






Module name: Contemporary Themes in the Hotel and Hospitality Sector

Module code: BMIH6001

Assessment title: Conference Research Paper

Student Name: Angela Faina

Student ID:2108333

Lecturer: Natalie Brailsford


Abstract
This report sheds light on the role of digital transformation in the international tourism and hospitality industry by highlighting the role of Marriott International. A detailed description has been provided about the significance of digital transformation related to AI-oriented technology and personalised services that the companies are currently providing. On the other hand, a special analysis is also conducted through which the external business environment of the tourism and hospitality industry can be evaluated through the lens of Marriott International. Lastly, important recommendations are provided based on evaluating the overall context in a critical manner through which future enhancement in its business can be expected.


Table of Contents
1. Introduction	3
2. Literature Review	3
Significance of digital transformation in the hospitality and tourism industry	3
Challenges associated with digital transformation in the hospitality and tourism industry	4
Impact of Digital Transformation on hospitality and tourism industry	4
Gap in literature	4
3. Application to the hotel and hospitality sector	5
Analysis	5
Interpretation of Innovation of Diffusion Theory	6
Industry responses related to digital transformation and their level of impact highlighting strengths and limitations	7
4. Future policy and management options	8
Enhancement of Data privacy and security	8
Providing digital literacy to the employees	8
Improving mobile and contactless technologies	9
5. Conclusion	9
Reference List	10




[bookmark: _Toc180399612]1. Introduction
Digital transformation has been prominent in the international business market, and companies throughout the world are investing in modern AI-based technologies. The hospitality sector is also not an exception in this case, and most of the hotels are also implementing AI-oriented technology to enhance their operations and provide better and more personalised treatment to the customers. The current theme related to digital transformation in the hospitality and tourism industry is a prominent reality as, with time, technological interference for customer satisfaction has become omnipotent. In the hospitality industry, organisations are investing in digital infrastructure development by creating mobile applications AI-integrated data analytics systems for analysing customer data and transforming guest experiences. This report will be focused on analysing the business context of Marriott International based on the UK market as it has been a prominent example of investing in AI-oriented technologies in its business process. The focus of the report is dependent upon highlighting the different areas of advancements in Marriott international UK and the steps it has been taking in making technological revolutions in its operations. It is expected that the report will highlight the context of the international hospitality industry, resulting in enhancing high levels of guest experience. 
[bookmark: _Toc180399613]2. Literature Review
[bookmark: _Toc180399614]Significance of digital transformation in the hospitality and tourism industry
Prominent technologies like Big Data, AI, AR/VR and others, high levels of transformation in the hospitality and tourism industry are identified as online forms of booking that can be considered as the new form of booking after the pandemic. According to Toubes et al. (2021), the COVID-19 pandemic has changed traditional offline operations to online resulting in maintaining stability in business operations. The COVID-19 pandemic completely transformed the traditional hospitality and tourism industry as majority of the services transformed to online platforms and customers preferred contactless technologies. Modern AI-based technologies have helped the hospitality and tourism industry to streamline operations and improve service delivery effectively resulting in the enhancement of customer loyalty and satisfaction in the business process (Limna, 2023). Personalisation and streamlining of operations have resulted in improving the quality and level of digital services which is improving the level of customer satisfaction. With time, digital transformation is mandatory, and the organisations falling behind must face more complicated and competitive challenges in the industry. 
[bookmark: _Toc180399615]Challenges associated with digital transformation in the hospitality and tourism industry
Employees' resistance to change can be considered as one of the major challenges for the companies. Organisations engaging in digital transformation have existing employees who are habituated to traditional operations and are not aware of modern digital practices (Anwar et al. 2024). These employees do not consider changing their capabilities, which results in the development of complications between the management and the employees. On the other hand, small-scale organisations in the hospitality and tourism industry also face complications due to digital transformation. This is because the implementation of modern AI-oriented software technology involves a high amount of financial investment that they are unable to provide (Bisoi et al. 2020). This is resulting in an increase in the competitive advantage of the existing giant organisations in the international hospitality and tourism industry. Small-scale organisations do not have a technically proficient staff base, so they are unable to manage the huge amount of data gathered from the customers leading to privacy-oriented issues and data breaches.
[bookmark: _Toc180399616]Impact of Digital Transformation on hospitality and tourism industry
The impact of digital transformation in the hospitality and tourism industry is of different types providing advancement in operations and services. Digital transformation helps in the enhancement of the overall experience of the customers based on which their satisfaction rate increases (Drexler and Lapré, 2019). This is because the overall efficiency rates of different operations have improved due to automation at various levels. On the other hand, real-time communication with customers and integration of AR/VR in mobile applications have completely revolutionised the traditional booking processes (Sia et al. 2023). Customers depending upon these services can experience virtual room tours before booking which creates better satisfaction for them. These are prominent impacts that have been identified after the digital transformation process in the hospitality and tourism industry. 
[bookmark: _Toc180399617]Gap in literature
The literature review section is wide and elaborate, as well as critical enough to highlight both the positive and negative sides of digital transformation in the tourism and hospitality industry. This section has provided a variety of thoughts from various articles and journals resulting in delivering transparent information about the current market. However, there has been a small gap in this literature review section as the solutions for the mentioned challenges have not been properly discussed in detail. 
[bookmark: _Toc180399618]3. Application to the hotel and hospitality sector
	Factors
	Description
	Impact

	Political
	· The corporate tax rate in the UK is 25% (Tradingeconomics.com, 2024)
· Politically stable country
	Positive and Negative

	Economic
	· GDP Rate of the UK is 0.7% (Tradingeconomics.com, 2024)
· £237.1 billion is the contribution of tourists to the UK economy in 2022 
· The inflation rate of the UK is 11% (Bbc.com, 2024)
	Negative

	Social
	· Multicultural Nation
· Democratic nation 
· Mostly Christian population
	Positive 

	Technological
	· Falls within the top 5 innovative places in the world (Great.gov.uk, 2024)
· Implementation of AI and robotics in the tourism and hospitality sector is evaluated
	Positive 

	Legal
	· Equality Act 2010 is to be maintained by businesses (Gov.uk, 2024)
· Data Protection Act 2018 is to be maintained based on the GDPR (Gov.uk, 2024)
	Positive

	Environmental
	· US tourists produce around 23.9 million tons of rubbish every year (Wastemanaged.co.uk, 2024)
· Food waste is a huge complication for UK hotels
	Negative


Table 1: PESTLE Analysis of US
[bookmark: _Toc180399619]Analysis
Evaluation of the external factors helps in identification of the fact, that the market is politically stable. However, the corporate tax rate in the UK is 25%. Organisations like Marriott International in the UK face complications as they must invest high amounts for corporate tax, which increases their overall operational cost. The economic condition of the company has been degraded in the current context as the GDP rate of the country is 0.7%, and the inflation rate is 11% (Tradingeconomics.com, 2024). This represents that there is a 10.3% gap in the economy of the UK, marking the high levels of improvement in the economic condition of the country, which is necessary for enhancing its future growth. The tourists contribute around 237.1 billion to the UK economy which results in the development of the country's economic standards as external currency adds up to the GDP of the UK. The society of the UK is multicultural, with parliamentary democracy and people from various religions are spread throughout the UK which increases the chances of better customer attraction rate for Marriott International. The organisations operating in the UK market are investing heavily in digital technologies where AI-based software has taken a major lead. Hotels and travel agencies are utilising the facility of different optimised AI-based technologies that are resulting in the advancement of operations and ensuring stability in providing service to the customers. The UK is the most innovative place in the world and home to major technology companies. Companies like Marriott have been implementing different modern technologies like AI-based chatbots for simplifying customer experience. Legal compliance factors are also necessary for Marriott to maintain, which includes fair labour and employment practices based on which its reputation in the UK and the global market is dependent (Vuong and Bui, 2023). Waste development is a major issue for the UK tourism and hospitality industry as hotels generate a large amount of food waste, which results in the development of an unsustainable nature of business. With the implementation of digital technologies, forecasting about future customers and their food preferences can be performed by Marriott, through which future waste generation for food can be decreased. These factors are related to stable business development for Marriott International, through which overall improvement in its operations can be improved, leading to better sustainability in overall business.
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Interpretation of Innovation of Diffusion Theory
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Figure 1: Diffusion of innovation model
(Source: Min et al. 2021)
The diffusion of innovation theory highlights the five areas of segregation of innovation, which are innovators, early adopters, early majority, late majority and lastly, laggards. Based on the evaluation, it is identified that the key concept related to the diffusion of innovation theory is based on the idea of the first application of modern innovations in business processes (Benhabib et al. 2021). The context of Marriott can be discussed in relation to this model, and Marriott International can be considered as an innovator in the group of five areas. This is because the leadership of Marriott is highly innovative, as they have already implemented AI-driven systems by utilising AI-powered chatbots on Facebook Messenger and Slack (News.marriott.com, 2024). This has been beneficial in simplifying travel for the customers by proper utilisation of modern messaging facilities. The focus of Marriott International in the hospitality industry has been of an innovator as the company has constantly focused on prioritising technology implementations in its business process for engaging its guests and providing them with better services (Min et al. 2021). This new check shows that Marriott International has been beneficial in providing additional ways of services to the customers, acting as a head-of-the-curve technology where the company is getting directly in communication with the guest through smartphone best communication. 
[bookmark: _Toc180399621]Industry responses related to digital transformation and their level of impact highlighting strengths and limitations
Digital transformation in the international hospital and tourism industry has been a revolution as the traditional concepts of food and lodging have completely changed. The hospitality and tourism industry currently has prominent players in the market, and Marriott International is one of them that is revolutionising the industry with its AI-oriented communication tactics through the utilisation of Facebook Messenger chatbot and Slack (News.marriott.com, 2024). This is highly enhancing the overall communication levels with the customers and improving their experiences, through which the overall competitive strength of the company is also developing. The adoption of artificial intelligence and automation by Marriott has resulted in the development of different kinds of strengths for the organisation that includes personalisation as AI-oriented data analytics tools used by Marriott International (Forbes.com. 2024). This strategy has been helpful for the organisation as it has been understanding the demands of the customers and providing those rooms and other arrangements associated with the taste. This is enhancing the satisfaction levels of the customers as it is also utilising VR/AR/XR technologies in order to redefine their prepositions to the new generation customers through the help of modern smartphone applications (Theinnovators.network, 2024). On the contrary, the initial investment of the company for investing in AI-based technologies has been significant for Marriott. However, it is investing in these innovations to contribute to the future of travelling. 
[bookmark: _Toc180399622]4. Future policy and management options
[bookmark: _Toc180399623]Enhancement of Data privacy and security
Companies are increasing their reliance on big data analytics and AI-based software as they are getting readymade customer data through which guest experiences are improved. Marriott, in this context, can prioritise data security as customer data is volatile and includes different kinds of vulnerable personal information, including financial statements. This information is handled without care and can be harmful in compromising customer trust and loyalty to the brand. As stated by Wang et al. (2021), any international brand must maintain its brand value by projecting an innovative and positive outlook towards its brand. The organisation needs to maintain the data protection rules and regulations and strengthen its data privacy policies through which the customers can be able to feel free to share their personal information and engage in online financial transactions. Marriott must undertake different data management practices and comply with the rules and regulations of cyber security provided by the UK government. In this manner, proper security for customer information can be provided by preventing unauthorised access to any third-party hackers and enhancing the overall integrity of mobile applications as well as websites. 
[bookmark: _Toc180399624]Providing digital literacy to the employees
Digital skills are incredibly important for the employees who are traditionally working at Marriott International and our existing staff. High levels of technical training are to be provided to these existing staffs that does not have ideas about online operation services. In this context, innovative leadership is necessary for Marriott to undertake. According to Erhan et al. (2022), innovative leadership in business helps in the development of future stability as creativity leads the way forward with modern digital technologies. Innovative leadership can result in integrating technology education and knowledge within the mass workers through which they can be able to handle the different technology platforms with ease. It is important for the leaders of Marriott to strengthen its partnerships with different technological companies to maintain its innovative brand image in the UK tourism and hospitality industry.
[bookmark: _Toc180399625]Improving mobile and contactless technologies
Marriott International can enhance the overall service that it provides by improving the adoption of contact list technology through smartphones. For instance, Marriott can work on voice-activated rooms where it can integrate Amazon Alexa or Echo to power the light room temperature or entertainment features within a particular room without making any physical contact (Buhalis and Moldavska, 2021). This can be a revolutionary advancement in terms of technology for Marriott, as voice-activated room controls are comparatively new in the UK as well as the international tourism and hospitality industry. Other than that, prioritising mobile booking systems from the designated and official mobile booking application of Marriott must be strictly mentioned by the organisation. Through this application, personal recommendations as well as rewards can be provided to them through the exclusive app. This can highly enhance the overall service levels for the customers through which they can feel highly satisfied, and their loyalty can increase for the organisation.
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Thus, it can be concluded that digital transformation in the international hospitality and tourism industry is revolutionising customer service and automatic operations effortlessly. Digital transformation in the hospitality and tourism industry is adding better levels of operation for business organisations as different technologies like big data analytics, IoT, mobile applications and others have been revolutionary. From the entire research, it has been seen that the traditional telephonic booking process has completely changed with the modern app-based bookings, which are fast and convenient, providing online payment options and decreasing the hassle of the customers. Digital transformation is also associated with different kinds of challenges that are faced by organisations operating in the hospitality and tourism industry. 
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