Assignment 1 Contemporary issues in Marketing Management – Student no. 2317251



Module Code: BMMB7026D
Module Title: Managing Marketing Change
Tutor: Navdeep Randhawa
Assignment Title:  A critical analysis of a contemporary issue in Marketing Management within the hospitality sector
Name: Jay McCabe
Student ID: 2317251

TED Talk - Technology and AI In Hilton 07.06.2024 - Final video.pptx

















Slide 1
Introduction 
Hello everyone, and welcome to this TED talk on how technology and AI can transform the hotel industry and its marketing practices. I'm sure you are all familiar with the rapid changes and innovations that are happening in the field of technology and AI, and how they are affecting various sectors and industries. But have you ever thought about how they are impacting the way hotels communicate and interact with their customers, and how they can create more value and satisfaction for them? In this talk, I will share with you some of the key challenges and opportunities that technology and AI pose for the hotel industry and its marketing practices, and how hotel marketers can leverage them to achieve their goals and outcomes.
I will then move onto looking at a specific case study by exploring how Hilton hotels and resorts have implemented technology and AI in its marketing activities, looking at SWOT analysis of technology and AI for Hilton and draw out some potential approaches that the Hilton may want to consider using to strengthen its position in the market.
I will then conclude and summarise the presentation with some key takeaways. 
Slide 2 - Technology and AI application within Hilton Resorts - A case study
But first…..why technology and AI in the Hilton  
Technology and AI have become essential tools for hotel organisations to enhance their marketing performance and gain a competitive edge in the dynamic and complex hospitality industry. Technology and AI can help hotel organisations to understand their customers better, anticipate their needs and preferences, and deliver more value and satisfaction to them. Technology and AI can also help hotel organisations to improve their internal processes, such as reservation, distribution, pricing, and revenue management, and to create more innovative and effective marketing strategies, such as online advertising, social media, content marketing, and influencer marketing (Chung et al, 2020).
Before I present the analysis of the Hilton, let me briefly introduce the hotel chain. The Hilton is one of the largest and most well-known hotel brands in the world, with over 6,500 properties across 113 countries and territories (Hilton, 2023). The Hilton offers a range of hotel products and services for different segments and markets, such as luxury, full-service, extended-stay, midscale, and economy. The Hilton also has a strong loyalty program called Hilton Honors, which rewards its members with points, perks, and privileges (Chen & Chuang, 2018). Hilton one of the leading global hospitality brands that has been at the forefront of innovation and technology adoption in the industry. Hilton has been using various forms of technology and AI to enhance its marketing strategies and customer experience, such as mobile apps, chatbots, voice assistants, smart rooms, and data analytics (Zhou, 2020).


Slide 3 – Technology and AI use in Hilton Hotels and Resorts 
Hilton has implemented technology and AI in its marketing activities, using Mobile apps that allow customers to book rooms, check-in, unlock doors, order services, and access personalised offers and recommendations (Zhou, 2020; Hilton 2023).
Hilton have also implemented chatbots and voice assistants that provide 24/7 customer service, information, and assistance through various channels, such as websites, social media, messaging apps, and smart speakers (Gao & Xu ,2020), Also Smart rooms that enable customers to control the temperature, lighting, entertainment, and security features of their rooms using voice commands or mobile devices (Mody et at, 2019; Hilton, 2023). 
Hilton also uses data analytics that collect and analyse customer data from multiple sources, such as loyalty programs, surveys, social media, and online reviews, to generate insights and improve marketing decisions and customer satisfaction (Sigala, 2018; Hilton, 2023).
Slide 4 – SWOT Analysis  
Strengths: Hilton can leverage their brand reputation, global presence, and customer loyalty to implement and integrate technology and AI in their marketing practices. They can use technology and AI to offer more personalised, relevant, and timely services and communications to their customers, across different segments, markets, and channels (Buhalis & Sinarta, 2019). They can also use technology and AI to increase operational efficiency, reduce costs, and optimise revenue management, by automating tasks, streamlining processes, and providing data-driven solutions (Ivanov et al, 2017; Cobanoglu et al, 2019).
Weaknesses: Hilton may face challenges and difficulties in adopting and adapting to technology and AI in their marketing practices, due to the complexity, cost, and risk involved (Buhalis & Sinarta, 2019). They may encounter technical issues, such as compatibility, functionality, and reliability of technology and AI systems and platforms. Furthermore, they may encounter ethical issues, such as privacy, security, transparency, accountability, and trust, of their data collection and usage policies and practices (Cobanoglu et al, 2019).
Opportunities: Hilton could explore and exploit new and emerging opportunities and trends in technology and AI in their marketing practices, to gain a competitive edge and enhance customer value (Buhalis & Sinarta, 2019). They can use technology and AI to create and deliver innovative and differentiated products and services, such as virtual reality, or voice assistants, that can enhance customer experience, convenience, and engagement. They can also use technology and AI to analyse and anticipate customer behaviour, preferences, and needs, and provide proactive and predictive solutions, such as dynamic pricing, dynamic packaging, or personalised recommendations (Cobanoglu et al, 2019).
Threats: Hilton may face threats and challenges from external factors and competitors in technology and AI in their marketing practices, that can affect their market position and customer loyalty (Buhalis & Sinarta, 2019).  They can face increased competition and pressure from other hotel chains and online travel agents, that can offer similar or better technology and AI solutions and services, at lower prices or higher quality. Moreover, they may encounter regulatory and legal changes and uncertainties, that can impose restrictions, standards, or penalties on their data collection and usage practices and policies (Cobanoglu et al, 2019).
Slide 5 - Potential Approaches Hilton could adopt to respond to the SWOT analysis
Based on the SWOT analysis, here are some potential options Hilton could consider…. 
Option 1 - Invest in research and development of technology and AI solutions that are aligned with their brand values, customer segments, and market needs. They can seek partnerships and collaborations with technology and AI providers and academic institutions, to access cutting-edge expertise and resources. They can also conduct experiments and pilot tests, to evaluate the feasibility, effectiveness, and impact of their technology and AI initiatives, before rolling them out on a larger scale (Cobos et al, 2019).
Pros:
This will help Hilton to stay ahead of the competition and meet the changing needs and expectations of their customers, by developing and deploying innovative and customised technology and AI solutions and services. It can help Hilton to improve their operational efficiency and cost-effectiveness, by optimizing and automating their processes and systems, using technology and AI (Cobos et al, 2019).
Cons:
This could entail significant financial and human resources and risks, to invest in research and development of technology and AI solutions, especially in a dynamic market environment, where technology and AI trends and standards are constantly evolving and changing. It can pose technical and organisational challenges and complexities, to integrate and align their technology and AI solutions with their existing infrastructure, platforms, and policies, as well as with their partners and suppliers, across different markets and regions (Ivanov et al, 2017).
Option 2 - Establish and communicate clear and ethical data policies and practices, that respect and protect the privacy, security, and rights of their staff and customers. They can implement robust and transparent data governance mechanisms, that ensure compliance with relevant laws and regulations, as well as industry standards and norms. They can also engage and inform their staff and customers, about the benefits, risks, and choices of their data collection and usage, and obtain their consent and trust, before using their data for technology and AI purposes (Cobos et al, 2019).
Pros:
This can enhance the trust and loyalty of staff and customers, by showing respect and care for their data privacy, security, and rights. It can reduce the legal and reputational risks and costs, by complying with relevant data laws and regulations, and avoiding data breaches or misuse. It can improve the customer experience and satisfaction, by providing them with clear and transparent information, and giving them more control and choice over their data and interactions with technology and AI (Cobos et al, 2019).
Cons:
It can increase the operational and technical complexity and costs, by requiring more resources and expertise to implement and maintain the data policies and practices, and the data governance mechanisms. It can limit the quantity and variety of the data collected and used, by restricting the data sources and methods, and allowing customers to opt-out or delete their data (Ivanov et al, 2017).
Option 3 – Using their brand reputation and customer loyalty, to differentiate themselves from other competitors and online travel agents, by offering unique and exclusive technology and AI solutions and services, that can enhance customer value and satisfaction. They can also create and offer branded voice assistants, that can provide personalised and conversational assistance and support, throughout the customer journey and stay (Cobos et al, 2019).
Pros
It can create a competitive advantage and differentiation for Hilton, by offering technology and AI solutions and services that are unique and exclusive to their brand, and that can appeal to customers who are looking for novel and innovative experiences. It can enhance customer value and satisfaction, by providing technology and AI solutions and services that can improve the quality, convenience, and personalisation of their travel and stay (Cobos et al, 2019). 
Cons
It can entail high costs and risks, associated with developing, implementing, and maintaining technology and AI solutions and services, that are unique and exclusive to their brand. They may need to invest heavily in research and development, infrastructure, and human resources, and face technical and operational challenges and uncertainties. It can create ethical and legal issues, related to the privacy, security, and consent of customer data and interactions with technology and AI (Ivanov et al, 2017).
Slide 6 - Summery and Takeaway’s
Technology and AI are transforming the marketing practices and customer experience in the hospitality industry, by enabling hotel organisations to anticipate and meet the changing customer expectations and demands, and provide them with more transparency, control, and choice over their data and interactions with technology and AI.
Hilton is a case study of a hotel organisation that has been using various forms of technology and AI to enhance its marketing strategies and customer experience, such as mobile apps, chatbots, voice assistants, smart rooms, and data analytics. By using more technology and AI in their marketing activities, Hilton could create and deliver memorable experiences for their customers and build and maintain long-term relationships with them (Chung et al, 2020).
Addressing technology and AI in the hospitality industry has broader implications for the future of marketing and customer experience, this includes: 
Developing and implementing more advanced and personalised technology and AI solutions and services, that can cater to the diverse and evolving needs and preferences of customers and provide them with more value and satisfaction (Damiano et al, 2020).
Enhancing and optimising the integration of technology and AI with the human and emotional aspects of hospitality, such as empathy, trust, and loyalty, and ensuring that technology and AI complement and augment rather than replace or diminish the human touch and interaction (Chung et al, 2020).
Balancing and managing the opportunities and challenges of technology and AI, such as ethical, legal, and social issues, such as data privacy, security, and ownership, and ensuring that technology and AI are used responsibly and transparently (Damiano et al, 2020).
Thank you for your time today….
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