utilisation of automation, AI, and self-service technologies may improve efficiency; however, there are sceptics who believe it may also negatively impact visitors' perceptions of the quality of service.   
Marriott International faces strategic challenges in reconciling its traditional service values with modern technology. consequently, it is imperative to evaluate whether modernisation authentically improves loyalty and client satisfaction or if it leads to unforeseen service gaps.

1.4 Research Questions
1) To what extent does digital innovation impact customer satisfaction, and service quality within the hospitality industry?
2) How has digital transformation enhanced or hindered the customer's journey in the hospitality sector?
3) Which digital technologies and tactics has Mariott International implemented to improve the customer’s experience?
4) How can major hotel businesses like Marriott International reconcile digital innovation with individualised human engagement in service delivery? 

1.5 Research Aim
To analyse how digital transformation strategies implemented by Marriott International influence customer satisfaction, engagement, and brand loyalty.

1.6 Research Objectives
For the aim to be achieved, this paper will observantly ensure that the 6 objectives are followed:
1) To examine the idea of digital transformation within the hospitality industry.
2) To identify key digitalisations implemented by Marriott International like, smartphone check-in, AI chatbots, data analytics, mobile apps).
3) To analyse the relationship between digital innovation and customer loyalty/brand trust at Marriott International
4) To identify challenges and limitations associated with digital innovation in delivering enhanced customer experience.

1.7 The importance of the study
There are numerous reasons why this research is significant. the author (Joshna, 2024) suggests that 61% of customers prefer to endorse companies that offer a more tailored experience this strategy strengthens customer loyalty which increases business revenue. Initially, it contributes to the academic literature by offering a digital transformation analysis of an organization-specific nature within a prominent global hotel chain. Secondly, it provides useful knowledge for hospitality managers who are interested in refining digital strategies while ensuring that they maintain a high level of service quality. Moreover, it is imperative to comprehend the correlation between technology adoption and consumer experience in a post-pandemic environment that is characterised by elevated digital expectations in order to establish a sustainable competitive advantage.
The results may strengthen Marriott International and related organisations in the development of their digital strategies to more effectively align technological innovation with the changing expectations of their guests. 

1.8 Structure of Dissertation
Within this dissertation, there are five chapters. The research history, intent, and objectives are introduced in Chapter One. The second chapter provides a thorough examination of pertinent literature concerning digital transformation and customer experience in the hospitality industry. Chapter Three delineates the research methodology, which encompasses ethical considerations, methodological approaches to data acquisition, and research design. The findings are presented and analysed in Chapter Four. Chapter Five concludes by examining the effects of the research results, outlining their limitations, and offering suggestions for further study.

[bookmark: _Toc226336279]Chapter 2: Literature Review
2.1 Digital Transformation in the Hospitality Industry
In the global hospitality sector, digital transformation is growing in popularity as a crucial catalyst for innovation and business growth, as articulated by (Buhalis and Leung, 2018)   in their journal article on modern hotel management, emphasising the strategic significance of new advances in redefining service delivery. (Kumar et al., 2023b) illustrate in their scholarly research on digital transformation in hospitality that organisations implementing digital developments are more effectively positioned to improve consumer loyalty and business efficiency. Digital transformation broadly denotes the incorporation of digital technologies into organisational processes to enhance efficiency, generate value, and improve customer experiences, as clearly articulated by (Vial, 2019) in his extensively referenced review of digital evolution, which integrates existing research across various industries.
In the last twenty years, swift technological progress has fundamentally transformed the interactions between hospitality organisations and customers, as evidenced by (Ali et al., 2020b) in their study on automation and service technologies, which illustrates the growing integration of digital tools within service processes. Hotels increasingly depend on various technologies, such as mobile applications, cloud-based property management systems, and artificial intelligence, to oversee reservations, customise services, and engage with guests throughout the customer journey, as highlighted by (Shulga, Busser and Bai, 2018)  in relation to technology-enhanced customer experiences. This evolution signifies a comprehensive transition from conventional service models to digitally integrated ecosystems that transcend the actual hotel setting.
Historically, hospitality has consistently emphasised service and adaptation, as articulated by (Ivanov et al., 2019b) in his work on hospitality management, which chronicles the industry's evolution and persistent dedication to client care and interpersonal engagement. Recent research indicates that modern hotels are progressively adopting advanced technologies, including AI, data analytics, and mobile platforms, to enhance internal processes and better anticipate customer needs. These technologies empower organisations to provide more efficient, customised, and responsive services, ultimately improving the entire guest experience.
Nevertheless, the use of digital technologies in the hotel sector has sparked continuous academic discourse. (Edvardsson et al., 2018b) contend in their Journal of Service Management paper on service robots that although automation improves efficiency and uniformity, it may diminish human connection, thus undermining the relational dimensions of service experiences. The source (Wirtz et al., 2018b) illustrate in their empirical study published in the International Journal of Hospitality Management that while robotic technologies enhance speed and convenience, they may adversely impact customers' emotional involvement. The article (Al Shehhi and Karathanasopoulos, 2020b) reinforces this viewpoint in the Journal of Hospitality and Tourism Management, highlighting that significant consumer experiences rely on emotional connections and human engagement in conjunction with technical advancements.
Additionally, (Fan, Mattila and Zhao, 2015b) emphasise in their investigation on hospitality that the client experience is fundamentally connected and necessitates individualised, human-centered service interactions. This means that the digital shift in the hotel sector should be perceived as a compromise between technical efficacy and human-centered service provision. (De Cantis et al., 2015b) contend in their paper published in the Annals of Tourism Research that effective hospitality organisations leverage digital technologies to augment, rather than supplant, the consumer experience. (Kim and Ryerson, 2018b) illustrate in managerial tourism that firms employing an integrated and strategic approach to breakthrough innovation are more inclined to maintain an advantage while fulfilling evolving demands from clients.

2.2 Customer Experience in the Hospitality Industry
The hospitality sector has prioritised customer experience as a primary area of investigation and implementation studies from (Marketing, 2025) reveal that hospitality sector is heavily dependent on word-of-mouth the source further uncovers statistics exposing that 57% of customers are likely to move to other competitors after a bad experience. Throughout the service journey, customers' encounters with a company across multiple touchpoints establish their general perception (Petrova Experience, n.d.) emphasises that a customer's overall impression and assessment of a business is shaped by multiple touchpoints during the entire journey rather than a single transaction. In contrast to conventional supplies, hospitality services are both unique and intangible, resulting in opinions from customers that are influenced by an accumulation of environmental, emotional, and social variables (Maechler, Neher and Park, 2022) suggests that it is logical for companies to measure customer experience through touchpoint analysis. However, the article details that a customer's journey is personal.
The philosophy of satisfying customers encompasses more than just the level of service provided, as Inside Hospitality (EmilyEVC, 2025) argues through its analysis of holistic hospitality interactions. In addition, (fireboltdevs, 2021b) reveals that the hotel reservation procedure, welcome experience, upon arrival assistance, and after-travel communication are all included in the scope of every relationship between consumers and a hospitality organization. Studies from the journal (Lynn and Avetisyan, 2025) highlights that these interactions can result in increased customer fulfilment, brand devotion, and repeat visits when customers have positive experiences. In contrast, (Tyagi, 2024b) claim that hospitality organisations may suffer from negative online evaluations and dissatisfaction as a consequence of adverse experiences, which can have a substantial impact on their reputation.
Digital technologies have exerted an increasing influence on the development of consumer experiences in the hospitality industry in recent years, as (Yang and Nie, 2025) demonstrate in a peer-reviewed investigation that details the quick spread of mobile apps, AI-driven personalisation, and contactless service and demonstrates how these innovations are associated with increased perceived accessibility, improved service, and increased levels of guest satisfaction. Additionally, it highlights persistent concerns about privacy and the necessity of maintaining human interaction when required. Furthermore, studies from (Elphick, 2023) that before, during, and after their stay, consumers can engage with hotel companies through online booking systems, for example Trip advisor states that 81% of customers read review before booking hotels. Moreover, (Team, 2025) discusses that smartphone applications, and social media platforms, citing real-world implementations like Hard Rock Hotels' digital engagement strategies that includes shifting from traditional methods by leveraging digital tools like their AI concierge “Roadie” this tool offers a personalised VIP experience. Research from (Team, 2025) further reveals that the digital advancement from Hard Rock Hotels has increased customer satisfaction this is shown by revealed statistics of 40% of automated emails being opened which is above average in the hospitality industry. Also (Chemmanur, 2024b) claims that as a result of these digital activities, the consumer journey has been extended beyond the confines of the hotel premises permitting around the clock service, in pursuit of digital solutions to augment efficiency. The source (Chemmanur, 2024b) further reveals that the Edwardian Hotels AI chatbot assists guests with room queries statistic show that 97% of queries were resolved.
According to studies, revealed in (Peng et al., 2024) digital innovations have a significant impact on consumer satisfaction in the lodging industry by improving the quality of services, customisation, and operational efficiency. Currently, guests communicate with hospitality companies through various digital touchpoints, including reservation platforms, smartphone apps, and social media, throughout every step of their service journey. This growing pattern is further highlighted by industry analysis from (Josephson, Casullo and Panzer, 2026) highlighting the increasing impact of AI-driven and interactive digital channels on guest conduct. Therefore, the consumer journey transcends the real-life hotel setting, with digital platforms significantly influencing what consumers think and feel prior to, during, and following the stay. 
Consequently, as a result, hospitality organisations have encountered substantial opportunities to improve customer experience via technological innovation, research from (Tian, Zhang and Zou, 2014b) reveals that in their peer-reviewed study, which emphasises how digital systems facilitate enhanced effectiveness and personalised service delivery. Hotels can provide improved convenience via digital concierge systems, mobile check-in, and personalised interaction, as evidenced by (Hyun, Kim and Lee, 2011b) in her scholarly research on self-service devices, highlighting their contribution to enhancing effectiveness in operations and satisfaction among consumers.

The shift is evident in the business environment, as studies from (Digital Innovation and Transformation, 2022) indicates that Marriott International employs data analytics and AI-driven systems to customise client experiences and maximise the efficiency of services, underscoring the strategic significance of digital innovation in improving customer engagement. Nonetheless, research underscores that technology ought to enhance rather than substitute contact with people, as excessive dependence on automation may diminish the emotional and physical elements that are essential to hospitality experiences.

2.3 Technology and Service Delivery in Hotels
Digital technology integration has significantly changed how services are provided in the hospitality industry, especially for multinational corporations like Marriott International. The Technology Acceptance Model elucidates this shift, since (eBusiness@Newcastle, 2020b) proposes that users are more inclined to adopt technology deemed helpful and user-friendly. Marriott demonstrates this via its mobile application and digital services, which allow guests to perform things such as reservations mobile check-in, and acquiring digital room keys, therefore improving ease and promoting extensive utilisation.
The influence of technological advancement on service quality can be assessed by the SERVQUAL Model, created by (Parasuraman, Zeithaml and Berry, 1988). The approach emphasises critical elements including reliability, responsiveness, and assurance, all of which are augmented by Marriott's implementation of digital technology. Mobile platforms and automated systems enhance service reliability by minimising human error and augmenting responsiveness through expedited service delivery and real-time connection with visitors.
Moreover, research from (Singletary, 2025) reveals that Marriott employs data analytics and digital technologies to customise the customer experience, according to modern expectations for personalised service. By evaluating guest preferences and behaviours, the organization may provide tailored recommendations and services, ultimately enhancing consumer fulfilment and loyalty. Nonetheless, despite these achievements, the growing dependence on digital technologies prompts apprehensions about the possible decline of human interaction. Although automation improves productivity, it may restrict opportunities for significant interpersonal interaction, which is a crucial element of hospitality.
Marriott's strategy for digital transformation demonstrates the necessity of harmonising technology efficiency with human-centered service provision. By incorporating digital innovation with personalised service, the organization illustrates how hospitality organisations may elevate client experience while maintaining the emotional and relational aspects that characterise superior service.
Moreover, customer journey theory, as articulated by (Lemon and Verhoef, 2016) in their Journal of Marketing article, posits that customer experience is shaped by a sequence of interrelated interactions across several touchpoints prior to, during, and subsequent to the service encounter. Regarding the case of Marriott International, this is manifested in its digital network, where guests interact through websites, mobile applications, and in-person services, resulting in a consistent connected experience. On the other hand, (Lemon and Verhoef, 2016) recognise that monitoring various touchpoints adds additional complexity necessitating businesses like Marriott to maintain integrity across both online and offline engagements.

2.4 Digital Transformational within Marriott International
Digital technology integration has significantly changed how services are provided in the hospitality industry. Throughout history, hotel services relied heavily on interpersonal relationships between staff and customers; however, research conducted by (Chen and Nijkamp, 2018b) on smart hotel management indicates that the growing availability of digital technologies has facilitated the development of multifaceted service structures that combine automation with conventional practices.
The advent of smartphone technology signifies a pivotal advancement in the execution of hospitality services. The Technology Acceptance Model (TAM) posited by (Davis, 1989b) indicates that a perceived benefit and simplicity of use are critical factors influencing user adoption, elucidating the widespread acceptance of mobile applications that facilitate booking, check-in, digital room keys, and service requests among hotel guests. In addition to increasing accessibility and ease of use, these modern innovations help boost hotel management's operational effectiveness.
Moreover, technologies that enable self-service have increasingly gained prominence within the commerce sector. Research conducted by (Li, Wong and Kim, 2017b) posits that automation technologies, such as self-service kiosks and contactless systems, markedly enhance service efficiency and diminish labour expenses, especially in the post-COVID-19 environment where hygiene and minimal physical interaction are emphasised.
Alongside operational enhancements, digital technologies empower hospitality organisations to gather and analyse substantial amounts of client data. Research by (Chen and Nijkamp, 2018b) highlights that data collection enables companies to discern behavioural trends and customise offerings, which has come to be recognised as an essential element of modern consumer experience management.
Nonetheless, the increasing dependence on digital technologies has sparked scholarly discourse. (Ivanov, Webster and Berezina, 2017) assert that although automation improves productivity, it may concurrently diminish opportunities for significant human connection. Considering that hospitality experiences fundamentally rely on interpersonal interaction and individualised attention, an overdependence on technology may adversely impact the perceived authenticity of service.
Therefore, hospitality companies must meticulously balance technology progress with the maintenance of human-centred service. Research from (Chen and Nijkamp, 2018b) assert that digital innovation needs to enhance, not substitute for human communication to guarantee the provision of remarkable and emotionally resonant visitor experiences.

2.5 Research Gap
There are still significant gaps in the present research, despite the corpus of literature highlighting the growing importance of digital transformation in the hospitality industry. A considerable segment of the literature employs a comprehensive, industry-wide viewpoint instead of studying the specific effects of digital transformation on customer experience inside distinct hotel organisations. Li, Bonn, and Ye (2019) contend in the International Journal of Hospitality Management that, although digital technologies are being rapidly integrated into hospitality, current research frequently emphasises technology implementation rather than its direct effects on customer experience at the organisational level. Furthermore, while most studies highlight the operational efficiencies linked to digital innovation, fewer objectively assess its direct impact on customer views, fulfilment, and connection with the product. Verhoef et al. (2009) in the Journal of Retailing reinforce this restriction by emphasising that consumer satisfaction is multifaceted and transcends business performance, leading to a more profound examination of how connections across touchpoints influence overall consumer opinions.
Given the increasing reliance on digital technology in global hospitality enterprises, further study is required to examine the impact of these advances on consumer satisfaction at the organisational scale. This investigation explicitly examines Marriott Bonvoy, investigating the impact of efforts to digitally transform on the consumer experience within a practical organisational environment. The study seeks to enhance the current research by offering a deeper comprehension of how digital innovation influences execution of services and perceptions among consumers, thus assisting in continual academic discourse on technology-driven advancement in the hospitality sector.

2.6 Digital versus Traditional Hospitality Methodologies
The rapid advancement of digital technologies has significantly transformed the hotel industry, reshaping how businesses deliver services and interact with clients. Despite the increased incorporation of technology, a constant debate continues over the effectiveness of digital transformation compared to traditional, human-centric service methods. This section critically assesses these contrasting methodologies, employing customer experience theory to juxtapose technologically advanced entities which include Marriott International with more conventional service-oriented companies like The Ritz-Carlton Hotel Company.
Theory of customer experience provides a crucial basis for comprehending how service performance influences client views. This viewpoint asserts that customer experience is formed through a series of contacts, or "touchpoints," that transpire during the customer journey. These encompass pre-service interactions, service encounters throughout the stay, and post-service involvement. The article, (Min, Park and Kim, 2016) contend in their research published in the Global Journal of Hospitality Management that customer experience is collaboratively generated through various interactions regarding service throughout the customer journey, with these touchpoints holistically influencing engagement, commitment, and overall brand perception.
Digital transformation has allowed hospitality organisations to optimise operations and improve client convenience. Marriott International illustrates this transition by adopting mobile check-in, digital room keys, and customised digital services. The study (Buhalis and Law, 2008) stresses that innovations in information and communication technology have profoundly transformed the hotel sector by enhancing efficiency, accessibility, and customisation. This suggests that digital innovation can substantially improve the functional aspects of consumer experience. This technology-centric viewpoint may disproportionately prioritise efficiency, thereby neglecting the experience and emotional dimensions fundamental to hospitality.
From a theoretical perspective, digital transformation enhances essential functional characteristics including rapidity, practicality, and accessibility. The source (Koo, Yu and Han, 2020b) argues through the SERVQUAL model that service quality is multidimensional, encompassing factors such as empathy and assurance that are fundamentally reliant on human contact. This indicates that whereas digital technologies can enhance durability and adaptive design, they may concurrently diminish the interpersonal aspects that influence assessed service quality. Consequently, over dependence on automation may jeopardise the comprehensive client experience.
In contrast, businesses like The Ritz-Carlton Hotel Company implement a conventional, service-oriented strategy that emphasises personal engagement rather than technical automation. This corresponds with (Pine and Gilmore, 1998b) who illustrate that memorable experiences are generated through emotional involvement and personal interaction rather than solely through practical service provision. This viewpoint underscores the significance of crafting immersive and impactful experiences. Nonetheless, it might be contended that these methodologies are resource-demanding and challenging to scale, especially in extensive, multinational corporations.
Conventional hospitality approaches emphasise the development of robust emotional bonds between personnel and consumers. In addition, the study (Editeur Metalab, 2025) details that In-person contacts, individualised attention, and proactive service foster a feeling of exclusivity and attentiveness. Although research from (Editeur Metalab, 2025) highlights that emotional engagement is increased through human interaction. However, it may also lead to discrepancies in service delivery leading to the dependence on individual employee performance which may negatively impact consumer satisfaction. Conversely, the study (Nancholas, 2024) reveals that digital solutions provide enhanced standardisation and scalability, while possibly sacrificing authenticity and human connection.
An analytical comparison of these methodologies indicates that no model is intrinsically superior; instead, each exhibits unique advantages and drawbacks. Digital transformation, exemplified by Marriott International, improves operational efficiency and scalability, rendering it especially appropriates for extensive operations. In contrast, the conventional methodology employed by The Ritz-Carlton thrives in providing emotionally nuanced and individualised experiences. The source (Wirtz et al., 2018) suggests that a trade-off exists between technological productivity and customised service which means the investment businesses make in technology may decrease customer personalised journeys.
The research (Chemmanur, 2024b) further indicates an increasing transition towards hybrid service models that combine technology innovation with human-centred service delivery. The most effective method is perhaps not to choose between technology and human connection, but to strategically integrate both to maximum consumer value. Digital transformation should serve as a facilitator of improved service experiences, rather than a replacement for the human aspects that characterise hospitality.
[bookmark: _Toc226336280]Chapter 3: Methodology
3.1 Introduction
This chapter delineates the methodological framework employed to assess the influence of digital transformation on consumer experience at Marriott Bonvoy. It substantiates the chosen study philosophy, methodology, design, data gathering procedures, and analytical methods. Moreover, ethical considerations and study limits are meticulously assessed to guarantee academic integrity and transparency.
The efficacy of any methodological approach depends on its congruence with the study objective. It is essential to acknowledge that consumer experience in hospitality is fundamentally subjective and contextually based, necessitating a research methodology that can capture detailed perceptions rather than depending exclusively on objective assessment.

3.2 Research Philosophy
Research philosophy fundamentally influences the generation and interpretation of knowledge. This study employs an interpretivist philosophy, which proposes that knowledge is socially produced through personal experiences. The academic source (Bell, Bryman and Harley, 2022b) contend that interpretivism is especially pertinent in the examination of human-centered events, since significance is formed from individual interpretation.
In addition, (Sagepub.com, 2026b) assert that interpretivist methodologies facilitate an in-depth examination of intricate social interactions, rendering them particularly appropriate for investigations of consumer experience. This is especially important as hospitality services are influenced by both emotional and functional interactions between clients and service providers.
Nonetheless, one could contend that interpretivism involves subjectivity, which may constrain dependability and reproducibility. Nonetheless, in the case of this study, such subjectivity is not merely a hindrance but a strength, as it facilitates a deeper comprehension of client perceptions regarding digital transformation. Consequently, interpretivism offers a suitable philosophical basis for the present study.

3.3 Methodology
This study adopts an inductive research approach due to its exploratory nature. Saunders et al. (2023) highlights that induction entails deriving trends and discoveries from data instead of evaluating pre-established hypotheses. This method is especially appropriate considering the dynamic evolution of digital transformation in the hotel industry.
Furthermore, (Bryman, 2016b) emphasises that inductive research facilitates flexibility and the formation of new themes, which is crucial for analysing complex and dynamic phenomena like customer experience. This allows the researcher to obtain a diverse array of viewpoints concerning digital service interactions.
It is essential to recognise that inductive methodologies may engender researcher bias owing to their interpretive characteristics. This indicates that the validity of conclusions is significantly contingent upon the transparency and consistency of the analytical process. Consequently, organised thematic analysis is utilised to guarantee that interpretations are anchored in reliable facts.

3.4 Research Methodology
This study employs a qualitative research approach to facilitate a comprehensive examination of subjective experiences. (SAGE Publications Ltd, n.d.)   contend that qualitative methods are especially adept at examining intricate social processes that resist straightforward quantification. This is particularly pertinent as customer experience includes emotional, psychological, and behavioural aspects.
The study utilises a case study methodology, concentrating primarily on Marriott Bonvoy. Also (SAGE Publications Ltd, n.d.) insists that case study research facilitates an in-depth analysis of current concerns within real-world contexts, rendering it particularly suitable for organisational analysis.
Nonetheless, it is crucial to acknowledge that case study approaches may restrict generalisability due to their concentration on a singular organization. Nonetheless, one could contend that the profundity of information acquired surpasses this limitation, especially when examining a globally esteemed brand like Marriott. This indicates that the results may still offer significant strategic insights for the broader hotel industry.

3.5 Methods of Data Collection
This research employs secondary data collecting, utilising peer-reviewed journal articles, scholarly books, and business reports. Saunders et al. (2023) assert that secondary data offers convenient access to a diverse array of previous research, rendering it especially beneficial for investigations with time limitations.
Furthermore, secondary data enables the researcher to integrate varied viewpoints on digital transformation and consumer experience. Bryman (2016) contends that this approach can augment the depth and breadth of research through the integration of many sources of evidence.
Nevertheless, it should be recognised that secondary data may not consistently correspond with the research aims. This potentially imposes a limitation on relevance and specificity. Consequently, meticulous selection and assessment of sources are necessary to guarantee the utilisation of only genuine and directly relevant material. This underscores that the study's trustworthiness hinges on the data quality rather than the methodology employed.

3.6 Data Analysis
The research utilises thematic analysis as the principal tool for data examination. Braun and Clarke (2006) contend that thematic assessment is a versatile and methodical technique for recognising themes in qualitative data. The approach is very effective for assessing consumer experience, as it facilitates the classification of intricate insights into significant themes.
The analysis adheres to a systematic procedure encompassing comprehension, coding, topic formulation, and interpretation. This guarantees that conclusions are obtained consistently rather than impulsively.
Nonetheless, it is essential to acknowledge that thematic analysis is intrinsically interpretive and may incorporate researcher bias. This indicates that the validity of conclusions relies on accessibility in the analytical procedure. Consequently, themes are corroborated by many sources to increase dependability. This is crucial as consistent and well-founded analysis enhances overall reliability of the research.

3.7 Ethical Considerations
Ethical issues are essential for maintaining research integrity. Saunders et al. (2023) underscore the significance of academic integrity, encompassing precise citation and the prevention of plagiarism. The study (Bryman, 2016b) emphasises that transparency is vital for sustaining credibility.
Despite the reliance on secondary data, ethical duty is of paramount importance. It is essential to guarantee that each of the sources are accurately conveyed and not selectively construed to endorse preconceived conclusions.
Importantly, ethical integrity encompasses not only data collection but also data analysis and presentation. This underscores the necessity of upholding neutrality and integrity for generating credible and academic thorough research.

3.8 Constraints of the Research
This study has some notable disadvantages that must be acknowledged. The research (SAGE Publications Ltd, n.d.) also posits that case study research may be devoid of generalisability, but Bryman (2016) contends that qualitative research is intrinsically subjective.
The dependence on secondary data restricts the capacity to obtain organization-specific information directly from Marriott customers. This may limit the profundity of empirical analysis.
Nonetheless, one could contend that these constraints are intrinsic to exploratory research and do not inherently diminish its significance. They emphasise the significance of contextual interpretation. This indicates that the findings have to be regarded as insightful rather than universally applicable, enhancing theoretical comprehension rather than statistical generalisation.

3.9 Conclusion
This chapter has systematically delineated the methodology framework employed to examine the influence of digital transformation on customer experience within Marriott Bonvoy.
The selected methodology demonstrates a calculated equilibrium between depth and generalisability. Therefore, it is reasonable to assert that emphasising qualitative knowledge is suitable due to the intricacy of experience for consumers in a digital environment.
This analytical approach offers a solid and academically validated basis for examining the impact of digital innovation on modern hospitality operations.

[bookmark: _Toc226336281]Chapter 4: Result and Discussion
4.1 Introduction
This chapter provides a critical examination of the results obtained from the qualitative thematic analysis discussed in Chapter 3. The major objective of the present investigation was to investigate the impact of digital transformation on consumer experience in the lodging industry, specifically concentrating on Marriott International as a prominent global entity. The results are organised by principal emergent themes, examined using known theoretical frameworks such as the Technology Acceptance Model (TAM), SERVQUAL, and Customer Experience (CX) theory. 
The study (Becker and Jaakkola, 2020) reveals that the client experience is a multifaceted concept influenced by psychological, cognitive, behavior-related, and sensory reactions throughout all aspects of the customer experience. This viewpoint is especially pertinent in the hotel sector, were productiveness and emotional connection influence overall happiness. The research indicates that digital revolution has profoundly altered the delivery of these experiences, propelling the sector towards technology-driven service models. 
The paper emphasises that Marriott International offers an effective observational framework owing to its comprehensive use of digital technologies, such as the Marriott Bonvoy smartphone application, mobile check-in, digitised keys, and AI-driven customisation tools. These technological advances demonstrate the implementation of the digital revolution in a practical hospitality context. 
The results are categorised into five principal themes: digital efficiency, customisation, numerous channels cooperation, human vs digital engagement, and consumer loyalty. Each theme is rigorously examined and connected to both theoretical frameworks and practical applications, guaranteeing a thorough assessment. 

4.2 Theme 1: Digital Convenience and Operational Efficiency (TAM Application) 
The results indicate that digital transformation has markedly improved convenience and operational efficiency at Marriott International. Technologies like mobile registration, mobile card access, and app-based service enquiries have optimised conventional hotel operations, diminishing dependence on front-desk contact. 
The source (Davis, 1989) highlights that this closely corresponds with the Technology Acceptance Model, which proposes that the perceived advantage while assessing convenience of use accelerate acceptance among users of technology. The study indicates that guests view Marriott's digital offerings as exceptionally beneficial, as they reduce delays and increase independence throughout their hotel experience. 
The research indicates that Marriott’s mobile application enables visitors to circumvent conventional check-in processes, enter rooms using digital keys, and promptly request services. This illustrates how digital transformation improves the functional elements of customer experience, especially in terms of speed and accessibility. The studies indicates that these innovations fulfil the demands of contemporary customers who value practicality and control. 
Furthermore, the literature underscores that artificial intelligence augments operational efficiency through the automation of routine operations and the enhancement of service responsiveness, as emphasised by (Huang and Rust, 2021). Marriott employs AI-driven tools to facilitate customised recommendations and customer service interactions, resulting in expedited and uniform service delivery. 
The research indicates that digital transformation facilitates adaptability throughout Marriott's international operations. Standardised computerised procedures guarantee uniformity in service delivery, which is crucial for preserving your company's identity. The study (Ivanov, Webster and Berezina, 2017) highlights that automation improves productivity and diminishes human error.
Nonetheless, a thorough examination indicates that excessive dependence on digital efficiency may diminish the experiential depth of hospitality services. The research project emphasises that although digital technologies enhance functioning, they may restrict possibilities for human interaction, a crucial element of emotional involvement. This indicates that efficiency alone is inadequate for providing a comprehensive client experience. 
Furthermore, the research indicates that digital exclusion continues to be an issue. Consumers with limited technological proficiency may have difficulties with digital systems, resulting in frustration. Consequently, the report contends that organisations must guarantee that digital transformation initiatives are inclusive and flexible. 

4.3 Theme 2: Customisation and Data-Informed Experience (CX Framework) 
The results show that customisation is a vital element of Marriott's digital transformation approach. The study indicates that the organization utilises client data to provide custom-tailored experiences, such as customisable offers, individualised hotel preferences, and specific suggestions. 
The study highlights that customisation improves customer engagement by tailoring service execution according to consumer tastes, as (Wedel and Kannan, 2016) contend that market analysis allows businesses to develop highly focused and pertinent client interactions. This indicates a transition to customer-focused business approaches, emphasising the creation of significant and lasting impressions. 
Moreover, the study indicates that Marriott use sophisticated analytics and artificial intelligence to predict client requirements. The research indicates that developing technologies are revolutionising service customisation, as Ostrom et al. (2015) emphasise that data-driven solutions allow companies to more effectively comprehend and address unique client requirements.
The research (Exclaimer, 2024) emphasises that customisation enhances emotional investment. Individuals who see recognition and value are more inclined to establish good emotional associations with the brand. The study underscores that emotional responses are a crucial element of the customer experience, affecting fulfilment and commitment. 
Furthermore, the study (Finet, Kristoforidis and Laznicka, 2025) indicates that algorithmic tailoring may be devoid regarding human sensitivity. Although data analytics can discern behavioural trends, it may not completely encapsulate emotional subtleties. This indicates that customisation must be augmented by human interaction to guarantee legitimacy. 
The report contends that although customisation improves consumer experience, it must be executed properly and ethically to preserve confidence and credibility. 


4.4 Theme 3: Integration of Omni-Channel and Customer Journey (CX + Omni-Channel Theory) 
The results indicate that multichannel integration is essential in influencing client satisfaction at Marriott International. Customers engage with the company through many touchpoints, such as apps for mobile devices, websites and traditional the hotel settings. 
The analysis (Verhoef, Kannan and Inman, 2015) highlights that seamless communication across multiple channels improves the whole client journey, Marriott's digital framework guarantees seamless integration across online reservations, mobile interactions, and in-hotel experiences. 
The research indicates that consumer journeys are becoming progressively intricate and non-linear. The study emphasises that encounters transpire at several times, encompassing pre-booking, booking, visit, and post-stay engagement. The article (Lemon and Verhoef, 2016) assert that every touchpoint influences the total consumer experience. 
Marriott's capacity to incorporate various touchpoints illustrates the efficacy of its digital strategy. The research (Walker, 2023) emphasises that patrons can reserve accommodations online, check in using mobile phones, and obtain tailored suggestions throughout their visit, thereby fostering a unified experience. 
Nonetheless, a thorough investigation indicates that all channels integration poses operational difficulties. The article (Muthaffar, Vilches-Montero and Bravo-Olavarria, 2024) emphasises that ensuring uniformity across networks necessitates substantial investment in data collection and technology management platforms. Discrepancies between digital and real experiences may adversely affect client perceptions. This demonstrates the significance of consistency between technology and human resources provision. 

4.5 Theme 4: Human Interaction versus Digital Automation (Application of SERVQUAL) 
The results (Karagiannis, 2024) showcase a notable conflict between automated systems and human engagement. Although technological advances improve productivity, human interaction is crucial for providing outstanding hospitality services. 
The study (Sant, 2017) suggests that emotional connection is a crucial factor in customer happiness. SERVQUAL recognises empathy and assurance as essential characteristics of service excellence. The research emphasises that these components are predominantly conveyed via human contact. 
The article (Morgan, 2025) that Marriott employs a hybrid strategy, wherein digital tools enhance rather than supplant human service. Employees concentrate on providing customised and emotionally resonant connections, whereas computer systems manage regular chores. 
Nonetheless, the research (Guest Contributor, 2025) stresses that an overdependence on digitisation may result in depersonalisation. Clients may view automated services as lacking personal touch, especially in upscale hotel settings. 
The literature (Rust and Huang, 2014) highlights that human interaction is crucial for generating significant experiences. This underlines the significance of joining technology with human service. 

4.6 Theme 5: Customer Satisfaction, Loyalty, and Competitive Advantage 
The journal (Anwar et al., 2024) argues that digital transformation markedly affects consumer happiness and loyalty. The study emphasises that effective and tailored experiences enhance favourable consumer evaluations. 
The research (Verhoef et al., 2021) underscores that technological advances in digital banking augments strategic advantage. Marriott Bonvoy’s implementation of digital technologies allows it to distinguish itself in a very competitive sector. 
The report (Zhang et al., 2025) shares potential hazards linked to digital change even though the increase of artificial intelligence has economic potential it will also impact individuals positively by assisting worker, negatively by replacing employees. Technological malfunctions may adversely affect consumer satisfaction. Insurance and reliability are an essential element in facilitating favourable experiences. 

4.7 Integrated Discussion
The study (Chen Lisha et al., 2025) indicates that no singular theoretical framework comprehensively elucidates consumer experience in a digitalised context. Furthermore, research from (Dziak, 2024a) Technology Acceptance Model elucidates adoption, SERVQUAL assesses quality, and Customer Experience theory offers a comprehensive viewpoint. 
Nevertheless, the study contends that the amalgamation of these frameworks is imperative. Marriott's strategy exemplifies this integration by merging efficiency, customisation, and emotional involvement.

4.8 Theoretical Integration: Technology Acceptance Model (TAM)
The Technology Acceptance Model (TAM) offers an extensive analysis for analysing the results associated with digital transformation at Marriott International. The Technology Acceptance Model (TAM) asserts that perceived benefit and observed simplicity of application are the principal factors influencing technology acceptance (Davis, 1989), providing a pertinent framework for assessing customer interaction with Marriott Bonvoy’s online platform.
The study highlights that perceived utility is a pivotal factor affecting customers' readiness to embrace digital technologies, especially when these tools improve efficiency and ease. The research asserted by (Cruz-Jesus et al., 2016) indicates that the implementation of digital services is significantly affected by how much technologies enhance task performance and user autonomy. This is obvious in the Marriott Bonvoy smartphone application, where capabilities like mobile registration, wireless key access, and immediate access to requesting services offer substantial advantages by minimising waiting periods and enhancing consumer autonomy. The research (Cruz-Jesus et al., 2016) also indicates that these features closely correspond with the changing expectations of customers in digitally enhanced hospitality settings.
Furthermore, the study (Tarhini et al., 2017) details that alleged convenience of accessibility substantially affects both initial uptake and ongoing utilisation of online platforms. The study reinforces that clear system layout and little cognitive effort are important to user adoption, a The Marriott application design embodies this notion by facilitating efficient browsing and convenient functionality, hence minimising complexity in a consumer journey.
Nevertheless, a more rigorous assessment indicates that technical efficacy relies not only on structure but also on stability and continuity. The study (Min, Park and Kim, 2016) indicates that system faults, such as failures in mobile key functionality, might adversely affect assessed accessibility to use, hence diminishing customer happiness. Additionally, perceived risk and uncertainty can hinder continuous usage, especially in service environments where reliability is crucial.
Moreover, one could contend that the Technology Acceptance Model, although proficient in elucidating functional adoption, fails to comprehensively address the emotional or experiential aspects of client contact. The research (Dziak, 2024) indicates that consumers may embrace technology for its convenience, while still favouring human interaction during emotionally impactful service experiences. The study (Neuhofer, Buhalis and Ladkin, 2015) highlights that experiencing value encompasses not only usability but also emotional and relational components.
This investigation reveals that although Marriott’s digital tools are regarded as extremely valuable, sustained user acceptance depends on ongoing usability, reliability, and confidence. TAM emphasises that effective digital transformation necessitates both unique functionality and organisational stability, as well as emotional resonance with the demands of clients.

4.9 Analysis of Service Quality: SERVQUAL Model
Alongside TAM, the SERVQUAL model the paper (Shi and Shang, 2020) offers a detailed structure for assessing the effects of the digital shift on service excellence at Marriott International. Research from (Tešić, 2020) reveal that the SERVQUAL delineates five essential dimensions—reliability, flexibility, confidence, empathy, and tangibles—that together influence customer evaluations of service performance.
The study (Ladhari, 2009) highlights that dependability is a crucial factor influencing customer satisfaction, especially in technology-driven contexts where service provision relies on system efficacy. The study further indicates that consistent service delivery profoundly affects consumer confidence and allegiance. In Marriott’s digital environment, things like mobile passwords and mobile applications must operate reliably to sustain customer trust.
Moreover, the research from (Rita, Oliveira and Farisa, 2019) indicates that reactivity has significantly improved due to digital transformation. The study (Rita, Oliveira and Farisa, 2019) also suggests that immediate service access through mobile devices meets customer expectations for promptness. Marriott's capacity to provide immediate interaction between clientele and personnel signifies a notable enhancement in this SERVQUAL level.
Nevertheless, a critical viewpoint indicates that enhancements in reactivity might compromise other elements of service excellence. The research indicates that empathy—characterized as individualised and compassionate attention—is more challenging to convey via digital interfaces. The investigation (Wirtz et al., 2018) indicates that automated answers often do not possess the emotional intelligence necessary to meet intricate client requirements.
Furthermore, this study (Glassberg, Ilan and Zwilling, 2025) emphasises that security, associated with confidence and dependability in providing services, is progressively influenced by knowledge of technology. Clients anticipate that digital technologies will be secure, precise, and reliable. The research further indicates that any identified technological weakness may diminish trust in the service company.
Furthermore, the study (Zhong and Sun, 2020b) highlights that the physical aspect has transformed within digital environments. In addition, digital platforms, smartphone applications, and technological framework are essential components of service objects, thereby affecting impressions of innovation and modernisation.
This analysis reveals that digital transformation enhances immediacy and physical aspects, but may concurrently diminish empathy and, in certain instances, consistency. Consequently, the research contends that Marriott should implement a balanced strategy, guaranteeing that technological innovations enhance rather than supplant human-centered service provision.

4.10 Integration of Customer Experience (CX) Framework
From a comprehensive analytical viewpoint, Customer Experience (CX) frameworks offer an integrated approach for assessing Marriott’s digital transformation plan. The study highlights that customer experience is influenced by the aggregate effect of several touchpoints along the consumer journey.
The research (De Keyser et al., 2020) indicates that successful experience management necessitates the amalgamation of mental, emotional, behavioural, psychological, and sensory reactions. Marriott Bonvoy exhibits robust congruence with this architecture via their cross-channel systems, which integrates online and in-person service communications.
The study (Hadani, Doh and Schneider, 2019b) emphasises that cohesive connection across touchpoints improves customer satisfaction and minimises friction throughout the trip. The uniformity across channels is a crucial factor in determining the perceived level of experience. Marriott's capacity to integrate reservations arrival, and accommodation services across several platforms demonstrates this strategic coherence.
Nevertheless, a more rigorous examination indicates that the consumer experience transcends functional incorporation to encompass emotional engagement and customisation. The study emphasises that although technological advances enhance performance, they may not entirely match the emotional richness of human contact. The research indicates that clientele in hospitality environments frequently prioritise individualised attention and relationship interaction.
Moreover, the study (De Keyser et al., 2020) reveals that emotional bonds are essential for customer commitment and brand affiliation. Significant experiences are frequently influenced by interpersonal interactions rather than automated technologies. The source (De Keyser et al., 2020) additionally indicates that Marriott's digital strategy, although successful in providing convenience, may necessitate more improvement in emotional engagement. Consequently, the study (Silva, 2021) suggests that CX frameworks emphasise the significance of merging digital productivity with human-centred service layout. Research from (Silva, 2021) also reveals the six CX (customer experience) project which are;
1) Integrity, reliable and stable CX project.
2) Expectations, ensuring consumers enquiries are met.
3) Resolution, customers feel great about their experience
4) Time and effort, removes obstacles.
5) Personalisation, implement a tailored experience allowing customers to feel special.
6) Empathy, demonstrating emotional intelligence by being understanding towards customer queries.

4.11 Comprehensive Critical Analysis (Models and Results)
Incorporating the TAM, SERVQUAL, and CX frameworks yields a more thorough comprehension of Marriott International's digital transition. The research (Laski et al., 2018) and (Mustafa, 2019) indicate that each theoretical model offers unique yet identical perspectives on consumer experience, suggesting that the integration of technology adoption models with service quality and satisfaction frameworks yields a more comprehensive assessment of digital service environments.
The research highlights that the Technology Acceptance Model (TAM) proficiently elucidates consumer acceptance of digital technologies, especially with perceived utility and user-friendliness. The study (See-To and Ho, 2015a) contends that these factors are essential in influencing user adoption of online platforms, as evidence indicates that consumers are more inclined to adopt technologies that improve efficiency and feeling of control. The Marriott mobile application exhibits robust adherence to these principles, facilitating extensive engagement among digitally engaged consumers.
The investigation indicates that SERVQUAL offers a systematic assessment of service quality, with sources asserting that digital transformation alters conventional service dimensions. The research (Dutta and Pullig, 2015) shares that although digital tools improve response and productivity, they may diminish emotional and relationship elements, such as empathy, in technologically assisted contexts. This confirms the notion that Marriott's digital services enhance efficiency but may restrict individual engagement.
Moreover, the report reveals that CX frameworks provide a comprehensive viewpoint by including the complete client journey. The study (Jensen and Bettina Cornwell, 2018) that customer experience is collaboratively developed across many touchpoints, with sources asserting that the seamless integration of digital and physical channels is crucial for sustaining happiness and engagement. Marriott's multichannel network exemplifies this integration, facilitating seamless continuity throughout reservation, stay, and following-stay engagements.
A thorough analysis uncovers multiple deficiencies in Marriott's existing strategy. The study (Mpinganjira and Maduku, 2019) that technological discrepancies may compromise reliability, while the historical context imply that overuse of automation can diminish prospects for significant emotional connection.  On the other hand, the journal (Peng et al., 2024) highlights that digital exclusion may affect customers with lower technological confidence, since it proposes that not all consumer groups can conform uniformly to digital transformation.
The journal (Kozlenkova et al., 2015) argues that digital transformation is not necessarily advantageous; instead, its success relies on its effectiveness in improving all aspects of consumer experience. The study (Ostrom et al., 2015) highlights that companies that combine digital advancement with human-centred service design get superior client results, as the findings indicate that harmonising automation with human engagement is essential for generating sustainable value.
The investigation indicates that Marriott's continuous achievement relies on optimising its digital strategy through increased system accuracy, heightened emotional involvement, and sustained adaptability in providing services.

4.12 Conclusion: Integration of Theory and Practice
The combined knowledge of TAM, SERVQUAL, and CX frameworks yields a more profound and detailed comprehension of Marriott International’s digital transformation plan. The study highlights that although digital technologies improve efficiency, convenience, accessibility, and flexibility, they must be congruent with service standards and psychological engagement.
The research indicates that Marriott has effectively utilised digital innovation to enhance the operational facets of service delivery. Nonetheless, the research reveals that obstacles persist in ensuring reliability, conveying empathy, and cultivating emotional relationships.
Consequently, one could contend that Marriott’s method provides a robust foundation yet necessitates additional refinement. The study clarifies that a hybrid service model—integrating digital productivity with tailored human interaction—is crucial for maintaining advantages over rivals.

[bookmark: _Toc226336282]Chapter 5: Recommendations, Conclusion and limitation of the research
5.1 Introduction
By summarising the most important discoveries regarding Marriott International's digital transformation and its effects on its client experience, this chapter offers an essential conclusion to the dissertation. This analysis utilises the theoretical frameworks of the Technology Acceptance Model (TAM), SERVQUAL, and Customer Experience (CX) to assess the efficacy of Marriott's digital tactics. The chapter finishes by presenting pragmatic solutions that correspond to the corresponding scholarly research and industry standards.

5.2 Synopsis of Principal Discoveries
The results of this research indicate that Marriott International has effectively utilised digital transformation to improve the guest experience, notably through the deployment of its Marriott Bonvoy smartphone application. The study (Ozturk et al., 2016) demonstrates that digital technologies markedly enhance service efficiency, ease, and accessibility, closely agreeing with the tenets of the Technology Acceptance Model (TAM). The research (Ozturk et al., 2016) further illustrates that perceptions of utility and convenience of use are pivotal factors influencing embracing the technologies as sources indicate that consumers are more inclined to utilise online platforms that facilitate service-related relationships and offer concrete advantages.

Moreover, the research (Ladhari, 2009) indicates that digital transformation has favourably impacted essential SERVQUAL aspects, namely responsiveness and tangibles. Research indicates that immediate time service requests and mobile-enabled interactions facilitate immediate response times and enhanced operational productivity. Nevertheless, the sources indicate that whereas digital tools improve functional service quality, they may concurrently diminish emotional aspects such as empathy and personalised engagement.
The study (De Keyser et al., 2020) indicates that Marriott's omni-channel approach successfully integrates several consumer touchpoints, facilitating a smooth experience throughout the customer journey. The study emphasises that uniformity in digital and physical encounters is crucial for sustaining customer satisfaction, as the research contends that customer experience is influenced by cumulative interactions across several channels.
Nevertheless, a more rigorous assessment uncovers numerous constraints. The study (Wirtz et al., 2018) emphasises that technological discrepancies, including system malfunctions or usability challenges, can adversely affect perceived reliability. Additionally. that excessive dependence on automation may diminish opportunities for emotional involvement, a crucial factor in fostering client loyalty. The sources contend that although digital transformation improves productivity, it must be harmonised with human connection to provide significant experiences.

5.3 Theoretical Contributions
This dissertation enhances academic literature by illustrating the significance of amalgamating TAM, SERVQUAL, and CX frameworks in the analysis of digital transformation in the hotel industry. The study (Becker and Jaakkola, 2020) indicates that the Technology Acceptance Model (TAM) serves as a robust framework for comprehending technology adoption, whereas SERVQUAL presents a systematic assessment of service quality. Nonetheless, the study emphasises that neither model independently suffices to encapsulate the intricacies of contemporary consumer experience.
The source (Caruelle et al., 2024) indicate that CX frameworks enhance this analysis by integrating emotional, cognitive, and behavioural aspects of consumer connection. This comprehensive approach offers a more thorough grasp of how digital technologies affect client perceptions and behaviours.
Moreover, the research contends that the hospitality sector poses distinct obstacles, as customer experience is fundamentally experienced and emotionally influenced. This study underscores the shortcomings of exclusively technology-centric paradigms and stresses the significance of human-centered service design.

5.4 Pragmatic Recommendations
Several recommendations are suggested to improve Marriott International's digital transformation plan based on the findings.

1. Enhance System Dependability and Efficiency
The study emphasises that reliability is a crucial factor in consumer satisfaction. The research indicates that system failures can considerably erode user trust and perceived service quality. Consequently, Marriott ought to concentrate investment in a resilient IT infrastructure and ongoing system testing to guarantee constant performance. Sources indicate that reliability is a crucial factor affecting both the adoption and sustained use of digital services (Rita et al., 2019).

2. Augment Personalisation with Data Analytics
The study (McLean and Wilson, 2019) indicates that customised experiences are crucial for fostering consumer pleasure and loyalty. The research emphasises that sophisticated data analytics and artificial intelligence may be employed to customise services according to specific client preferences. The source (McLean and Wilson, 2019) further contends that customisation increases both perceived value and emotional involvement in digital contexts.

3. Implement a Hybrid Service Model
According to (Ostrom et al., 2015) the report, digital change should enhance human contact rather than replace it. The study highlights that customers still value face-to-face engagement, particularly in emotionally significant service encounters. As a result, Marriott ought to implement a hybrid strategy that blends individualised customer care with digital productivity. Research indicates that companies that integrate automation with human communication attain elevated satisfaction among customers.

4. Augment Employee Training and Digital Integration
The study (Wirtz et al., 2018) emphasises that staff are crucial in providing customer experience. The research indicates that personnel ought to be educated on the proficient incorporation of digital instruments into service provision. This entails aiding consumers with technology and delivering tailored support as required. Also, employee competency substantially affects consumer perceptions of service quality.

5. Tackle Digital Inclusion
Furthermore, client engagement with digital technologies varies significantly. The research from (Chen et al., 2025) reveals that older individuals or those with little technological proficiency may encounter difficulties in utilising digital services. Consequently, Marriott must guarantee the availability of alternate service options. Sources indicate that inclusive service design is crucial for ensuring accessibility and customer.

5.5 Conclusion
In summary, this dissertation shows how the hospitality sector's the client experience is significantly shaped by digital change. The study indicates that Marriott International has effectively utilised digital technology to improve efficiency, accessibility, and quality of service. Nonetheless, the research stresses that obstacles persist in ensuring trustworthiness, conveying empathy, and cultivating emotional connection.
The implementation of TAM, SERVQUAL, and CX frameworks offers an extensive comprehension of these factors, emphasising both the advantages and drawbacks of Marriott's strategy. Sources indicate that although digital innovation is crucial for competitive advantage, it must be meticulously linked with human-centred service design.
The research ultimately posits that the next generation of hospitality depends on a balanced methodology, wherein digital technologies augment instead of the eliminate human connection. Marriott's capacity to attain this equilibrium will dictate its enduring success in a progressively digital and experience-oriented industry.
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