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The central focus of this important assignment revolves around the key theme of contemporary technologies in the hospitality and hotel sector. In this regard, a critical research paper has been produced that addresses the “Contemporary theme of technology”, its emergence, its meaning, and its importance in the current world and especially in the hospitality sector. In the present era of digitization, where the continuous invention of modernized technologies and advanced innovation has been found to revolutionize different industries and various departments related to those industries, it has been noted that the important business sectors such as the hotel and hospitality industries are feeling eager to incorporate such contemporary technologies after witnessing their effectiveness in the improvement of business performance and customer satisfaction (Floričić, 2020). For instance, contemporary technologies such as contactless solutions, messaging platforms, mobile applications, the Internet of Things, and Big Data have made immense changes in the operations and services of different hotels in the hospitality industry. 
To be precise, the theme concerning contemporary technology refers to the technologies of the present-day or modern world technologies that have emerged or developed recently or are being developed presently. The technologies, now a day’s have made it smoother for businesses to offer services and access information from anywhere around the globe (Butcher et al., 2001). For example, the digital or automated marketing system that allows the hotel businesses to access information, communicate, or provide its services to consumers from anywhere (Bulchand-Gidumal et al. 2023). Hence, based on this idea of the “Contemporary theme of technology” a significant effort has been made to form the research paper, a particular country's technology has been chosen which can be identified as “Marketing and Management Automation” in the “Sales and Marketing Department” of the hospitality sector. 
[bookmark: _Toc158219317]Main Body
The adoption of contemporary technologies that are powered by modern innovation and technologies has been found to be highly important for the different departments and sectors in the hospitality industry because these technologies automate the services and streamline the operations of the hotels and many procedures in the hotel industry that are deemed complicated to operate manually can be easily undertaken with the use of these modern technologies (Wynn and Jones, 2022). Furthermore, these technologies of the present-day are deemed highly relevant for each sector of the hospitality industry because of the fact that all these technologies are capable of digitizing the services of the hotel and assessing vital information about the consumers, their preferences, their past experiences which helps in offering excellent experiences to the guests and services to the consumers. 
Apart from that, there are a lot of benefits to using such technologies in the hospitality sector, such as easy-to-use guest management platforms, online booking systems, self-service kiosks, smart room services, and clear communication through automated marketing. In consideration of the chosen contemporary technology “Marketing Automation” that has been mentioned earlier, it is quite essential to state that marketing operations are very vital for the sustenance of hotels through increasing awareness about the hotels and their services to the customers through efficient marketing practices (Pearson, 2021). It also helps in bundling relationships and engaging with the customers in order to satisfy the customers by fulfilling their needs and generating revenue for the hotels. The department or sector that has been selected for the integration of this technological trend is the “Sales and Marketing Sector” which is responsible for handling the marketing activities and generating sales for the hotels.  
In fact, the “Marketing and Sales Department” in the hotels and hospitality industry is accountable for doing online, offline, social media, and digital marketing as well as developing and integrating effective marketing strategies. In view of this technological trend, its main responsibility is to generate new and adequate volume of leads, enhance sales productivity and revenue growth as well as reduce the marketing experience, which marks the technologies suitability in the “Sales and Marketing Sector” of hotels (Kapoor and Kapoor, 2021). The main duty of the “Sales and Marketing Department” is to go through continuous research of markets and customers, understand the preferences of customers, and their purchase patterns, and come up with cost-effective marketing methods to attract more guests and visitors to the hotel. For example, Mobile apps ordering can improve efficiency, robots can lower staff workload to carry heavy staff, artificial intelligence and chatbots can improve guest experience. Marriot Hotel has their own automated Guest voice data analysis. Marketing department and Management department analyse these date and take further action to increase revenue and improve guest experience. (Mero et al. 2020). Henn na Hotel, Tokyo Ginza is a best example of uses of technology. The Hotel recognized as a first working robot hotel in the world’s. They introduce the latest technology such as Metaquest2, Google Chrome Cast, LG Styler, Front desk robot, Air purification robot, Floor cleaning robot etc.(Henn na Hotel,2024) 
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In light of this key section of the research paper, which seeks to outline the overview of critical, suitable, and important literature related to “Marketing Automation”, a critical attempt has been made in order to identify and analyse convenient literature that is rich with information about the possible impacts of “Marketing Automation” in the sales and marketing operations in the Hotel Industry (Corsaro et al. 2021). Therefore, the framework of SWOT analysis has been taken into account for recognizing and highlighting the influence of “Marketing Automation” on the hospitality sector. 
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	Strength
	Weakness

	● Market automation specializes in offering excellent marketing services with the help of cutting-edge technologies and helps its user to become expert enough in this field to attain measurable results (Ameen et al. 2020)
●  	The integration of market automation can offer customized marketing services and features based on the specific needs and goals of the hotels (Chintalapati and Pandey, 2022)
●  	Service robots with high AI can create a feeling of automated social presence and be perceived as “social entities” which results in positive consumer responses (Kim et al., 2022)
	●  Excessive dependence on technologies while using marketing automation can lead to cybersecurity risks and technological glitches (Bata et al. 2018)
● 	The adoption of marketing automation focuses on clients who are already established in the hospitality industry or possess high-volume conversion rates, which causes bias while approaching clients and guests in the hospitality sector (Berghofer et al. 2018)
●  	Consumers response to service robots is less comfortable than human interaction while serving diners (Doorn et al., 2017)

	Opportunity
	Threats

	●  	The marketing automation tends to improve the effectiveness and efficiency of the marketing processes through marketing and sales alignment and nurturing leads (Silva et al. 2023)
●  	The tools of marketing automation are continuously improving, providing an extensive range of integrations and features with different business intelligence tools, and adopting these advancements can offer ample opportunities to the hotels. Therefore, contactless and protection tools significantly increase people’s behaviours in post -pandemic travel (Beltis. 2021)
●  	The collaboration of data analytics and technology in marketing automation is constantly evolving  marketing strategies to help hotels become advanced in competition (Huang and Rust, 2022)
	●  	The rise of the marketing automation industry has led many hotels to adopt this technology, which has created a high volume of competition for the hotels that seek assistance from this technology (Mero et al. 2020)
●  	The rising and ever-changing regulatory environment around data privacy can pose a threat to the hotels that are unable to comply with these regulations and law (Codo, 2018)
●  	The industry of marketing automation is continuously transforming due to the emergence of new tools and innovations and hotels that are unable to adapt to these changes can face major threats (Nair and Gupta, 2021)



The framework of SWOT analysis that has been applied above has helped in unveiling the possible threats and weaknesses as well as the potential opportunities and strengths of marketing automation. The result that has been obtained from the use of this SWOT analysis has offered a detailed insight into the positive and negative impact of the chosen theological trend on the sales and marketing sector of hotels belonging to the hospitality industry (Bulchand-Gidumal et al. 2023). The analysis that has been portrayed above has revealed that the marketing automation provided specialized marketing services fuelled by the use of state-of-the-art technologies which not only improves the marketing capabilities of the hotels but also helps the marketers to become experts in this domain. Furthermore, the marketing automation tools through their exceptional technologies save time, costs, and efforts of the marketers and help in offering personalized and customized marketing services in accordance with the requirements of specific hotels. 
In fact, the frequent advancement of the technologies and tools of marketing automation and it interlink with business tolls can provide many marketing and sales opportunities to hotels (Mero et al. 2020). However, there are some demerits of using marketing automation as well, such as technical risks, cyber security threats, and the inability to measure intangible metrics. The high costs of adopting marketing automation and the rise of hotels with the use of the same marketing automation technology can pose a threat to the hotel as well. 
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“Marketing automation” resembles the technologies and software platforms that are designed for different organizations and marketing departments to effectively market on various online channels and automate repetitive tasks. The technology also manages the routine tasks and activities related to marketing with any human intervention. Some of the basic workflows related to marketing automation can be defined as advertisement campaigns, social media posting, and email marketing. However, from the analysis of core and significant literature, it has been identified that there are specific ways and strategies that can help in adopting marketing automation in the sales and marketing sector of hotels in the hospitality industry (Klaus, 2021). For example, segmenting the direct booking customers can drive more sales, because crafting the marketing message to a particular group of audience can draw their attention and motivate the customers to book the hotel. However, the segmentation approach must be crafted in such a way that fits the marketing of the hotel. Segmentation can generate more sales by nurturing and influencing the leads that are already available in the hotel email list. 
The hotels can segment their customers through the type of customers, budget, average stay dates, and origin of the guest. Tracking preferences automatically can help hotels to offer unique experiences to customers. The application of marketing automation can help in understanding the needs of the customers and tailor the experience based on those needs. Marketing automation can assist the hotels in this regard and it can be adopted through various ways to automatically track the preferences of the customers (Corsaro et al. 2020). Emailing after-stay surveys to the guests can help the hotels gain positive reviews and send a notification to the guest experience executive automatically whenever customers face any issues can help in offering instant services to the customers. On the other hand, the amalgamation of artificial intelligence in marketing automation can assist hotel marketers in scaling the volume of journeys and campaigns they develop without worrying about explaining which campaign to send to each consumer next. 
Similarly, the integration of the “Internet of Things” in marketing automation can enable hotel marketers to engage with customers in open communication and track the relationship history between the guests and the hotels. However, there are various limitations to using and integrating marketing automation as well. For example, the excessive range of costs for implementing marketing automation, and the lack of comprehensive planning before the implementation can lead to negative marketing results (Kotler et al. 2021). This technology cannot fix the inefficiency of the processes in the marketing of hotels overnight and risks of spamming as well as the absence of personal touch can be deemed as a major limitation of using and incorporating the technologies related to marketing automation.  
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This research has several limitations. Among them- resources, data from online and journal were collected which may limit the generalizability of the findings. In view of the key challenges and issues related to the acute utilization and implementation of “Marketing Automation” a need for developing effective management options and future policies in order to handle all the issues has been observed. Therefore, the hotels must develop new policies or revise their existing marketing policies that can help the hotels shift from traditional marketing approaches to automated marketing approaches in the sales and marketing department (Darma and Noviana, 2020). The “future policies” need to be formed in such a way that prioritizes the integration of innovation and smart technologies for running marketing advertising and marketing campaigns digitally. In fact, new policies need to be brought up that consider coordinating marketing teams with website creators and certain content developers in order to come up with unique and creative marketing messages and content.
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In consideration of the prevailing issues related to the incorporation and usage of marketing automation in the realm of the hospitality industry and its marketing practices, there are some fef6tcive recommendations that have been outlined below in order to mitigate those issues and improve the efficacy of marketing automation. These precautionary measures in the form of recommendations for marketing automation are reflected below:
1. The hotel's management and administration must focus on developing learning and development programs for the marketers and offer them with all the needful resources in order to develop a deep understanding about the marketing innovation
1. The involvement of training programs by professional trainers who are well-accustomed to using and integrating marketing innovation can also help the makers of the hotels to improve their knowledge (Romero-Palma, 2021)
1. The hotels can increase their budget and investment in order to adopt the latest technologies and innovations and integrate them into their marketing operations and systems (Bondarenko et al. 2021)
1. The hotels need to increase their expense in the research and development wing in order to research the possible solutions to address the ethical issues and glitches that occur during the corporation of marketing automation
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Based on the overall evaluations and assessments that have been undertaken in the different sections and phases of the research paper, various processing insights have been acquired. The research paper has successfully outlined the definition and importance of contemporary technologies in the hotel and hospitality sector and has demonstrated the specific contemporary technology that has been chosen for adoption in the marketing activities of the hotels. The SWOT analysis has uncovered the positive and negative traits of using marketing automation as the chosen technology in this research paper. In fact, the research paper has underpinned the possible ways through which marketing automation can be applied in the marketing operations of hotels. In the final phase of the research paper, there are some appropriate suggestions have been given that can enhance the performance and mitigate the challenges posed by marketing automation in hotels. 
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