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Abstract
The following research paper focuses on digital transformation through technology, Ai trends, digital marketing and communication. Literature review will demonstrate the capabilities of technology and the transformation of traditional marketing in digital marketing, highlighting the abrupt innovation of technology through Covid 19. Using PESTLE Analysis, impacts of technology strengths and limitations will be determined in order to establish two future policies that business should consider based on the challenges discovered in the analysis.
















Introduction
Digital transformation is a developmental process that allows innovation and digital marketing capabilities to create a special and unique value for customers, businesses and the operational procedures (Morakanyane et al. 2020). Customers of all industries today demand digital experience becoming a “paradigm” to fulfil online customer needs and crucial to retain them on current volatile market. The following research paper will discuss  the importance of technology and transformation over the last decade, the differences of digital marketing compared to traditional marketing and the impact of digital transformation using PESTLE Analysis to offer a complete guidance, analyzing the strengths and limitations of political, economic, social, technologic, legal and environmental factors for a strategic decision-making suggesting two future policies that businesses should consider such as GDPR data protection and a possible solution for data breaches, ending with a sustainable initiative for non-working digital systems that end in landfill, concluding the following research in short recap.
Literature review
Digital marketing and communication have changed drastically in the last decade being embraced on global scale and considered the most efficient way to communicate, advertise products and services to customers (Flip S. and Tshikani C., 2022) 
“In mid-2010 more than 1.9 billion people used the internet” (Warf, B. 2011), approximately 28% of world population, as the source suggests. Currently, there are 5.45 billion of internet users, approximately 63.7 % of world population using a source of internet (Statista, 2024). The above studies clearly show a continuous growth and the endless capabilities of digital world.
Considering the impact of Covid-19 in regards digital transformation and the necessity that businesses had to adapt rapidly to a specific model to continue their activity, today customers demand digital experience and have the opportunity to use various digital services prior to their arrival that include reviews, hotel screening, online payment, managing bookings and verify rating (Mohanty, P., Hassan, A. and Ekis, E., 2020).For instance, a report from European Union Commission, 2014, suggests that 75% of customers who book directly a hotel online, are checking ratings online prior to their visit and nearly 70% are committed to leave a review at the end of their visit. According to Flip and Tshiskani 2022, digital marketing has “seen a paradigm shift” comparing last decade to current, from advertising through newspapers and flyers using billboards and printed media, to embracing in full the advancement of technology using social media platforms and online channels, partnerships with websites, video adds, Google adverts, apps where the central focus is the customer using digital mediums. Same source suggests that digital marketing enabled businesses to deliver products and services rapidly, obtain feedback and increase retention, highlighting the past of marketing, where customers had written adverts and being as one per business, comparing current digital marketing where every individual encounter up to ten thousands of adverts per day through popular social media and Google. On positive side, online channels are a strategy of digital marketing that help businesses to enhance customer experience and relationships, awareness and increased sales using “Big Data Consumer Analytics” that increase success of digital marketing by enabling marketers to create a profile for each customer based on buying patterns and preferences  suggesting that such actions allows businesses to refine, adapt and create tailored products designed for needs of specific markets and preferences. Furthermore, Big Data Consumer Analytics enables organisations to create a community for customers online who can share, interact and match their similar interest with the purpose to understand and strategize customer preferences using the insights as a community (Donnelly, C., et al. 2015). Continuing BDCA subject, because of high data and preferences, one of the highest rated trends is Artificial Intelligence, a developed tool born from data with high capabilities, considered a learning machine. (Emeritus, 2024). For example, Premier Inn and the community are proud of the new adopted technology through AI named as “What3words” that allows customers to obtain precise location using three words decreasing the time spent on GPS and location apps. Analyzing customer preferences Premier Inn customers are mostly businesses that require fast service, and digital marketing is designed to target the above (Premier Inn, 2024). In contrast with the above, Valle-Cruz, Contreras, and Gil-Garcia, 2024, suggests that AI trend can suffer errors leading to data breaches, discrimination through social status, misunderstood algorithms creating financial damages for organisations, disinformation, job loss, low transparency and environmental damage based on the amount of energy used. 
Based on the above, it is important to examine digital transformation in the contemporary hospitality industry.
Application to the hotel and hospitality industry
PESTLE analysis is a framework that diagnose strategically the impact of external factors of an organisation, classified as a tool that helps businesses to understand and identify strengths and limitations. Using PESTLE analysis, organisations are prepared with a complete guide in decision making process (Marmol, T. and Feys, B. 2015).
According to Flip and Tshiskani 2022, one of the biggest advantages of digital marketing compared to traditional marketing is the power to reach and engage with targeted customers through search engines and social media in seconds. Another advantage that source evidenced is the financial cost that is considerably lower than traditional marketing although Valle-Cruz, Contreras, and Gil-Garcia, 2024, highlights the importance of regular software checks that can lead to catastrophic damage for the entire organisation.
Political Factors
Across the globe, most governments established digital technology laws. For example, one of the digital laws refers to criminal sanctions where “companies can be fined up to 10%” of their global income and could face jail if repeated data breach is in place as protection law for GDPR (GDPR EU, 2024). For example, Marriott International faced three online security data breaches leading to high financial and reputation damage resulting in substantial change on their data security and becoming a law for all hotels across the globe to implement “a comprehensive security program” to protect customer personal data (Federal Trade Commission, 2024). The above can be considered a limitation as GDPR guarantees certain rights to all tech users, access to their data and the right to have data erased under their request, although in various cases under “system error “leaded to data breach (GDPR EU 2024) as the example provided. Using the following as a strength, Safety Law,2023 (Gov, 2024), suggests that “adults will have more control over the content they see”. The above impacts positively businesses using digital marketing, as the main target will be in customer interests profile setup. From customers viewpoint, repeated adverts per day of the same organisation leads to negative impact on customers “becoming annoying”, hence the importance of customer preferences and the need of applying marketing strategies, must be in place, to fulfil customer needs (Flip S. and Tshikani C. 2022).
For instance, political crisis of current situation between Russia and Ukraine (GOV UK 2024), impacts negatively hospitality industry. Despite all promoted destinations of the above countries, customers are mindful, avoiding countries with political issues using internet and online news, being concerned for their safety.
Economic Factors
Comparing digital marketing to traditional marketing, is less expensive and various methods are free to use, allowing businesses to target the audience needed without using physical items with a specific measurement of ROI to ensure right goals and budget (Nisful, N.,et al. 2024). Another advantage suggested by the above researchers is the audience, as digital marketing is fast and larger audiences around the globe are reached using digital automated tools that enhance visibility and communication. AI is currently high used in activities for interacting, monitoring and suggesting behavior patterns for consumers becoming a competitive advantage for businesses, considered as excellent in digital marketing strategies and impacting positively the economy as automated service (Emeritus, 2024). For example, Marriott, 2024 and Premier Inn, 2024 are using their website as a strategy to upsell various bedding items, body care and beauty items that can be ordered all around the globe within seconds increasing their revenue through digital platforms classified as e-commerce. However, limitation for digital marketing includes numerous factors such as knowledge, digital strategy as high competition, content, performance evaluation and technology used. Numerous organisations fail in digital marketing based on enumerated factors and software costs (Jami Pour, M., Hosseinzadeh, M. and Amoozad Mahdiraji, H. 2021).

Social Factors
According to Statista (2024) population is in continuous growth with 8.2 billion people and less than 10% with age over 65 which shows that majority are above 18 and mid-age. Same sources suggest that over 9% of world population work digitally and 63.7 % of population use social media platforms. The above have a substantial importance for digital marketing as customers can ruin the reputation of a business using negative rating and reviews, negative comments and communication channels that empower customers to share their experience using technology, allowing future visitors to observe current reputation of an organisation before using their services (Dwivedi, Y.K. et al. 2021). For example, Hilton Hotels,2024 have a designed page for influencer collaborations as a strategy of marketing by offering free accommodation to bloggers and influencers in change of video and reviews through their Social Media Platforms, Live Stream and pictures about the hotel,  obtaining trends and followers from influencers that could impact positively business reputation, profit, visibility, popularity and loyalty. In terms of limitations, digital transformation, in this scenario, digital marketing, is saturated on online channels. With continuously changing algorithms becoming a challenge for businesses to be observed on social media platforms and search engines (Nisful, N, et al. 2024).
Technological Factors
Technology is experiencing rapid growth. Today there are numerous tools such as Cybersecurity, Ai, Adobe Illustrator, Cloud, DevOps, VR, Quantum Computing and other (Koschtial, C., Köhler, T. and Felden, C. 2021)
Same as physical customer service, digital experience is highly important for customers. Success in “digital world” consists in high-quality service versus experience and not in low prices or presence. Online customers are highly volatile compared to traditional customers as technology allows them to access different business in seconds (Bahri-Ammari, N. and Nusair, K. 2015). In today’s world, accessing websites, pages, apps, social media accounts or online channels using a mobile phone, laptop, tablet or computer and internet connection, is part of daily routine for the majority of people (Damian, D. et al. 2024).
“The” build it and they will come” attitude has led to failure” many organisations that had slow loading or complex website to use (Bahri-Ammari, N. and Nusair, K. 2015). 
Despite endless positive impacts of digital transformation, Morakanyane et al. 2020, sustains that many businesses struggle to adapt and to understand technological functions of current digital innovations highlighting that only one of five organisations succeed in achieving high results of digital services as the majority are focusing on resolving discrete issues using individual technology based on the lack of knowledge. 
According to Rodrigues, 2021, technology is crucial for a business success impacting their visibility, reputation, revenue and expansion. Rodrigues suggests that technology is expensive for various reasons that involve virtual machines to retain and manage customers data, online security, host, interfaces for users, mobile and desktop infrastructure, hypervisors that allows operation of multiple actions in seconds. Another impact of technology are skills and training as Morakanyane et al. 2020, suggests that businesses struggle to adapt as training and development programs involve higher costs for the organisation and many owners refuse to understand that skill shortages is a barrier in their business growth. 
Legal Factors
Like political laws, there are legal acts and legal actions that can impact organisations based on their online content and regulations. Although it can be argued that the internet is fast, online activity can have unintended consequences. According to Gov UK, 2024 the Legal Act 2023 “requires all companies to take action against illegal content and activity” observed, by implementing measures with the intention to reduce the risk of the offered online services with specific systems for illegal content removal. The above could include scams, fraud, sexual harassment, violence and any activity that could harm consumers. This could be considered a legal limitation for technology with serious legal actions against organisations. Another risk for organisations is false reviews and delay in legal actions impacts negatively business reputation. On the other hand, organisations cannot provide a different price for their products online and different price at their location as this is considered “misleading price information” (GOV UK, 2024) and legal actions will be taken against business through “Consumer Arbitration”.
Environmental Factors
Technology is classified as a tool for environmental factor as organisations using technology can address and encourage sustainable actions through online channels using loyalty programs for “green guests”, technology for energy waste such as LEED smart energy systems and other (Garcia, M. da G. and Cortês, A. 2023). Although Brando Hotel, 2024, is one of the highest luxury brands, total sustainable from hydro-power to 0% food waste and carbon-neutral, there are various limitations that can impact negatively the businesses  such as climate change impacting directly global destinations through sever weather conditions, the amount of energy used to maintain available all technology , land, air and water pollution of chemicals and hazardous substances that electronic devices release and the total cost of sustainable products creating a gap in businesses budget (Garcia, M. da G. and Cortês, A. 2023)
Future Policy and Management Options
Policy can be defined as an action plan through a defined issue using guidelines to obtain rational outcome (Gofen, A. et al. 2021). The following future policies and management options are developed using current industry situation and responses.
GDPR and Data Breach
As discussed in PESTLE Analysis there are numerous issues relating to Data Protection. In theory, all businesses are enrolled in “comprehensive security programs”. In practice, there are multiple gaps and system errors that lead to data breach as Marriott example. As future policy, all businesses should have in place an automated system that erases in full customer data after using a service from the hospitality sector. According to ICO 2024, customers have the right to get their data deleted on request. As a security measure, businesses should understand customer concerns in regards GDPR and take appropriate action as suggested above.

Sustainable Initiatives 
In theory, technology helps businesses to be more sustainable. In practice, technology impacts negatively the environment polluting land, air and water. Although most hospitality businesses are enrolled in sustainable initiatives, there is no sustainable initiative on broken digital items used around the businesses. Numerous organisations send all their digital broken items back to the company where they purchase. In this scenario, the non-working items will be sent to recycling points, ending in landfill. As recommendation, all branded global hotels should consider a new sustainable initiative by rescuing all non-working digital items of their business in partnership with a global tech repair company, for example, Glo Tech Solutions, 2024 and re-assess items to obtain functionality. Part of their sustainable initiatives include donation of repaired digital systems to less fortunate local hotels and encourage other global brands to join and sustain the above initiative.
Conclusion
Concluding the research discussed, digital transformation impacted both positively and negatively the hospitality industry from enhancing visibility and faster automated service allowing businesses to sell their products through online channels, apps, tailored products designed to fulfil customer needs using preferences from online profiles, larger audiences and strategies on digital marketing using influencers to grow popularity to negative side where data breach can occur through system errors, legal penalties and illegal content, negative reputation through false reviews and pollution caused by electronic devices. As recommended above, businesses should understand the importance of GDPR and find solutions to avoid a future data breach. As per sustainable initiatives, global brands that use a large number of digital systems should adopt a new sustainable initiative as described and find modalities to eliminate wastage of digital systems.
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