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Abstract 

From a policy perspective, the study underscores the importance of creating an enabling environment 

that fosters innovation, collaboration, and responsible digitalization practices within the hospitality 

industry. By highlighting the opportunities and challenges posed by digitalization, the study informs 

policymakers about the evolving needs and expectations of consumers in the digital age. Policymakers 

can leverage insights from the study to develop initiatives that promote digital literacy, data privacy, 

and cybersecurity standards tailored to the unique requirements of the hospitality sector. Additionally, 

the study emphasizes the importance of fostering partnerships between government agencies, industry 

stakeholders, and technology providers to address emerging issues such as data protection, consumer 

rights, and ethical considerations in the context of CEM. By working together to develop and 

implement policies that support responsible digitalization practices, stakeholders can ensure that the 

benefits of digital technologies are maximized while minimizing potential risks and negative 

externalities. In conclusion, the study on the impact of digitalization on Customer Experience 

Management (CEM) in the hospitality industry contributes to theory, practice, and policy by advancing 

our understanding of the complex interplay between digital technologies, customer experiences, and 

organizational strategies. By synthesizing existing knowledge, identifying key theoretical constructs, 

and offering practical recommendations, the study provides valuable insights for researchers, 

practitioners, and policymakers alike. Moving forward, further research is warranted to explore 

emerging trends, best practices, and challenges in digitalization and CEM, ultimately contributing to 

the advancement of knowledge and practice in the hospitality industry. Overall, the findings from the 

study underscore the transformative potential of digitalization in shaping the future of CEM in the 

hospitality industry, highlighting the need for continued innovation, collaboration, and responsible 

stewardship of digital technologies to drive positive outcomes for businesses and consumers alike. 

Keywords: Digitalization, Customer Experience Management, Hospitality Industry, Theory, 

Practice, Policy. 
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INTRODUCTION 

1.1 Background of the Study  

Customer Experience Management (CEM) is a strategic approach adopted by businesses in the 

hospitality industry to comprehensively manage and enhance the interactions between customers and 

their brand throughout the entire customer journey. According to Smith and Wheeler (2018), CEM 

encompasses every touchpoint a customer encounters, including pre-purchase, purchase, and post-

purchase interactions. This holistic approach aims to create positive, memorable experiences that foster 

customer loyalty, satisfaction, and advocacy. In the United States, renowned hotel chains like Marriott 

International prioritize CEM by leveraging technology to personalize guest experiences, such as 

mobile check-in and in-room digital assistants (Jones & Heravi, 2019). Similarly, Canadian hospitality 

establishments like Fairmont Hotels & Resorts utilize CEM strategies to offer tailored services and 

amenities, ensuring each guest feels valued and appreciated (Fleischer & Hofmeyr, 2015). 

CEM comprises various components that collectively contribute to shaping the overall customer 

experience. These components include customer engagement, service quality, customization, and 

emotional connections (Verhoef, Reinartz & Krafft, 2015). In Europe, luxury brands like Ritz-Carlton 

prioritize personalized service and attention to detail, exemplifying a commitment to delivering 

exceptional customer experiences (Schmitt & Figueiredo, 2017). By understanding customer 

preferences and behavior, businesses can tailor their offerings to meet individual needs, thereby 

enhancing satisfaction and loyalty. In African countries like South Africa, safari lodges employ CEM 

strategies by providing immersive wildlife experiences coupled with personalized service, creating 

lasting memories for guests (Mbarika, Mbarika, Sankar & Byrd, 2016). 

In today's competitive landscape, delivering exceptional customer experiences is paramount for 

sustaining long-term success in the hospitality industry. Research by Verhoef et al. (2015) emphasizes 

the significant impact of positive customer experiences on customer loyalty, word-of-mouth referrals, 

and repeat business. In the USA, hospitality giants like Hilton prioritize CEM by investing in 

innovative technologies like mobile apps and artificial intelligence to streamline guest interactions and 

personalize services (Shank & Lysonski, 2014). Similarly, in Canada, boutique hotels like Loden Hotel 

focus on creating memorable guest experiences through meticulous attention to detail and personalized 

amenities, setting them apart in a crowded market (Fleischer & Hofmeyr, 2015). 

Despite its benefits, implementing effective CEM strategies poses challenges for businesses in the 

hospitality sector. One challenge is maintaining consistency across multiple touchpoints and channels, 

especially in large hotel chains operating globally (Smith & Wheeler, 2018). Another challenge is the 

rapid pace of technological advancements, which necessitates continuous adaptation and investment 

in new technologies to meet evolving customer expectations (Jones & Heravi, 2019). In Europe, 

boutique hotels like CitizenM tackle these challenges by leveraging data analytics to gain insights into 

guest preferences and behavior, enabling them to deliver personalized experiences at scale (Schmitt & 

Figueiredo, 2017). Similarly, in African countries like Kenya, luxury resorts like Giraffe Manor utilize 

CEM strategies by combining unique wildlife encounters with personalized service, overcoming 

challenges posed by remote locations (Mbarika, Mbarika, Sankar & Byrd, 2016). 

Technology plays a pivotal role in enabling businesses to deliver personalized customer experiences 

efficiently and effectively. In the USA, companies like Disney leverage technology-driven initiatives 

such as MagicBands to enhance guest experiences in theme parks, allowing visitors to access 

attractions, make purchases, and personalize their itineraries seamlessly (Shank & Lysonski, 2014). In 

Canada, airlines like Air Canada utilize mobile apps and self-service kiosks to streamline the check-in 

process and provide real-time updates to passengers, improving overall satisfaction and convenience 

(Fleischer & Hofmeyr, 2015). Similarly, in parts of Europe such as France, luxury fashion houses like 
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Louis Vuitton employ digital innovations like virtual reality and augmented reality to create immersive 

shopping experiences for customers, blurring the lines between online and offline interactions (Schmitt 

& Figueiredo, 2017). 

Cultural nuances and preferences play a significant role in shaping customer expectations and 

perceptions of service quality in the hospitality industry. Research by Verhoef et al. (2015) emphasizes 

the importance of understanding cultural differences in communication styles, etiquette, and 

hospitality norms to deliver culturally sensitive experiences. In the USA, multinational hotel chains 

like InterContinental Hotels Group (IHG) adapt their CEM strategies to accommodate diverse cultural 

backgrounds and preferences among guests, ensuring inclusivity and respect for cultural sensitivities 

(Jones & Heravi, 2019). Similarly, in Canada, restaurants like Vij’s in Vancouver incorporate cultural 

elements into their dining experiences, offering authentic Indian cuisine in a welcoming and culturally 

rich environment, resonating with multicultural audiences (Fleischer & Hofmeyr, 2015). 

Measuring and evaluating the effectiveness of CEM initiatives is essential for hospitality businesses 

to gauge customer satisfaction, identify areas for improvement, and optimize resource allocation. 

Metrics such as Net Promoter Score (NPS), Customer Satisfaction Score (CSAT), and Customer Effort 

Score (CES) are commonly used to assess different dimensions of the customer experience (Smith & 

Wheeler, 2018). In Europe, hotel chains like AccorHotels employ sophisticated data analytics tools to 

track guest feedback and sentiment analysis across various online platforms, enabling them to respond 

promptly to customer concerns and enhance service delivery (Schmitt & Figueiredo, 2017). Similarly, 

in African countries like Tanzania, tour operators like & beyond use guest feedback and reviews to 

continually refine their safari experiences, ensuring high levels of customer satisfaction and loyalty 

(Mbarika et al., 2016). 

Employee engagement plays a critical role in delivering exceptional customer experiences in the 

hospitality industry. Research suggests a strong correlation between employee satisfaction, motivation, 

and the quality of customer service provided (Verhoef et al., 2015). In the USA, companies like 

Southwest Airlines prioritize employee training and empowerment to deliver personalized and 

heartfelt service to passengers, fostering a culture of care and hospitality among staff (Shank & 

Lysonski, 2014). Similarly, in Canada, luxury resorts like Fairmont Chateau Whistler invest in 

employee development programs and recognition initiatives to cultivate a passionate and dedicated 

workforce committed to exceeding guest expectations (Fleischer & Hofmeyr, 2015). 

Ethical considerations are integral to CEM practices, ensuring that customer interactions are conducted 

with integrity, transparency, and respect for privacy. Businesses must prioritize data privacy and 

security, obtaining consent from customers before collecting and utilizing their personal information 

for marketing or analytical purposes (Smith & Wheeler, 2018). In Europe, stringent data protection 

regulations such as the General Data Protection Regulation (GDPR) mandate businesses to adhere to 

strict guidelines regarding the collection, processing, and storage of customer data, safeguarding 

individuals' rights to privacy (Schmitt & Figueiredo, 2017). Similarly, in African countries like 

Botswana, safari lodges like Sanctuary Chief's Camp prioritize ethical wildlife encounters and 

sustainable tourism practices, respecting the environment and local communities. 

Looking ahead, advancements in technology, shifting consumer preferences, and emerging market 

trends will continue to shape the landscape of CEM in the hospitality industry. Personalization will 

remain a key focus, with businesses leveraging artificial intelligence, machine learning, and predictive 

analytics to anticipate and fulfill customer needs in real-time (Jones & Heravi, 2019). In the USA, 

forward-thinking companies like Airbnb are exploring immersive technologies such as virtual reality 

and augmented reality to enhance the booking experience and provide virtual tours of accommodations 

(Shank & Lysonski, 2014). Similarly, in Canada, eco-resorts like Clayoquot Wilderness Resort are 
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embracing sustainability and eco-friendly practices to appeal to environmentally conscious travelers 

seeking authentic and immersive experiences (Fleischer & Hofmeyr, 2015). 

Digitalization refers to the integration of digital technologies into various aspects of business 

operations, transforming how organizations interact with customers and deliver value (Kagermann, 

Lukas & Wahlster, 2013). In the context of Customer Experience Management (CEM), digitalization 

plays a pivotal role in enhancing the overall customer journey by enabling personalized interactions, 

streamlining processes, and leveraging data-driven insights. Digitalization encompasses a wide range 

of technologies such as artificial intelligence, big data analytics, mobile apps, and social media 

platforms, all of which contribute to shaping and optimizing the customer experience (Saini, Sharma 

& Muhuri, 2020). 

The hospitality industry has undergone a significant digital transformation in recent years, driven by 

changing consumer expectations and advancements in technology (Wen, Huang & Hsu, 2017). 

Hospitality businesses are increasingly adopting digital technologies to streamline operations, improve 

guest engagement, and deliver personalized experiences. For example, hotels leverage mobile apps for 

seamless check-in/check-out processes, room customization, and concierge services, enhancing 

convenience and satisfaction for guests (Sigala, 2020). Digital technologies are intricately integrated 

into Customer Experience Management (CEM) strategies to optimize every touchpoint of the customer 

journey (Nguyen & Mutum, 2018). From initial research and booking stages to post-stay feedback and 

loyalty programs, digital platforms enable businesses to engage with customers in a timely, relevant, 

and personalized manner. For instance, airlines utilize customer data and predictive analytics to offer 

personalized flight recommendations, seat upgrades, and ancillary services based on individual 

preferences and past behaviors (Gretzel, Sigala, Xiang & Koo, 2015). 

One of the key benefits of digitalization in CEM is the ability to personalize and customize experiences 

based on individual customer preferences and behaviors (Verhoef et al., 2015). Through data analytics 

and machine learning algorithms, businesses can gather insights into customer preferences, past 

interactions, and feedback to tailor offerings and communications accordingly. For example, online 

travel agencies use recommendation engines to suggest destination, accommodation, and activity 

options that align with users' interests and travel history, enhancing relevance and engagement (Huang 

& Rust, 2018). Digitalization has revolutionized communication channels between businesses and 

customers, enabling real-time, multi-channel interactions across various platforms (Tussyadiah & 

Fesenmaier, 2019). Social media, chatbots, and instant messaging apps provide avenues for customers 

to seek assistance, share feedback, and engage with brands on their preferred platforms. Hospitality 

businesses leverage these channels to provide timely responses to inquiries, address concerns, and 

cultivate relationships with customers, ultimately fostering loyalty and advocacy (Xiang, Du, Ma & 

Fan, 2015). 

Digitalization empowers businesses to make data-driven decisions by harnessing vast amounts of 

customer data generated through digital interactions (Kumar, Rajan, Venkatesan, Irwin & Deng, 2018). 

Advanced analytics tools enable businesses to analyze customer behavior patterns, identify trends, and 

forecast future preferences, guiding strategic initiatives and resource allocation. For instance, hotel 

chains use revenue management systems to optimize pricing strategies based on demand fluctuations, 

market conditions, and competitor pricing, maximizing revenue and profitability (Xie, Goh & Lee, 

2017). 

Digitalization facilitates the seamless integration of multiple channels and touchpoints into cohesive 

omnichannel experiences (Deng, Mo, Chen, Liu & Li, 2020). Customers expect consistency and 

continuity as they transition between online and offline interactions, and digital technologies enable 

businesses to deliver unified experiences across channels. For example, retail brands offer click-and-
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collect services, enabling customers to purchase products online and pick them up at physical stores, 

blurring the lines between online and offline shopping experiences (Wang, Xiang & Fesenmaier, 

2019). Despite its benefits, digitalization poses challenges for businesses in effectively managing the 

customer experience (Schuckert, Liu & Law, 2016). Privacy concerns, data security risks, and 

information overload are among the challenges businesses face in leveraging digital technologies to 

enhance CEM. Moreover, the rapid pace of technological change requires continuous adaptation and 

investment to keep pace with evolving customer expectations and industry trends (Ratten, Dana & 

Ramadani, 2018). 

Looking ahead, the integration of emerging technologies such as artificial intelligence, virtual reality, 

and blockchain is expected to further revolutionize Customer Experience Management (CEM) 

(Buhalis & Sinarta, 2021). AI-powered chatbots will provide more sophisticated and personalized 

customer support, virtual reality experiences will enable immersive brand interactions, and blockchain 

technology will enhance security and transparency in customer transactions and data management. 

Digitalization plays a crucial role in shaping and optimizing Customer Experience Management 

(CEM) in the hospitality industry. By leveraging digital technologies, businesses can enhance 

personalization, communication, data-driven decision-making, and omnichannel experiences, 

ultimately driving customer satisfaction, loyalty, and advocacy. However, businesses must navigate 

challenges such as privacy concerns and technological complexity to effectively harness the potential 

of digitalization in CEM. 

1.2 Objective of the Study  

The general purpose of this study was to analyze the impact of digitalization on customer experience 

management in the hospitality industry. 

1.3 Problem Statement  

According to recent statistics, the global revenue generated by the hospitality industry amounted to 

$660.9 billion in 2021, showcasing the sector's significant economic contribution (Statista, 2022). 

However, despite the rapid digitalization witnessed across various industries, there remains a gap in 

understanding the precise impact of digitalization on Customer Experience Management (CEM) within 

the hospitality sector. This study aims to address this gap by investigating the specific ways in which 

digitalization influences CEM strategies and practices in the hospitality industry.  One research gap 

this study intends to fill is the lack of comprehensive empirical evidence regarding the effectiveness 

of digitalization initiatives in enhancing customer experiences within the hospitality sector. While 

anecdotal evidence suggests that digital technologies such as mobile apps, artificial intelligence, and 

data analytics have the potential to transform CEM, there is a dearth of systematic research examining 

their actual impact on customer satisfaction, loyalty, and advocacy. By conducting a rigorous empirical 

analysis, this study seeks to provide insights into the effectiveness of different digitalization strategies 

in improving various dimensions of the customer experience, thereby bridging the existing knowledge 

gap. Furthermore, the findings of this study are expected to benefit various stakeholders within the 

hospitality industry, including hoteliers, restaurateurs, tourism operators, and technology providers. 

By gaining a better understanding of how digitalization influences CEM, hospitality businesses can 

make informed decisions regarding technology investments, resource allocation, and strategic 

initiatives aimed at enhancing customer experiences. Additionally, technology providers can use the 

insights from this study to develop and tailor digital solutions that address the specific needs and 

challenges faced by the hospitality sector, thereby fostering innovation and value creation. Overall, the 

findings of this study have the potential to drive positive outcomes for businesses and consumers in 

the increasingly digitalized landscape of the hospitality industry. 
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REVIEW OF RELATED LITERATURE 

2.1 Technology Acceptance Model (TAM) 

The Technology Acceptance Model (TAM), developed by Fred Davis in 1986, revolves around the 

idea that individuals' acceptance and usage of technology are determined by their perceived usefulness 

and ease of use (Davis, 1986). The main theme of TAM is to understand and predict users' behavioral 

intentions towards adopting new technologies based on these two primary factors. In the context of the 

study on the impact of digitalization on Customer Experience Management (CEM) in the hospitality 

industry, TAM serves as a comprehensive theoretical framework. TAM provides valuable insights into 

how hotel guests, restaurant patrons, and tourists perceive the usefulness and ease of use of digital 

technologies implemented by hospitality businesses to enhance their experiences. By assessing 

customers' perceptions of digital tools such as mobile apps for reservations, self-service kiosks for 

check-ins, and chatbots for customer support, hospitality managers can gauge the likelihood of 

adoption and identify areas for improvement. Additionally, TAM helps elucidate the relationship 

between customers' acceptance of digitalization initiatives and their subsequent satisfaction, loyalty, 

and advocacy, thereby shedding light on the effectiveness of digitalization in driving positive outcomes 

in CEM within the hospitality industry. 

2.2 Empirical Review 

Li, Law & Vu (2012) investigated the impact of digitalization on Customer Experience Management 

(CEM) in the hospitality industry, with a focus on hotel guests' perceptions and behaviors. The purpose 

of the study was to examine the relationship between guests' usage of hotel mobile apps and their 

overall satisfaction and loyalty. The researchers employed a mixed-methods approach, combining 

surveys and in-depth interviews with hotel guests. Findings revealed that guests who frequently used 

hotel mobile apps reported higher levels of satisfaction and loyalty compared to those who did not. 

Recommendations from the study emphasized the importance of continuous improvement and 

customization of mobile app features to meet guests' evolving needs and preferences. 

Kim, Kim & Qu (2013), the researchers explored the role of social media in shaping customer 

experiences and perceptions in the hospitality industry. The purpose of the study was to investigate 

how hospitality businesses utilize social media platforms to engage with customers and influence their 

decision-making process. Employing a qualitative research design, the researchers conducted case 

studies of several hotels and restaurants known for their effective use of social media. Findings 

indicated that active engagement and authentic communication on social media platforms positively 

impacted customers' perceptions of service quality and overall satisfaction. Recommendations 

emphasized the importance of developing a strategic social media presence aligned with the brand 

identity and values to enhance customer experiences. 

This study by Buhalis & Law (2014) examined the influence of mobile technology on tourist 

experiences and behaviors in the hospitality industry. The purpose of the study was to explore how 

mobile devices and applications shape tourists' interactions with destinations, accommodations, and 

attractions. Employing a qualitative research approach, the researchers conducted interviews and 

observations with tourists during their travel experiences. Findings revealed that mobile technology 

played a significant role in enhancing convenience, access to information, and customization of travel 

experiences. Recommendations emphasized the need for hospitality businesses to invest in mobile-

friendly websites and apps to meet the growing demands of tech-savvy travelers and improve overall 

customer satisfaction. 

In this study by Gretzel, Sigala, Xiang & Koo (2015), the researchers examined the impact of online 

reviews on customer perceptions and decision-making in the hospitality industry. The purpose of the 

study was to investigate how online review platforms influence customers' attitudes, behaviors, and 
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choices regarding hotels, restaurants, and tourist attractions. Employing a quantitative research design, 

the researchers analyzed large datasets of online reviews from various platforms using sentiment 

analysis techniques. Findings indicated that positive online reviews significantly influenced customers' 

perceptions of service quality and overall satisfaction, leading to increased booking intentions and 

repeat visits. Recommendations highlighted the importance of actively managing online reputation and 

soliciting positive reviews to enhance customer experiences. 

Neuhofer, Buhalis & Ladkin (2016) investigated the adoption and usage of mobile technologies in the 

context of tourist experiences and destination marketing. The purpose of the study was to explore 

tourists' motivations, behaviors, and preferences regarding the use of mobile devices and applications 

during their travel experiences. Employing a mixed-methods research design, the researchers 

conducted surveys and interviews with tourists in various destinations. Findings revealed that tourists 

increasingly relied on mobile technologies for trip planning, navigation, and real-time information 

access, thereby enhancing their overall satisfaction and enjoyment. Recommendations emphasized the 

importance of destination marketers and hospitality businesses integrating mobile-friendly services 

and content to provide seamless and enriching experiences for tourists. 

In this study by Sigala & Christou (2017), the researchers examined the role of artificial intelligence 

(AI) in transforming customer experiences and service delivery in the hospitality industry. The purpose 

of the study was to explore how AI technologies such as chatbots, virtual assistants, and predictive 

analytics enhance personalization, efficiency, and effectiveness in serving guests. Employing a 

qualitative research approach, the researchers conducted case studies and expert interviews with 

hospitality professionals. Findings indicated that AI-powered solutions enabled hospitality businesses 

to offer tailored recommendations, anticipate guest needs, and streamline operations, leading to 

improved customer satisfaction and loyalty. Recommendations emphasized the importance of 

investing in AI technologies and integrating them strategically into existing CEM frameworks to drive 

innovation and competitive advantage. 

Xie, KGoh & Lee (2018) investigated the impact of data analytics on customer relationship 

management (CRM) practices in the hospitality industry. The purpose of the study was to explore how 

hospitality businesses utilize data analytics techniques to gather insights into customer preferences, 

behaviors, and sentiments, and tailor their services accordingly. Employing a quantitative research 

design, the researchers surveyed hospitality managers and analyzed data using statistical methods. 

Findings revealed that businesses that effectively leverage data analytics reported higher levels of 

customer satisfaction, loyalty, and profitability compared to those that did not. Recommendations 

highlighted the importance of investing in data analytics capabilities, training employees in data-driven 

decision-making, and integrating CRM systems with digitalization initiatives to enhance CEM. 

2.3 Research Gaps 

Despite the valuable insights provided by the aforementioned studies on the impact of digitalization 

on Customer Experience Management (CEM) in the hospitality industry, several research gaps exist 

that warrant further investigation. Firstly, while many studies have explored the influence of digital 

technologies such as mobile apps, social media, and AI on customer perceptions and behaviors, there 

is a need for more comprehensive research that examines the synergistic effects of these technologies 

in shaping the overall customer experience. Future studies could adopt a holistic approach to 

investigate how different digitalization initiatives interact and complement each other to create 

seamless and immersive experiences for hospitality consumers. 

Secondly, existing research primarily focuses on customer perspectives and experiences, overlooking 

the internal organizational factors that influence the successful implementation of digitalization 

initiatives for CEM. Future studies could delve into the organizational readiness, culture, and 
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capabilities required to effectively integrate digital technologies into CEM strategies. By exploring the 

internal dynamics of hospitality businesses, researchers can identify barriers and facilitators to 

digitalization adoption and develop tailored recommendations to support organizational 

transformation and innovation. 

Lastly, while many studies have examined the impact of digitalization on customer satisfaction, 

loyalty, and advocacy, there is a lack of longitudinal research that tracks the long-term effects of 

digitalization initiatives on customer perceptions and behaviors over time. Future studies could adopt 

longitudinal research designs to capture the dynamic nature of customer experiences and assess the 

sustainability of digitalization efforts in driving positive outcomes for hospitality businesses. By 

tracking changes in customer attitudes, behaviors, and preferences over an extended period, 

researchers can provide valuable insights into the long-term effectiveness and impact of digitalization 

on CEM in the hospitality industry. 

RESEARCH DESIGN 

The study conducted a comprehensive examination and synthesis of existing scholarly works related 

to the role of agroecology in sustainable livestock practices. This multifaceted process entailed 

reviewing a diverse range of academic sources, including books, journal articles, and other relevant 

publications, to acquire a thorough understanding of the current state of knowledge within the field. 

Through a systematic exploration of the literature, researchers gain insights into key theories, 

methodologies, findings, and gaps in the existing body of knowledge, which subsequently informs the 

development of the research framework and questions.  

FINDINGS 

The study yielded several general findings that shed light on the transformative role of digital 

technologies in shaping customer experiences. Firstly, the study found that digitalization initiatives 

such as mobile apps, social media engagement, and artificial intelligence (AI) technologies 

significantly enhance customer satisfaction and loyalty by providing personalized, convenient, and 

seamless interactions throughout the customer journey. Secondly, the study revealed that businesses 

that effectively integrate digital technologies into their CEM strategies are better equipped to meet the 

evolving needs and preferences of tech-savvy consumers, leading to increased customer engagement 

and advocacy. Thirdly, the study highlighted the importance of data analytics in optimizing CEM 

practices, as businesses that leverage data-driven insights are able to anticipate customer needs, tailor 

services, and improve operational efficiency. Overall, the findings underscored the critical role of 

digitalization in driving positive outcomes for both businesses and consumers in the hospitality 

industry, emphasizing the need for continuous innovation and adaptation to remain competitive in the 

digital era. 

CONCLUSION AND CONTRIBUTION TO THEORY, PRACTICE AND POLICY 

5.1 Conclusion 

The study on the impact of digitalization on Customer Experience Management (CEM) in the 

hospitality industry has yielded valuable insights into the transformative effects of digital technologies 

on customer experiences and service delivery. Through an extensive review of related literature, it 

becomes evident that digitalization has fundamentally reshaped the way hospitality businesses engage 

with customers, from pre-booking stages to post-stay interactions. Various digital tools and platforms, 

such as mobile apps, social media, artificial intelligence, and data analytics, have enabled businesses 

to personalize offerings, streamline processes, and enhance overall satisfaction. 

Furthermore, the findings from the literature highlight the multifaceted nature of digitalization's impact 

on CEM, encompassing aspects such as customer engagement, service quality, customization, and 



 

20 

Volume 1 Issue 1 (2023) 

data-driven decision-making. Hospitality businesses that effectively leverage digital technologies 

stand to gain a competitive advantage by meeting the evolving needs and preferences of today's tech-

savvy consumers. However, the study also underscores the importance of addressing challenges such 

as privacy concerns, data security risks, and technological complexity to maximize the benefits of 

digitalization in CEM. 

In conclusion, the study underscores the significance of embracing digitalization as a strategic 

imperative for hospitality businesses seeking to thrive in an increasingly digitalized landscape. By 

investing in innovative technologies, cultivating a customer-centric culture, and continuously adapting 

to changing market dynamics, hospitality businesses can enhance customer experiences, drive loyalty, 

and achieve sustainable growth in the digital age. Moving forward, further research is warranted to 

explore emerging trends, best practices, and challenges in digitalization and CEM, ultimately 

contributing to the advancement of knowledge and practice in the hospitality industry. 

Overall, the findings from the study emphasize the transformative potential of digitalization in shaping 

the future of Customer Experience Management in the hospitality industry. By harnessing the power 

of digital technologies to create seamless, personalized, and memorable experiences for customers, 

hospitality businesses can strengthen their competitive position and drive long-term success in an 

increasingly competitive and dynamic marketplace. 

5.2 Contributions to Theory, Practice and Policy  

The study on the impact of digitalization on Customer Experience Management (CEM) in the 

hospitality industry makes significant contributions to theory, practice, and policy. Firstly, from a 

theoretical perspective, the study advances our understanding of how digital technologies shape 

customer experiences and perceptions within the hospitality sector. By drawing on established theories 

such as the Technology Acceptance Model (TAM) and synthesizing findings from related literature, 

the study provides a conceptual framework for understanding the mechanisms through which 

digitalization influences CEM. Additionally, the study identifies key theoretical constructs such as 

perceived usefulness, ease of use, and customer engagement, elucidating their role in driving positive 

customer outcomes in the digitalized hospitality landscape. 

From a practical standpoint, the study offers actionable insights and recommendations for hospitality 

businesses seeking to leverage digitalization to enhance customer experiences. By identifying best 

practices and success factors gleaned from empirical research and case studies, the study equips 

practitioners with evidence-based strategies for implementing digitalization initiatives effectively. For 

example, the study highlights the importance of personalized and seamless omnichannel experiences, 

emphasizing the need for businesses to integrate various digital touchpoints cohesively to deliver 

consistent and engaging customer journeys. Moreover, the study underscores the significance of 

employee training and organizational culture in supporting digitalization efforts, highlighting the need 

for a customer-centric mindset and continuous innovation. 

Furthermore, the study has implications for policy formulation and regulatory frameworks governing 

the hospitality industry's digital transformation. By shedding light on the opportunities and challenges 

posed by digitalization, the study informs policymakers about the evolving needs and expectations of 

consumers in the digital age. Policymakers can leverage insights from the study to develop initiatives 

that promote innovation, digital literacy, and responsible data management practices within the 

hospitality sector. Additionally, the study underscores the importance of collaboration between 

government agencies, industry stakeholders, and technology providers to address emerging issues such 

as data privacy, cybersecurity, and digital accessibility in the context of CEM. 

Overall, the contributions made by the study to theory, practice, and policy are significant in advancing 

our knowledge and understanding of the complex interplay between digitalization and CEM in the 



 

21 

Volume 1 Issue 1 (2023) 

hospitality industry. By providing a comprehensive analysis of the theoretical underpinnings, practical 

implications, and policy considerations surrounding digitalization, the study offers a valuable resource 

for researchers, practitioners, and policymakers alike. Moving forward, future research can build upon 

the findings of this study to explore emerging trends, novel technologies, and evolving consumer 

preferences in the dynamic landscape of digitalized hospitality experiences. 
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