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Abstract
Introduction
Technology has become an integral part of modern society and serves as a macro and micro level indicator for representing someone’s ability for innovation, competitiveness, and strategic readiness for the future. The level of acceptance and implementation of technology in the hotel sector is an indication of commitment to improving guest satisfaction. The duty of hotels to offer innovation and sustainability initiatives is being demonstrated by new types of technology for personalised services and comfortable stay. Overall, adopting smart technology can inevitably bring both advantages and disadvantages. The positive and negative aspects of hotel experience will largely depend on management decisions, ethical data use and ensuring that human interaction is preserved alongside the latest developments, even though automation and AI powered systems have enormous potential to improve customer service. It is imperative to prioritise people first, the guests and employees, in order to optimise cutting-edge possibilities. By considering the needs and expectations of all stakeholders and to be guided by hotel principles, technology can enrich and raise service culture to new heights rather than replacing hospitality industry’s core of person-to-person care. 
Summary
The purpose of this investigation is to understand the factors influencing consumers’ decision-making when using hotels with smart technology features. By critically assessing and evaluating these factors, hoteliers can provide a more customized and customer focused approach when implementing modern and automated hotel systems. Furthermore, this research is intended to highlight the acceptance of service users when hotels began implementing advanced technology into their services. In spite of the positive impact of today's innovations on hotel operations, there are certain disadvantages that the research paper seeks to identify and to find ways to overcome these challenges for both customers and hotels.


Findings
The age factor is clearly an important element to identify trends in the receptivity of individuals towards smart technology, following data gathering and analysis. Among all age group, individuals falling under the age of 25 to 34 have the highest interest in using technology during their hotel stay. In terms of technology usage and willingness, it appears that there is a generation gap between the young and the old. Moreover, the majority of respondents are women and it is clear that they have a significant influence on hotel selections. The results revealed mixed opinions about facial recognition, while some guests welcome the technology, others still prefer traditional access methods. As such, hotels should offer both facial recognition and key cards to accommodate different comfort levels and preferences. Additionally, they need to prioritize transparency by clearly communicating to visitors what smart technology is in use, detailing their data and privacy policies, and outlining how guest information is protected. This balanced approach allows guests to make informed decisions while checking in and staying at hotels using the latest technologies.
The introduction of artificial intelligence (AI) concierge has been widely accepted by a large number of hotel operators. This has led to significant transformations in terms of front desk operations and customer service in hotel industry. The research demonstrated that over half of the respondents do not believe an AI concierge can make local recommendations as much as human staff can do. This preference for real human interaction and recommendations indicates that hotels still benefit from traditional concierge services, at least when it comes to offering reliable local expertise and suggestions. While artificial intelligence has made strides, guests feel more assured getting recommendations from well-informed people rather than algorithms at this time. Hotels should consider augmenting, but likely not replacing, their human concierge services if they want to provide the best local recommendations possible.
The core purpose of a hotel is to create a welcoming second home for guests seeking comfort and enjoyment while traveling. With technological innovations, many hotels have enhanced the guest experience by outfitting rooms with intelligent amenities that add to one's ease and satisfaction. By seamlessly embedding smart features like automated climate and lighting controls into their room design, modern hotels are able to elevate levels of comfort, convenience and personalization for today's tech-savvy travelers who expect both high-tech pampering and a human touch during their stay. In this particular study, it revealed a range of willingness among respondents to utilize smart technology for customizing hotel rooms. Over half of participants may have had positive prior experiences with smart hotels, making them receptive to using automated technologies during their stay. Most respondents welcome smart features that optimise their experience. Promoting effortless customization and acknowledging individual preferences resonates with guests by conveying an extra level of personal care and attention.
As AI progresses in customer service capabilities, understanding each customer's desired communication methods remains essential. About 60 percent of the participants preferred phone calls to make requests, while the remaining percentage opted for chatbots over human-assisted calls. Chatbots can provide guests with quicker, more convenient access to information and services without waiting for hotel staff. However, human phone conversations nurture customer relationships and active communication helps foster positive rapports between staff and guests that strengthen reputations and connections over time.
In addition, over half of the respondents felt artificial intelligence cannot yet fully meet guest expectations compared to human staff. AI still has shortcomings in consistently making sound decisions based only on available data, and glitches in the systems can create extra work or problems for staff and guests, potentially decreasing the level of satisfaction. Upholding privacy and security for all guests is a fundamental duty of hotels and the research found that the majority of the respondents expressed worries over their privacy and security.
Conclusions
Technology can reduce costs, boost efficiency and enhance customer experience. However, many hospitality operators still grapple with technology's inability to replicate human discernment in addressing guest needs. Additionally, technological restrictions should not be dismissed, as integrating AI into existing processes can prove challenging. When applied sensibly, AI technology can yield tremendous advantages for hospitality businesses. However, limitations around replicating human distinctions, adapting systems, and managing expenses should be weighed carefully beforehand. Approached strategically, AI can optimize operations and elevate the guest experience.



















Chapter 1: Introduction
This dissertation critically investigates and analyses hotel guests' openness to hotels incorporating intelligent technology. The hospitality industry, especially the hotel sector, is embracing a modern approach to enhance customer experience which involves the use of modern technology. In recent years, implementation of contemporary technology has seen growing rapidly and is predicted to continuously increase its capacity to improve customer service and business operation. Therefore, there is a need to assess how willing customers are to engage with these emerging technologies and how hotels can support positive adoption. This study also provides solutions and recommendations for hoteliers and policymakers to enhance service quality and customer satisfaction with the integration of technology in the future.
Many hotels are capitalizing on smart technology as the core system to manage their operation, from seamless online booking, check-in to check-out process. This ensures that guests are given immediate and efficient assistance and provided with a high quality of service. Hotels that have implemented smart technology features have seen an increase in guest satisfaction levels, quality of service and operational cost reduction. However, at present, there are specific tasks that can only be completed by human intervention instead of artificial intelligence and chatbot such as cleaning services, linen change and responding to specific requests (Hollander, 2023a). 
1.1 . Background of the study 
The history of guest lodging facilities began during the early biblical times when the Greeks built thermal baths in villages for people looking for rest. Then, the Romans developed mansions to accommodate government business travelers. The Romans were the first ones to establish thermal baths in England, Switzerland, and Middle East. Moreover, Levy-Bonvin (2003) suggests that the hotel industry was introduced in the early 15th century when hotels in France started to keep a register as required by law and at the same time in England, rules were also presented for inns.
In 1829, the Tremont House in Boston was the first modern hotel to offer luxurious amenities including “free soap, locked guest rooms, bellboys and reception area” (Bilis, 2015). Bills also mentioned that during that era, indoor plumbing became the height of luxury. In the past, the traditional reservation process was done by calling the hotels directly or sending a letter to request a room where guests can interact with staff, allowing more personal touch to customer journey. There has been a massive advancement in technology in the last couple of decades, but innovation and progression has been occurring ever since the industry began (See Appendix 1 for The History of Hotel Technology).
Nowadays, businesses have become more competitive in terms of innovative technological solutions to provide guests easy access to services and products, and hoteliers’ main priority. The use of smart technology and artificial intelligence (AI) in many businesses, specifically in hotels, have rapidly emerged as a significant trend in the industry. Moreover, Mohamed et al. (2022) mentioned that AI-enabled hotel systems can support employees in providing effective and responsive customer service. They believe that smart services play a vital role in improving employees’ performance and ensuring that they are provided with clear insight of the new flexibility and job processes. 
A survey conducted by Hospitality Technology showed that 76 percent of respondents would be willing to pay a premium rate for experiencing the technology features that are essential to them. Also, it was found out that 73 percent of respondents used mobile devices to make hotel reservations and would interact with a hotel and another 73 percent also said they would return to a hotel offering current and unique technology features (Wadhwa, 2023). The data shows that modern guests are engaged in technology and expecting hotel rooms to be equipped with various automated and personalized devices for entertainment and enhancing guest experience, such as, temperature control panel for each room whereas before it was centralized. 
The evolution of hotel technology features and the growing reliance on it are due to the changing customer expectations which are evolving as well. Businesses are adopting modern technology to conform to consumers’ demands and ensure that they are meeting and exceeding these expectations. Guests utilize technology in their day-to-day lives and being able to tailor and personalize these at the hotel would create a positive impact to their overall stay. According to Fifth and Cor (2023) personalization can be an effective modern marketing strategy to attract consumers, and a survey found that 86 percent of participants said personalization plays a big role in their buying decisions. Premier Inn’s hub hotels embraced the modern world and won the ‘Best Use of Mobile or App’ at the Travel Marketing Awards in 2016, their mobile application can facilitate guests’ own preferences from booking their room, checking-in and out, personalizing and controlling TVs, light temperature and air conditioning to ordering food via mobile (Heywood, 2017). 
In the past years, there has been a significant increase in guests’ demand for enhanced internet connectivity, prompt service, accessible and convenient type of accommodation. A study conducted by the Hotel Internet Services found out that more than 96 percent of hotel guests are carrying a smartphone and almost 50 percent of travelers have at least two gadgets including tablet and laptops (Hertzfeld, 2018). This shows an increase for hoteliers to adopt and implement mobile device-compatible services to accommodate highly connected patronage. Furthermore, even though technology is changing rapidly and offering array of possible solution options, hoteliers can still face challenges as consumers are concerned about security that could breach personal data. In the same survey from the Hotel Internet Services, 65 percent of guests were found to be “highly concerned” about inputting personal usernames, emails, and passwords into their in-room television application.  Therefore, hoteliers are responsible for protecting their guests’ personal information and ensuring their duty of care among guests is carried out effectively. 
1.2 The significance of the study
This study is a valuable assessment as it would help the researcher to evaluate the level of receptiveness among consumers in embracing modern technological advancement in hotels and accommodations and identify all potential key challenges that may arise during the implementation process. Understanding and assessing consumers’ perceptions and experiences towards technology would allow hoteliers to get valuable information and insight on how to tailor and personalize the implementation process to meet the expectations and needs of their clients. 
Furthermore, it is essential to identify all possible disadvantages and challenges that can hinder successful adoption of smart technology. These barriers can include concerns about breach of privacy and security, and relying solely on automation and artificial intelligence can lead to job displacement. Therefore, in-depth research would play a critical role in ensuring a smooth transition towards the adoption of modern smart technology in hotel settings. 
1.3 Research Questions
The intention of this study is to find answers on the following questions:
A. Will the study show differences between ages in terms of being receptive to hotels integrating smart technology?
B. Does gender influence consumers’ attitudes and choices towards the use of smart technology?
C. How willing are the guests to use hotels’ smart technology features and services?
D. What are the common weaknesses of incorporating modern technology in hotel operations?
E. What strategies can hotels use to address the difficulties encountered with integrating technological innovations into their daily operational activities?
1.4 Aims and Objectives
Aims:
The aim of this research is to investigate the consumers’ perceptions, knowledge, and previous experiences with smart technology within a hotel setting, and therefore, hotel companies can address potential challenges or concerns that may arise during the implementation process by accepting these technological changes in today’s modern generation. 
Objectives: 
In order to achieve the aims, the following objectives were considered and must be followed. The objectives were:
-To define what is meant by smart technology and its importance
-To identify the disadvantages of smart technology in hospitality
-To conduct primary research regarding consumers’ perceptions and experiences on smart technology
-To analyse and evaluate gathered qualitative and quantitative data
-To evaluate and recommendations for future research
Chapter 2: Literature Review 
This chapter demonstrates a theoretical aspect of the study and a good understanding of different authors and theorists’ perceptions of smart technology in hotels. Many businesses, particularly hotels, are leveraging the use of modern smart technology in various reasons and has emerged as a significant trend in the hospitality industry. A journal by Ivanov et al.  (2017) suggest that several types of technology including Internet of Things (IoT), automation, robotics, and artificial intelligence (AI) are fundamentally crucial in changing the nature of services and experiences in hotel settings. Additionally, Tung and Au (2018) agreed with Ivanov et. al (2017) and states that technologies can provide a greater range of benefits for guests and hoteliers, from first class personalization and efficiency to novel experiences and revenue growth opportunities. However, Lu and Gursoy (2020) disagreed and raised some concerns as hotels can rapidly integrate smart technology into their core offerings and as a result, it raises critical questions around the readiness of service users to adopt these innovations. 
Before identifying the definition of smart technology, it is important to understand the reason for the rising demand for smart technology features in hotels. One reason is that hyperconnected guests are accustomed to technology in their day-to-day lives expecting hotels to meet their expectations. Guests want to feel at home whilst being away from their actual homes (Linesight, 2020). In operational perspectives, Linesight highlights Kahuna survey which found that businesses that incorporate and adopt personalization in technology have increased in revenue by 6 to 10 percent, and target market is Millennials and younger generations. However, according to Deloitte (2016) hotels are facing many new challenges, with the evolving customer demands and preferences forcing them to elevate their strategies to cultivate customer loyalty and drive more sales. Business owners would need to recorgnise this aspect and must realign business goals to ensure that the hotel can serve more diverse customers.
In theoretical perspectives, a wide range of theories have been proposed to see if there is any significance and link between technology and society. Quan-Haase (2013) suggests that there is an ongoing debate about utopian, those people who see positive effects from technology and dystopian, who see technology as only providing negative effects. These two categories, utopian and dystopian, have provided a critical understanding of how technology can affect society. 
2.1. The definition of smart technology in the hotel industry
In hotel industry, the term smart technology can include artificial intelligence (AI) that can integrate with advanced technology to enhance the customer experience and elevate hotel operations without using human interaction whilst reducing costs (Berezina et al., 2019). According to Buhalis et al. (2023) the term smart technology encompasses devices and systems such as mobile apps, chatbots and kiosks that can collect data and automate easier processes. Furthermore, personalization can be provided with smart door locks, in-room voice assistants, and mobile check-in and out options promoting hassle-free for both the hotel and guests. The ongoing development of technology plays an important role in hospitality because it creates immeasurable opportunities to provide better customer experience (Altinay & Poudel, 2015). However, Altinay & Poudel also said that whether AI is worth investing in or not, is entirely dependent on how much businesses recognise its potential benefits and see demand for it. Adoption of smart technology features is based on understanding the value of it and if there is a clear need for it. Hoteliers must thoroughly assess both the advantages of AI and the customer demands to decide if continuing the integration of this technology aligns with their long-term business strategy.
2.2 The importance of smart technology
The technological advancement of hotels can lead to many benefits such as various cost reductions and increased revenue in a variety of ways. By streamlining operations, enhancing the guest experience, and improving marketing capabilities, embracing smart technology allows hotel owners to boost profit margins overall. A blog by Gingerich (n.d.a) suggests that in this digital era, hoteliers must incorporate innovative technology to offer current guests the highest quality of experience and conveniency while meeting their expectations. Undoubtedly, technology is reshaping the world of hotel industry by optimising business performance, and adopting smart features can fulfil guest needs and demands which is crucial for hoteliers to better understand their patrons. By deploying solutions tailored to guests’ wants and business requirements, smarter hotel management can be achieved. 
An online article by Escobar (2023) suggests that smart hotels would have competitive advantages amongst other establishments and a sustainable long-term success. Escobar notes that a recent report from Hotel Technology found out that consumers are becoming more demanding and expecting technological integration in all service experiences and transactions. Additionally, the same report shows hotel professionals across global properties have adopted technology such as mobile reservation and keyless entry which has become a universal industry standard. Overall, the concept of smart technology is improving the hotel industry by ensuring that operations are managed accordingly, easier booking system for guests, and to be more sustainable.
Smart technology plays a fundamental role in enhancing hotels daily operation and guests’ experience. For instance, smart rooms have controls which allow guests to adjust temperature and lighting through panels, voice commands and smartphone applications. Installation of these features could reduce labor cost by automating tasks that hotel staff would otherwise have to perform manually. (Evrim, 2020). In fact, Patel (2023b) suggests that the benefits of introducing technology into hotels are vast and have become an essential part of hotels at present. Technologies have transformed business processes, enabling them to be controlled more easily and efficiently with just a tap on a screen.
2.3 The disadvantages and potential drawbacks of implementing smart technology.
In any business, the impact of implementing new strategies to improve operational efficacy comes with both potential benefits and drawbacks. An online article by Patel (2023a) mentions three disadvantages of smart technology, and these are: 1. Substantial upfront and ongoing costs, as upgrading to modern systems and installing smart devices across properties necessitates major capital expenditures that can strain budgets over time; 2. Adoption of smart technology in hotels has steadily intensified competitive pressures that forced owners to implement the latest innovations in order to keep up  with the latest trend, regardless of their actual desires or readiness. While hotel tech solutions are intended to simplify operating systems, they have also created pressure for hotels to implement the latest innovations in order to remain competitive; 3. Enforcing smart technology in any business requires hiring or training staff with the necessary skills to fully utilize the systems and gain benefits. However, many hotel owners struggle to find employees who are already knowledgeable and skilled in these advanced technologies. Therefore, they may need to provide upskilling programs to get current staff trained to operate the new systems and optimize their efficiency. In a hotel setting, these technologies can pose challenges and some guests may find it harder to collaborate and engage with technology in their rooms due to age, health issues and various disabilities. These guests may have lower technological literacy, as a result, the reliance on smart devices and artificial intelligence systems may be overwhelming and intimidating, leading to customer dissatisfaction. Marston (2013) suggests that older adults may struggle to press multiple buttons with different graphic images because of their eyesight issues and dexterity. Consequently, hotel employees need to offer extra assistance to guests who are struggling with the smart technology, especially less tech-savvy patrons, to prevent poor customer experiences that could lead to negative feedback on the integration of these innovative systems. Furthermore, Bisoi et. al (2020) agrees with Marston that the concept of hospitality is established on human relationships. Though technological innovations are continuous, and both consumers and businesses have integrated technology into their operations, the essence of hospitality remains centered on positive human interactions. While technology has undoubtedly spurred tremendous growth in hotel operations, it cannot replace fundamental human interactions at the core of hospitality. No innovation can mimic the welcoming smiles of staff, the reassuring voice of an employee during a crisis, or the ability to perceive emotions, empathize with frustrations, and compassionately resolve issues when they arise. These thoughtful connections create the foundation of true hospitality, and technology, despite its benefits, will never substitute for them. The essence of hospitality lies in these meaningful interactions and thoughtful cares that technology simply cannot replicate.
2.4 Examples of smart technology in hotels
There are numerous forms of technology that reshape the hotel industry. Some examples include express check-in and check-out through smartphones, smart TVs, in-room tablets, automated guest identification, and virtual assistants. Implementing these types of technologies can enhance the overall guest experience. An article by Kumar (2023) also mentions ‘motion-activated lighting’ which is an energy-saving hotel feature that most hotels are incorporated into. This is where light automatically turns on when detected people and turns off when they leave the room. 
According to Premiere Inn, the UK’s most popular and largest hotel chain that integrates this innovation into their system (n.d.), all of their rooms are equipped with energy-efficient LED lights that automatically turn on and off based on motion sensor detection. Guests can manually adjust the lighting through the touchscreen control panel in the headboard. Energy is conserved as lights switch off after a period of inactivity, and by waving hand will instantly turn them back on. Moreover, Premier Inn has fitted rooms with water efficient technology ensuring water is not consumed excessively, and bathrooms have eco dual flushes. In addition to in-room technology, the hotel invested in a free mobile app called "what3words" which is a location technology. Before arriving, guests are prompted to download this application which provides precise directions to guide them to the hotel's site, promoting easier, safer and better travel for everyone (Premier Inn, 2023).
Another world’s largest hotel company that is committed to innovating hotel guest-facing technologies is the Marriott International. They have launched the Marriott Bonvoy mobile application which is designed for all types of guests when searching and booking for hotels. Carson (2019) highlights that this feature engages with guests before, during and after their stay, ensuring that an alert is sent when the room is ready and on time for check-out. The Marriott Bonvoy application can act as mobile key to enter the room, in some selected hotels as well as, enabling to submit requests and interact with representatives.
The Premier Inn and Marriott International are just two of many hotels adopting technology into their brands. When it comes to promoting customer service and improving their overall experience, both are focusing on physical and digital aspects of their businesses. The physical elements can include the comfort and cleanliness of the room as well as other hotel amenities that contribute to enhance guest experience. On the other hand, the digital aspects have become increasingly inevitable in recent years, they include every step of customer journey from the process of booking a room to communicating with staff to personalizing preferences. The Hilton hotel has also adapted in the digital era with its ‘Connecting Room’ which is the hotel industry’s first mobile application hotel room. This enables guests to personalize, manage and control every aspect of their hotel journey (Hilton, 2021).
The concept and integration of artificial intelligence (AI) is rapidly advancing across industries, including a 12 percent adoption rate in retail and hospitality already. According to a survey by UK Capital Economics, the future looks promising with expected 14 percent higher AI adoption by 2030 in these sectors (Tech UK, 2023). The government is working closely with businesses to deliver a pro-innovation approach to effectively regulate AI. This ensures to find suitable solutions for any common barriers related to AI adoption that is timely and relevant, such as digital skills. 
2.5 Current trends and adoption rates in the hotel industry
In recent years, there has been a growing trend in the hotel industry regarding the integration of many technological solutions which were adopted by the larger hotel companies. This is driven by consumers’ increasing desire for tailored and seamless experiences. Now, hotels can leverage data analytics to gain insights into customer preferences and make data-driven decisions (Choi et. al., 2021). The current trends reflect a significant shift towards enhanced customer loyalty and hotels’ opportunities for growth. 
As the hospitality industry continues to evolve post-pandemic, the Institute of Hospitality organisation (2021) points out that hotels now face heightened competition from local restaurants and cafés. These businesses dramatically increased their technology integration over the past year to engage with customers, becoming a rival for hotels' clientele. Additionally, there has been a spike in online "order and pay" solutions replacing traditional payment methods among restaurant goers, creating a smooth and easier transaction process. However, a report conducted by the same organisation says that 66 percent of guests have not used technology when making dinner reservations during their stay, nor to pre-order food and drink. This indicates that hotels are potentially overlooking opportunities to cross-sell additional experiences and boost revenues.
An article by Hotel Tech Report suggested that the increase in global interconnectedness in business and economics has naturally transformed the hospitality industry. With the world becoming more globally integrated, the hospitality sector has undoubtedly felt the effects and evolved as well (Hollander 2023b). Hollander (2023b) also explained that globalisation drives income and jobs into countries that more consumers can afford to travel. This has given hotels the opportunities as well as challenges attached to accommodating numerous new travelers from different parts of the world. The changing demographics in some countries has seen growing middle and upper-class population meaning citizens have more money to spend on travel. As a result, hoteliers must equip themselves with proper resources to meet guests’ expectations, and to accommodate their language and cultural needs (Hale and Lin, 2023). 
In fact, Yeoman et al. (2012) recognized the key main drivers that shape the future of hotels. These are: 1. Sustainable architecture; 2. Land as a limited resource; 3. Changing consumer tastes of Generations Y and Z; 4. Unimaginable futuristic changes; 5. New personal technologies; 6. Technologies of bedroom design; 7. Future room attendant; 8. Trends in hotel design; 9. Return on investment. This statement shows that change is already occurring and already promoting the future of contemporary design, sustainability and modern technological innovations that stands as the foundation of the future hospitality. 
Looking ahead, the pace of technological progress will likely keep accelerating. However, there is a possibility that potential guests may eventually seek to disconnect more from technology rather than further integration. As a result, they may opt for tech-free accommodations instead of tech-enabled ones for more disconnected vacation away from their digitally inundated lives. Therefore, hoteliers must be prepared and resilient with these potential changes in order to have a competitive advantage strategy. 
2.6. Factors influencing consumers’ behaviour on using smart technology in hotels.
There are several key elements to consider that influence consumers’ behaviour when using technology in hotels. The individuals’ level of comfort and familiarity with smart devices can be significant in identifying whether they would certainly associate themselves with digitally operated establishments. As suggested by Das (2023), hoteliers must understand the changing consumer behavior to stay ahead of the competition. In order to accommodate guests with different needs and interests, the accommodation sector is now in need of adequate resources and capacity. Das further explained that the perceived convenience and accessibility of technology can influence the consumers’ integration with it. 
Moreover, Davis (1989) highlighted the advantages of applying smart features into their business, and companies must actively invest and spend massively on technology in order to acquire these benefits. However, Venkatesh et al., (2003) disagreed and said expending on technology would not guarantee successful deployment and often generate meager profits. Therefore, any technological strategy must be reevaluated to determine their continued viability.
2.6.1. Age and generational differences in technology adoption
In terms of integrating technology and the application of Hotel Smart features into their everyday operations, the hotel industry is facing a number of challenges. One of the most evident examples is accommodating a diversity of age groups and generation. Individuals who were born during the same period may have similarity in behaviours and values, therefore, generational identity may influence consumers’ engagement and usage with technology. A research survey conducted by Olson et al. (2011) found that younger generation demonstrated broader awareness and access to modern technologies than older adults. However, generational differences cannot be generalized as this misconception can depend on the specific domain and type of technology products.
Most consumers are ‘tech-savvy’ and other individuals, particularly older guests tend to adopt new technologies at a slower pace compared to younger ones (Major et al., 2021). This can be associated with several factors such as lack of familiarity and perceived intricacy of the product features may deter some service users from engaging in. Therefore, varied generational preferences and taste can pose hospitality challenges and service providers must carefully consider these differences in order to establish and utilize an effective smart technology feature that is functioning for all consumers. 
According to Escobar (2022), disability and impairment can also play a big role in enabling potential guests to interact with the hotel smart devices in order to experience its benefits. Some systems are not accessible and do not promote inclusivity. For instance, hotels have focused more on their physical characteristics, such as wheelchair accessible entrances and other features, but they have not taken the opportunity to invest in guest interaction using available technology on the market. Furthermore, Escobar featured Carl Adrich on the article, who is the Senior Director of Product Management at Cvent. He pointed out that instead of opening doors to less abled demographics, hotels which do not use accessible technology exclude the population. There are issues ranging from inability to distinguish gestures and facial expressions, and navigation challenges without adequate physical buttons. Therefore, Adrich suggested hotels train employees on how to create empathy and understanding of the guests’ needs that are different from one another. For example, creating a helpdesk with assistive technologies that is dedicated to assist guests with difficulties and disabilities embracing technology may be influenced by gender differences. According to an online article by Pryor Learning (n.d.) women are using technology differently than men and their study shows that women use technology more and are the early adopters of technology in different ways. The study found that women are more curious and use technology such as smartphones and laptop to research about a product or service before purchasing. This also suggests that nowadays, modern technology contributes to the social activities and developing connection where women increasingly value and excel at. This theory can provide evidence to the research question of the study and answer whether the gender can impact the overall decision of consumers regarding technology. 
2.6.2. Technological literacy and familiarity with smart devices
In this modern era, being literate and familiar with technology has become indispensable among individuals particularly those who are constantly travelling and using hotel services. Yang et al. (2021) highlights that the society is becoming more reliant on technology therefore, necessary set of skills and knowledge are required to navigate and utilize smart devices effectively. Furthermore, guests who are well-versed and comfortable using technology are more willing to adopt smart features and tend to have higher levels of satisfaction when interacting with these innovations. In this way, Yang et al. have concluded that technical expertise plays an important role in enhancing people's perception, experience and efficiency by working together with hotel services that are equipped with smart technology.
Correspondingly, convenience and ease of use in smart technology can significantly influence guests’ experience. For example, smart technology which requires excessive mental effort and multiple steps of navigation and troubleshooting will lead to a reduced customer satisfaction as frustration arises. These are common among daily leisure and business guests (Kim et al. 2016). eHotelier (2022) also mentioned that hotel guests come from different parts of the world therefore a variety of languages are being spoken. There is an importance of always having multilingual hotel staff on duty to accommodate those in need. However, due to global labor shortages, hotels are finding it difficult to reach adequate staffing levels. Consequently, language barrier has been increasingly becoming a hindrance and a disappointment to customer journeys. It is displayed in a variety of ways, starting with room reservations, booking excursions, and not being able to speak to staff who are able to communicate and understand their own language. Nevertheless, this can be addressed by having chatbots or Annette which are virtual hotel agents designed for the hospitality industry. Virtual assistants can minimize the challenges that most hotels are currently facing (Travel Outlook, n.d.). These innovative features are powered by artificial intelligence that has been programmed and installed with software to understand human conversations and detect different languages where guests can request and provided by correct answers. This can help hoteliers to curb their labor costs, promote diversity and address language barriers occurring in the reservation department. 
2.6.3. Attitudes and perceptions towards technology in hotel services
There are two types of travel purposes, either for business or leisure, and one traveler may have different technological needs and priorities compared to leisure guests. Brown (2021) suggests that since the pandemic, working patterns and settings have shifted from face-to-face to remote working environment. This has become one of the major challenges for many hotels as they mostly rely on business travelers for steady income. Business clients would work from home and have online conference calls instead of renting rooms in hotels. Moreover, the hotel sector was severely affected by strict government regulations such as lock downs and isolation of communities. Many opportunities were missed as leisure guests were restricted to travel for more than a year. However, there is a huge demand for personal travel when the restriction is lifted. Hotels are focusing on leisure guests to increase occupancy and revenue levels by implementing more advanced technology features and long-term strategies to stay ahead of competition. Furthermore, Brown mentioned that since 2017, guests are making room reservations via their mobile phones than computer and 60 percent of the population are accounted for online bookings. Brown recommends for hoteliers to improve their website and booking engine application must be optimized for mobile phones. Guests want tangible evidence from the beginning, that smart technology enhance experience, offers more control, and add convenience in a meaningful way before fully embracing it.
2.7 The impact of automation and modern technology on hospitality jobs
The hospitality industry, including dining restaurants, entertainment venues, fast food restaurants, and hotels, have been significantly impacted by modern technology and automation. According to Ivanov (2020) automation technology includes facial recognition systems, self-check-in kiosks, chatbots and voice-controlled machines are used in hotel sector for delivering and managing goods and services instead of human employees. Furthermore, Dengler and Matthes (2018) suggest that implementation of automation technologies can raise fear of job losses and unemployment in hospitality and technological fields due to the substitution of human employees by modern systems and robots. Nowadays, there are advanced machines powered by artificial intelligence and algorithms that can perform many hospitality tasks such as room cleaning, food preparation, and clerical work that previously required human staff.
There are several studies that have explored the consumer perspectives on the adoption of smart technology in the hospitality industry can negatively affect present employment rates. Ford (2021) wrote a book about the rise of robots and suggests that the most significant technological effect which will lie in the future is AI and can impact both the job market and the whole country’s economic system. 
On the other hand, Brynjolfsson, and McAfee (2014) have seen benefits and potentials on automation to create value for customers and stakeholders, for example, this can improve the health, overall well-being, and quality of life of consumers. Regardless of automation’s drawbacks, many authors including Ernst et al. (2019) and Webster and Ivanov (2020) agree that deploying technologies in any businesses will fundamentally transform the nature of work and redefine the roles, skillsets and responsibilities of human employees that will add value to technology-enabled service environments. Moreover, the appropriate balance between reducing costs from automation versus retaining employees for human touch remains an ongoing challenge in the hospitality sector. Therefore, Ringberg et al. (2019) suggests that adopting modern technology would require new strategies and managerial mind-sets that will facilitate the implementation process. New technical strategies will aid hotels to address any indifferences and opposition to change from both guests and staff members. 
2.8 Frameworks and models for hotels leveraging smart technology
Deploying smart technology in hotels may have unlocked opportunities to transform guest experiences, but successful adoption would require holistic frameworks and models to effectively leverage modern systems. These frameworks allow hotels to strategically utilize technology and create an action plan to enrich the guest journey. According to Wharton (2015) firstly, businesses that thoroughly understand customer journey mapping, especially when it comes to technology, are in better position to reinvent their business models. Wharton suggests that hoteliers must meticulously trace their consumer buying pathways in order to equip their establishments with vital insights to guide strategic transformation and fuel performance. This map is the end-to-end customer journey that identifies key touchpoints and how smart technology can enhance each stage and improve the customer experience. The benefits 
Davis (1989) introduced the Technology Acceptance Model (TAM). This evaluates how customer perceptions on the usefulness and ease-of-use of smart technology drives adoption and impacts experience. The first variable, perceived usefulness, is where a user believes that by using any technological system will improve their performance. Whereas perceived ease-of-use is where they expect the system to be effortless. Additionally, TAM is a key tool aimed for business owners and managers to predict consumer acceptance and behaviour on technology, and for taking valuable steps for the successful implementation of modern technology to their business. The application of Technology Acceptance Model would be essential in determining consumer’s decisions on integrating smart technology in hotels. However, Vankatesh et al. (2007) argue that there are several limitations and disagreements about TAM, and it is simply lacking the understanding of the previous technology acceptance. Vankatesh et al. also mentioned that many researchers have identified and measured additional elements which could be introduced into the model, such as trust and external variables that is, subjective norms and social influence. Furthermore, this model provides less clarity on the impact of technology on behaviour and performance but instead sharply focuses on main drivers that motivate consumers to use a new technology system.
Overall, the business goal is to select or develop a model providing the best framework to evaluate and improve both technology integration and critical front-and back-of-house hospitality processes from a customer experience perspective. Therefore, a suitable model can guide strategy, provide decision-making in investment and adoption of smart technology. 
2.9 Laws in implementing smart technology
When introducing new practices and smart technology, hotels are required to comply with UK legislation to protect both consumers and employees. This ensures that hotels promote fairness, safe treatment and environment to all stakeholders involved in the workplace. Furthermore, following policy would ensure that personal data are not breached. Failure to comply with confidentiality and data governance could negatively impact people’s well-being. As a result, the business may face considerable consequences such as closure and enormous fines (BBC, 2023). Apart from legislations, any business failing to comply with rules and regulations can be accounted for by losing customers, low retention rates of employment and poor reputation. 
One of many reasons why technology can have negative impact to humans is the risk of potential data breaches and privacy concerns associated with using smart technologies including AI in hotels. Therefore, hotels are encouraged to emphasize the importance of proper cybersecurity measures in order to protect both employees and guests’ personal data (Ibraimova and Wilde-Detmering, 2023). The Data Protection Act 2018 is an important regulation that all managers need to adhere to due to its implementation of the General Data Protection Regulation (GDPR). The Gov.uk (2018) suggests that this data protection act can control how people’s personal data is stored and shared by organisations and the government. When it comes to implementing new software powered by artificial intelligence (AI) and advanced technological features, they must be strategically aligned to the law to ensure that everyone is treated fairly and equally, and legalities and inclusivity are met. In addition, to ensure compliance with legislation relating to the use of smart technology, businesses need to constantly review their privacy policy.
Another significant law that hotels should adhere to is The Equality Act 2010 to safeguard all stakeholders’ human rights. This act protects everyone in the business, particularly its employees, from discrimination regardless of their age, race, and gender; people must be treated equally and with respect (Gov.uk, 2015). Both employees and service users have the right to know the process of personal data storage, usage and accessibility when involved in adopting new technology and automation without human interaction. Ultimately, these laws allow hotels to operate harmoniously by creating a safer and inclusive establishment for everyone, resulting in a more sustainable and competitive environment.
2.10 Ethical considerations of smart technology 
Over the years, hotel guests have increased their desires and expectations for enhanced connectivity, prompt service and greater convenience during their stays, and hotel companies are providing smarter technology. However ethical concerns remain to be a main concern. A study conducted by Hertzfeld (2018) regarding the impact of new technologies in hotels shows that 65 percent of participants are highly concerned about rooms’ television app and inputting their personal usernames and passwords. This concern may breach guests’ privacy and security under the Data Protection Act 2018 also known as the General Data Protection Regulation (GDPR). Hotel owners must strictly comply with the legislation in order to protect their guests’ information as well as the hotel’s proprietary data from any form of disclosure and information leakage. Furthermore, there may be risks from staying in smart hotels as the survey of Quick Take on Travel revealed that 75 percent of participants have privacy concerns with technology, from digital check-in to keyless room entry, but 44 percent would still prefer to reserve rooms in smart featured accommodation. This suggests that the benefits and convenience provided by smart hotels are more important to some of the guests than potential privacy or security concerns (Hospitality Technology, 2018). Moreover, Chung et al. (2021) noted that there are privacy concerns in using virtual assistance smart speaker and smart tablet particularly when storing customer data and smart technology. Finally, Chung et al concludes that there is a prevalent worry in the any industry that smart technology may not be trustworthy to provide accurate information and form doubts whether automated systems can reliably offer robust guidance in all situations. 
Chapter 3: Methodology 
This chapter outlines the research methodology that is used to conduct the study. This also provides details on the research design, data sources, participants, data collection tools, procedures for gathering data, and approaches for analysing the data collected. The methodology acts as an overarching framework that the researcher followed over the course of the investigation. Specifically, it describes the methods and logical steps taken by the researcher to conduct the study from start to finish. Raithatha (2017) explained that methodology is an integral process of research as it helps researchers to ensure that the right methods, tools and techniques, as well as philosophy are chosen. 
Furthermore, this study utilises a range of research methods consisting of survey as the primary approach, as well as secondary research method such as literature reviews to collect supporting data and information. As a result, more comprehensive understanding and consumer perceptions would be explored regarding hotel smart technology. 
As shown in Appendix 2, the research timetable is a critical part of the research in order to effectively guide each step. According to Conroy (2023), having an action plan and achievable timeline is important when conducting a project. This allows the researchers to manage time accordingly and by keeping schedule would have allowance when issues arise during the project. The researcher must have a plan that can be a guide of the whole project and enables to manage the research in the real world. 
3.1 Research Design
This study focuses on descriptive-survey research approach as it combines both quantitative and qualitative data in order to deliver relevant and accurate results. This type of research method puts participants as the priority of research objectives. The descriptive research design is used to analyse the demographic of a population by understanding the trend particularly when the data is limited. Additionally, this enables the researcher to compare key variables whether there is a significant relationship between the respondents’ attributes, such as age and gender, and establish how one variable influences the other. Therefore, the descriptive and survey elements could provide an in-depth understanding of the research investigation. 
Developing a research design is important because it provides researchers with a structured plan and valid procedures to conduct the study without any deviation from the objectives. Additionally, the design outlines the entire strategy from data collection to overall analysis, as well as, allowing the researcher to remain consistent and focus on right direction (Somasundaram, 2023).
When conducting a project, researchers must consider the philosophical aspect of it in order to achieve a SMART (specific, measurable, agreed, realistic and time-bound) objectives. The research’s aim must be valid, credible, and reliable. To achieve this, the researcher incorporated the as a framework, with the addition of three philosophical concepts: Epistemology, which examines the nature of knowledge and understanding; Ontology, which explores beliefs about the reality of the system and the factors influencing it; and Axiology, which considers what ideas and things have intrinsic value. This concept represents the key elements of designing an effective research. Each layer provides a different meaning. The outer layer has broad philosophical ideas whilst the inner layers have more technical research design choices. Saunders and Tosey's model is comprised of three layers of decision-making. The outermost two layers involve determining the research philosophy and approach. The next two inner layers concern research design choices such as methodology, strategy, and timeframe. The innermost core layer deals with practical implementation considerations like data collection methods and analysis techniques. A key point of this model is that all layers are interrelated – decisions made in one layer can influence choices in other layers. (See Appendix 3 for the Research Onion Model). Furthermore, Dissanayake (2023) emphasized that using the onion model can provide a logical and efficient approach for designing a research methodology because it examines the significance and relevance of the study. It is crucial to have a clear understanding of the research design to answer the research questions through a more systematic approach. 
This research has adapted the philosophy of both epistemological positivism and interpretivism because the research features a mixture of quantitative and qualitative data collection and interpretation. The researcher believes that positivism is the most appropriate method to consider as it looks at factual knowledge gained through objective measurement and statistical analysis from questionnaires, which produces empirical and quantifiable data aligned to positivism that can provide quantitative results. Positivists explained that by applying scientific research methods, they will produce ‘precise, verifiable, systematic, and theoretical’ responses to the research questions posed for the investigation (Park et al. 2019). However, Coolican (2004) argues that positivism has limitations and can be criticized because it is unable to demonstrate the holistic nature of people’s perceptions on smart technology and can be very narrow to provide deeper understanding of an issue. 
On the other hand, interpretivism is also considered to be an effective approach to the research. This type of approach gathers individuals’ interpretations and understandings and has in-depth qualitative data results, which are presented through the form of words and opinions. Matthews and Ross (2010) highlighted the idea of interpretivism and suggested that this approach shows empathetic understanding of the situation and would allow the researcher to have the sense of ‘standing in the other’s shoes’. However, Matthews and Ross also criticised this approach and mentioned that heavily relying on interpretations of researchers when analysing qualitative data can propose risks such as bias and alteration of results.
3.2 Statistical Methods and Analytical Tools
Statistical analysis plays a vital role in research by investigating the patterns, trends, and associations in quantitative data. Statistical tools assist researchers in simplifying and summarizing large datasets into descriptive statistics. This study employs descriptive statistics, which includes frequency distribution and percentages. Both tools allow the researchers to comprehend and concisely summarize how data values are distributed.
Young (2022) described frequency distribution as a representation, either in a graphical or tabular format that displays the number of observations within a given interval. The frequency is how often a particular value appears within a given range, whereas the distribution describes the overall arrangement or spread of frequencies across the values of the variable. For example, if 10 people aged 18 to 25 appear in the study's data, the frequency for the 18 to 25 interval is 10.
Percentages simplifies relative proportions and group comparisons, and it standardizes ratios on a common scale by expressing a quantity as a fraction of 100, making it easier to compare proportions between groups of different sizes (Frost, n.d). To calculate a percentage, firstly, determine the number of items in the subgroup of interest for the numerator and the total group size for the denominator. Divide the numerator by the denominator, then multiply the decimal by 100 to find the percentage.
3.3 The secondary research purpose and resources
The secondary research includes the review of literature and related studies. This provides a basis and background reading about the topic. Looking at previous ideas of what has already been published would allow researchers to use relevant information and references to apply on personal project. Additionally, Walker (2021) mentioned that there are advantages of using secondary research and these are as follows: 1. The information and data needed as guidance is readily available specifically in the form of internet, journal, books and articles; 2. Data that can be easily accessed can be time saver and enables researchers to collect a reliable and large dataset; 3. Lastly, it allows researchers to see if there any gaps about the topic, therefore, a more in-depth investigation during the primary research method can be performed. Furthermore, the methodology used would enable triangulation of data sources to provide a broader knowledge of the research topic. With sufficient resources, an in-depth analysis and understanding of hotel smart technology’s benefits and drawbacks can be exemplified. From a range of different references including books publisher by notable authors such as Martin Ford’s ‘Rule of the Robots’, Anabel Quan-Haase’s ‘Technology and Society: Social Networks, Power, and Inequality’ and Ian Yeoman’s ‘2050 – Tomorrow’s Tourism’, which are essential sources when explaining the importance of modern technology in hospitality industry. Additionally, various websites are used including Big Hospitality, Institute of Hospitality and Hotel Tech Report which are specifically designed for all types of hotels regarding new trends in smart technology and other strategies to boost revenue and enhance customer experience in the long run. Furthermore, journals by Hospitality Marketing and Management entitled ‘Service robots in hotels, understanding the service quality perceptions of human-robot interaction’ and Stanislav Ivanov’s ‘The impact of automation on tourism and hospitality jobs’ are considered useful materials for comparison between published reports to primary research that is set to begin. 
The resources chosen and selected are suitable in providing secondary information that is related to the theory and practice of smart technology within the hotel industry. All sources obtained would be cross referenced in the main literature review chapter to achieve validity of information provided. Additionally, there would be relevant theories and approaches associated throughout the research and utilizing effective methods are applied in order to make successful alignment to the aims and objectives of this project. 
3.4 The primary research purpose and the type of question used.
After the secondary research, primary research method has been chosen to be employed specifically to focus upon determining consumers’ perceptions on hotel smart technology. Bhat (n.d.) defines the term questionnaire as a data collection tool to acquire people’s opinion about a certain topic, which is also known as survey and in this case is a self-completion online questionnaire. The questionnaires created in this research is created through online platform called Microsoft Forms, and distributed to participants consists of twelve questions asking about their experiences on smart technology features in hotels, of which nine questions are closed questions and fixed choices and the last three questions are open questions (See Appendix 4 for the Questionnaire). Agarwal (2014) suggests that online survey tools such as Microsoft Forms are suitable for small-scale research. Agarwal mentions one of the key benefits of online survey is the reduction of potential errors when processing and analysing data.
A questionnaire is the most used research tool due to it being less time consuming and cheapest option in the social sciences (Fife-Schaw, 2006). Fife-Schaw elaborates this method as important to many researchers including student researchers because datasets can be gathered easily through direct contact, by email or online messages. Data collection and analysis is easier compared to interview and spoken data as it needs to be recorded and raw transcript required before analysing which is more time consuming. Furthermore, the survey includes standardized questions where all respondents are asked the same questions in the same order which allows researcher to make comparison between demographics, including gender and age. Lastly, survey respondents do not require face-to-face contact with the researcher therefore respondents can provide truthful answers, making the data results more accurate and reliable.
On the contrary, questionnaires pose disadvantages and researchers need to be fully aware of the potential negative aspects of it. According to Dornyei (2007) questionnaires are only capturing superficial insights and without depth description of the target population. Dornyei also mentions that some respondents may not take the questions seriously and answers are not valid. Therefore, incorporating mixed methods strategy by using open and close-ended questions can promote richer quantitative and qualitative insights and a more detailed and multilayered understanding of research problems rather than a thin description alone. 
The researcher has included both close-ended and open-ended questions in the questionnaire by considering a number of factors. According to Hyman and Sierra (2016), the elements that should be considered when creating and utilising a questionnaire are: 1. Close-ended questions, which are easier to answer and respondents can easily give responses. Therefore it is more manageable to analyse the results. These questions do not require respondents to expand their answer as it is a multiple choice type of enquiry; 2. Open-ended questions offer respondents a chance to provide detailed information by having a wide range of answers. There are specific value and advantages for both types of questions, which correspond with the research needs. The closed questions are answerable by Yes or No and open questions are asked to determine the opinion and beliefs of respondents by providing a more valid view and extensive opinion of smart technology in hotels. Moreover, Wolff (2021) agreed with Hyman and Sierra (2016) and suggest that the main difference between the two types of questions is that closed-ended questions gather quantitative responses while open-ended questions allow participants to give free-flowing qualitative responses. Additionally, Wolff suggests numbers of advantages for each type of questions. For example, close questions are easier to understand, provide consistent responses and the results are simpler to analyse. On the other hand, open questions allow respondents to have unlimited responses that provide more detailed insights. By including a set of open questions, researchers will allow to understand the emotions and opinions of respondents as well. 
In social research methods, there has been a debate between qualitative and quantitative data collection. This is a methodological research problem stemming from diverse epistemological positions. Gelo et al. (2009) suggested that the two research approaches are clearly different from each other in terms of how data are gathered and analysed. Collecting quantitative data is presented in a numerical format and statistical analysis, such as, a pie chart, bar graph and percentages. On the other hand, qualitative research collects data with in-depth analysis and presents it in the form of words, pictures, or videos. In fact, the relationship between qualitative and quantitative as phenomena are examined in terms of generalizable and widely applicable casual effects, allowing researchers to make predictions.
Furthermore, to avoid any issues and errors while still ensuring that fitness of purpose is maintained, the researcher operates a pilot study of the questionnaire before distributing to random sample of population. The researcher sent the online survey link to five people for trial. Pilot study is essential for a new research project because it determines the feasibility of research design. This can give researchers an indication of viability and effectiveness of employed techniques and approaches (Enago, 2022). The researcher is responsible for ensuring that questions are checked thoroughly and relevant to the study in order to gather valid, meaningful and accurate information and responses, and analyse if there are trends in society. 
3.5 Survey distribution and data collection
As mentioned above, questionnaires are distributed randomly without specific socio-demographic factors and collected within the given timeframe that is from the 1st to 8th December 2023. Surveys are collected and a target response rate is calculated to show the total number of respondents who have completed the survey, which in this stage is fifty respondents. Therefore, the gathered results and responses are tallied, bar graph and percentage are created for comparison and data analysis purposes. 
3.6 Ethical considerations and limitations
In the process of conducting and finalizing the report, the primary research method addresses ethical concerns in order to avoid offending participants’ feelings and opinions by having a set of open and closed questions. The researcher ensures that participants are fully aware of the procedure and intention of the study as well as the importance of their role in the research. The participants’ involvement would be informed, and they have the right to not participate if they wish to do so, and any gathered information would be used for academic research purposes only (See Appendix 5 for Consent letter sent to participants). Furthermore, confidentiality and anonymity are maintained to protect all participants throughout the research process. The researcher is responsible for ensuring that participants’ personal response and privacy are respected, therefore real names would not be used, and responses are not identifiable unless consents are provided prior to the research. 
The researcher ensures that strengths and weaknesses of the chosen research method, design as well as limitations have been recognized in this chapter. Acknowledging these aspects can strengthen and reinforce the credibility and validity of the research. This enables the researcher to proactively address what can influence consistency and objectivity. By identifying any methodological shortcomings and boundaries can minimize bias, improve accuracy and transparency. The limitation faced by the researcher is restricted and limited time during the distribution of questionnaire process. However, a thorough investigation and in-depth information has been gathered, and the survey is completed on time.
Chapter 4: Results and Data analysis 
This chapter represents the process of analysing and interpreting the data gathered throughout the study. Data analysis is critical for research as it provides insights and useful information that can be used in guiding decisions and solutions. Moreover, examining survey results can identify if there are demographic patterns that substantially affect and contributed to the findings. Amadebai highlights that analysing the data gathered helps the researcher to interpret the data instantly. The researcher must fully understand all informative angles of the data in order to avoid risks of having inadequate insights.
The process of data analysis comprises five key stages according to Calzon (2023), and these are as follows:
1. Identify – Firstly, the researcher must identify the main issue of the study to establish the research question that needs to be answered. 
2. Collect – This stage is the data collection needed for the study, which can come from various primary sources and methods such as surveys and questionnaires.
3. Clean – Once all the necessary data is collected, it is essential to organize results ready for the analysis stage. This is where researchers need to remove any duplicated data and has different formats.
4. Analyse – At this stage, researchers use various techniques and tools such as statistical analysis and text analysis. Analysing data can find trends, variations and patterns about the topic, and correlations between demographics that are useful in answering the research questions.
5. Interpret – Lastly, interpreting gathered results is the most important step as the researcher can see the problem and recommend solutions based on the findings. This stage can find weaknesses and limitations of the whole research procedure; therefore, an action plan can be developed for further investigation. 
In essence, the quality and accuracy of data analysis determines the value and validity obtained in translating and interpreting gathered data into credible evidence. Therefore, methods and techniques must be suitable for the type of data, for example, quantitative data applies statistical principles while qualitative data relies more on text and word processing. 
4.1 Findings on consumers’ receptiveness to hotels integrating smart technology.
The data collection through Microsoft Forms online is conducted from the 1st to 8th December 2023. The study gathered a total number of 55 respondents. The questions given to participants provide relevant, contemporary, and in-depth information of the consumers’ receptiveness to hotels integrating smart technology.
4.1.1. Gender and Age Demographic 
Incorporating gender in a research or questionnaire is significant for cross-tabulating results and patterns among various gender categories. The survey examine how an individual's gender influences their choices, which can subsequently impact the findings of the study. Including all gender groups to participate in the research disregards discrimination and promotes inclusivity, allowing respondents to feel comfortable answering questions as open and honest as possible. 
The results show that 67 percent are female, 27 percent are male, 2 percent non-binary, 2 percent other and 2 percent preferred not to say their gender (See Appendix 6 for the Result of Question 1). As with many surveys, the response rate tends to be higher among women compared to other genders. According to Royall (2020), women generally show a greater inclination to voluntarily take part in online surveys. She suggests this is because women often play a very active role as consumers and survey respondents. This has been further supported by a study from the San José State University in a blog published by Surveyrock (n.d). This highlights how gender and age influence online survey participation. Women are more likely to participate than men, and younger age groups more often take part in surveys compared to older individuals. Researchers revealed that male and female have differences in terms of anatomical structure of their brains, and how they respond to events and stimuli. Those differences cause fundamentally diverse ways of thinking, feeling, and behaving affecting how each gender response to survey. 
Moreover, the large proportion of female visitors to hotel sites and female hotel bookers correlates with an increased willingness among those women to participate in related surveys. In an article written by Garcia (2017), the majority of hotel booking website visitors are women, at a ratio of 2 female for every 1 male visitor. Hotel reservations are done mostly by women, while male consumers make fewer contacts overall. The report indicated that this is due to a larger share of female visiting the digital platforms.  It is probable that the high rate of hotel transactions by female customers substantially influences greater participation from those women in responding to surveys and research related to their hotel stays. 
As Hoffenberg (2022) highlighted in an article published by Hospitality On, 80 percent of hotel choices and bookings are made by women. This reflects a broader societal shift that is now evident within the tourism industry as well. Age plays a pivotal role when conducting research. It allows researchers to gain some insights into population trends and developing patterns within specific age brackets over time. At the same time, an individual’s understanding and perspective of a topic is frequently shaped by their age and associated life experiences. Furthermore, Balasubramaniam (2014) suggests that catering to women has become a phenomenon to hotel brands and some offer personalized service and amenities focused to female guests. 40 to 50 percent of business travelers are women and their needs and expectations have evolved as they need to feel secured, comfortable, and empowered therefore, hotels must meet these demands. The Departure Lounge (2018) agreed with Balasubramaniam (2014) and added that enhancing the stay and after-work ambience of female guests by using smart technology features such as lighting panels, thermostats, and automated window curtains are essential to remain competitive in the industry. Providing small touches of smart technology features into women’s stay can have positive impact on hotels’ ROI (return of investment) and can unlock purchasing power of female guests. 
In the study, 7 percent of the respondents were under 18 years old, and another 7 percent were 18 to 24 years old. The largest share, 31 percent or 17 individuals, were ages 25 to 34. Additionally, the data indicates that 16 percent of the respondents fell into the 35 to 44 year old category, while 24 percent were ages 45 to 54. Only 10 percent were 55 to 64 years old and 4 percent, just 2 respondents, were 65 years or older. (See Appendix 7 for the Result of Question 2)
Most respondents were women in their twenties and thirties, indicating that this demographic of females in early to mid-adulthood was greatly represented in this research. The data illustrated that millennials or Generation Y were the most receptive to embracing modern technology innovations. This indicates that younger generations are generally more flexible and open to changing technological concepts in the context of hotels and accommodations. Gen Y (born between 1982 and 1994) and Gen Z (born between 1995 and 2010) represent generations for whom technology and the Internet have been integrated into their daily life. Currently, both groups make up over 50 percent of the hotel guests and their lifestyle preferences shape their hotel choices and are transforming how hotel spaces are utilized (Rigsbee, 2023).  These generational groups tend to rely heavily on mobile devices for sending information, answering questions, and addressing problems. As a result, they continue to prefer and seek out technology-enabled environments that meet their needs. This includes technology-friendly hotel accommodations. This has been further reinforced by the study conducted by Diosi (2021) where Gen Y and Gen Z guests expect streamlined interactions during their stay, such as superfast check-in, minimal interaction with the staff and attention on-demand when they require assistance. 
The second most adaptable age group is 35 to 44 year olds, a demographic that largely consists of working professionals. These group of individuals may have greater financial means and interest to experience modern luxury hotels involving new technologies, in contrast to younger generations who lack the resources to afford staying at such establishments. In contrast, respondents 55 years and older may find learning and utilizing new technology to be a challenging and overwhelming prospect. Fullmer (2023) identified some factors why the older demographics are struggling with adapting to new technologies. These barriers are difficulty learning new concepts and programs, unable to keep up with rapid technology advances, negativity of social media, difficulty seeing or hearing due to age-related impairments, age-related brain changes which act as obstacles to learning, difficulty understanding complex instructions and fear of making costly mistakes when using technology.
4.1.2. Level of comfort with facial recognition versus key cards 
The results show that 49 percent of respondents feel comfortable checking in and accessing their rooms using facial recognition instead of a key card while 51 percent suggests that they do not feel comfortable at all with facial recognition access. (See Appendix 8 for the Result of Question 3).  In other words, there is an almost equal split between those comfortable with facial recognition versus those still preferring physical key card access. The survey data found out that not everyone feels safe with facial recognition, and they still prefer traditional method.  Therefore, hoteliers need to make transparency a top priority by clearly informing guests about the smart technology features used, the hotel's data policies, and privacy protections. Doing so will help build guest trust and loyalty.
As IDcentral (2023) explains, using physical keys or keycards for hotel room access has some drawbacks. Keys might get lost or stolen, and keycards can stop working properly. These issues not only create difficulties for guests but also present security risks. Utilizing facial recognition technology offers a more seamless alternative that avoids these disadvantages. Guests can enroll their biometric data, like facial features, when checking in. With facial recognition technology, hotel visitors can conveniently unlock their rooms which creates a smoother hotel experience. According to an article published by Aratek (2022), implementing biometric access control in hotels has numerous advantages. Key benefits include improved security and safety for guests and employees, more sanitary contactless entry for customers, and enhanced day-to-day operational efficiency. According to Oracle (n.d.) “Hotel 2025” analysis, most consumers see value in facial recognition services at hotels. 62 percent of the consumers said that automated biometric recognition would improve their hotel experience, and 41 percent would frequent hotels more often if offered this service. Additionally, 56 percent felt locking and unlocking rooms through biometrics would enhance their stay, with 29 percent stating they would visit hotels more frequently if this feature is available. 
However, keycard systems are typically easier to integrate more in existing infrastructure making them a better fit for organizations that have long-established security platforms already in place. On the other hand, biometric systems may require additional hardware and software integration (Lichtenstein, 2023).
4.1.3. Prospects for embracing artificial intelligence-powered concierge. 
Another aspect of determining whether consumers would embrace technology is by asking recommendations on local attractions and restaurants, where hotel receptionist would normally do. This research found that 38 percent of respondents said they would use an AI concierge for this purpose, while 62 percent said they would not want to use it and would prefer to get recommendations from hotel employees. (See Appendix 9 for the Result of Question 4). The results suggest that more than half of the respondents believed that AI concierge is not capable of making recommendations unlike humans where they may already have been in these local attractions and restaurants themselves. Therefore, it shows that real human interaction is better and more reliable than artificial intelligence-powered concierge especially when making recommendations.
Global mentor exchange (2024) accentuated that AI concierge are powered by algorithms and machine learning. This enables them to provide highly precise and personalized recommendations, in contrast to human concierges. The knowledge and service quality of human concierges can vary greatly and is limited by individual knowledge and time constraints. Meanwhile, AI concierges can draw upon extensive data banks to provide consistent and tailored recommendations for each guest. Where the specific study conducted by Global mentored exchange showed that most respondents would use an AI concierge, this research revealed the opposite - that a majority of respondents would not want to use an AI concierge and would prefer recommendations from hotel staff instead.
Nonetheless, Karagiannis (2024) contended that even though AI has significant advantages, like improved efficiency, lower costs, and the capacity to provide personalized service to large numbers of guests, it may also create more impersonal interactions that lack the human touch central to hospitality. Failure to find the balance between these factors will eventually lead to customer dissatisfaction. Moreover, the same study elucidated that human touch and collaboration fosters a profound bond formed through compassion, understanding, and an individualized way of engaging that technology has difficulty imitating.
4.1.4. Receptiveness to in-room smart device control
The room amenities are somehow the reason why consumers booked and came for in a hotel and therefore, meeting or exceeding their expectations can gain a higher guest satisfaction and brings positive impact to the business. The researcher asked the respondents to express their willingness to place smart devices in their accommodation that could automatically adjust temperature, lighting and other features according to their preference. In response to this question, 89 per cent of respondents agreed to use smart assistive devices in their rooms, while 11 per cent disagreed with the use of modern devices. (See Appendix 10 for the Result of Question 5). 
The results showed that the willingness of respondents to use sophisticated devices for personalised hotel rooms differs significantly from one another. The researcher found that, except in cases where assistance is needed, people tend to be satisfied when they are able to adapt their rooms according to their liking without needing help. More than half of the respondents may have had a positive impression of their previous hotel experiences that contributed to their inclination to use smart technology throughout their hotel stay. 
Additionally, promoting personal preferences through customization and recognition of individualized choices among guests would make them feel special and cared for by the hotel. Majority   of the respondents welcome smart feature amenities because they simplify processes and promote hassle-free experience by taking greater control of the environment. The integration of the Internet of Things (IoT) into the hotel industry has led to smart rooms which enliven the guest experience, according to Johnson and Wales University (2023). A personalised and comfortable environment, tailored to the guests' preferences, is ensured through automation provided by the IoT. This also means that guests can use their voices to complete various tasks in the room, thus making it easier for them to stay relaxed and improving their enjoyment of the room and making it feel more like home.
Connolly et.al (n.d.) accentuated that convenience is more important than ever for hospitality guests when choosing accommodations. Their findings show that 73 percent of hotel guests say they would return to a hotel that provides the tech-based features they deem necessary. The findings of Connolly et al.'s research align with the results of this study, wherein hotel guests conveyed a favorable perspective on room control via in-room devices.
4.1.5. Guest preferences for staff communication channels
The survey revealed guest preferences regarding communication channels with hotel staff. 60 percent of respondents opted for phone calls to convey requests, while 40 percent preferred interacting with a chatbot over human-assisted phone calls.  (See Appendix 11 for the Result of Question 6). Chatbots can offer greater accessibility and convenience for guests to make requests and receive information faster without having to wait for hotel staff availability over the phone. However, human phone conversations still have benefits over chatbots when forming customer relationships. Warm greetings and dialogues over the phone facilitate rapport between staff and guests, resulting in an improved brand connections, increased reputations, and customer loyalty. 
Contradictory to the finding of the research, Ganaban (2023) underscored that the customary way of addressing the concerns of hotel visitors through in-person and phone conversations are no longer meeting the needs of today's travelers.  He explained that seven out of 10 hotel guests favor self-service options like contactless communication with staff, and digital communication technology has become vital for providing superior guest experiences. 
This has been further supported by an article written by Grtisenko (2022) where she expounded that the integration of chatbots in the hospitality industry has simplified and enhanced the traditionally tedious administrative processes, leading to enhanced guest satisfaction and increased hotel revenue. 
In contrast, Triendl (2023) argued that artificial intelligence (AI) lacks human intuition and discernment, which can result in mistakes and service inaccuracies. The use of AI entails losing the human touch in customer interactions, which can lead to dissatisfaction. It is the genuine bonds that customers form with staff that make them feel appreciated. And those meaningful connections are what compels customers to constantly return. 
4.1.6. Competency of artificial intelligence in managing common hotel requests and issues
The respondents were asked if they think artificial intelligence can effectively handle common guest requests and issues. The survey data found that 73 percent disagreed of the statement and 27 percent agreed that artificial intelligence could help with requests and issues (See Appendix 12 for the Result of Question 7). The majority of the population does not find artificial intelligence as competent enough to grant requests and solve any issues that may arise throughout the customer journey. 
Similar to the results, TechSense (n.d.) website discussed the disadvantages of chatbots and one of these is its inability to answer questions that are not in the database. These inquiries will confuse the artificial intelligence and when the information is sent in loops, the  bot will leave the customers without an answer leaving the customer frustrated and disappointed. 
More than half of the respondents of the study believed that artificial intelligence lacks the capabilities of human personnel to fully meet expectations. It is still has limitations in its ability  to consistently make sound judgments based on existing data, a deficiency some refer to as “AI stupidity” (Fomby, 2019). Malfunctions in the system configurations for AI can create additional work or inconvenience for employees and guests, potentially leading to frustration and dissatisfaction.

4.1.7. Concerns on privacy and security
Most hotels are leveraging modern technology and new innovations powered by artificial intelligence, and personal data and information is needed to access these amenities. Therefore, concerns on privacy and security is gradually rising especially with consumers who are less reluctant to integrate with technology. As a result, the survey displayed that 20 percent of respondents were not concerned about the risks of technology whereas 80 percent of respondents agreed and concerned about their privacy and security (See Appendix 13 for the Result of Question 8). In terms of privacy concerns, Toedt (2022) suggests that ‘data privacy matters – period’, as businesses particularly hotel industry gather more personal information and data from consumers. These data are used for marketing and research purposes, therefore consumers of all ages are becoming more concerned about their data security and protection. Similarly, a Cisco’s Consumer Privacy Survey found that 60 percent of respondents were concerned about how businesses implement and integrate with technology and artificial intelligence today, another 65 percent have already lost their trust and satisfaction in businesses over their technology practices (Coker, 2023).
Overall, developing the right strategies and adopting an effective approach to data security are vital for all businesses in order to gain more guests’ trust and loyalty. Resulting in increase of repeat business, brand awareness and reputation-building. 
4.1.8. Guest expectations for latest innovations enhancing experience.
The research wanted to find out the respondents’ expections on hotels implementation of the latest technology to maximise experience, and the results showed that 69 percent of the respondents demand latest innovations enhancing experience, as well as, for an instant customer service, enhanced convenience and connectivity. However, 31 percent of respondents do not have high expectations on hotels regarding new technology (See Appendix 14 for the Result of Question 9). Since the COVID-19 pandemic, technology trends have accelerated and hotels are seen to continue implementing the latest smart features, such as, seamless touchless check-in, keyless room access, mobile and automated payment systems in order to minimise physical contact. Similar to the research results, a survey conducted by Oracle and Skift found that 26 percent of respondents strongly agreed that they preferred staying in hotels offering latest and self-service technology in order to have smoother experiences and minimise contact with other people (Pressreader Team, 2023). 
4.1.9. Guests’ personal experience with hotel smart technology
The researcher gathered information from respondents regarding their experiences and interactions with various smart technology features they have encountered in hotels. Out of 55 respondents, only 45 participants filled in this question (See Appendix 15 for the Result of Question 10). To analyse qualitative data and responses, the researcher has categorized these into three sections, and these are as follows:
A. Ease and Convenience

Check in and out process.

The check-in and check-out procedure of guests is one of the most crucial paths in the customer journey as it shows how capable hotels are of providing a seamless approach. A total of 18 percent of respondents mentioned ‘easy’ check-in and out services using hotel’s smart boards, kiosk, and tablet in the reception area, as well as, in using their mobile application allowing them to do this function without interacting with hotel receptionist, especially when they are in a rush. By providing flexible check-in, guests proceed directly to rooms without queuing for keys after tiring travels. Additionally, this can determine guests’ level of satisfaction with the hotel.

Room accessibility

A smooth room accessibility provides positive first impressions among guests and by ensuring stress-free entry with automated room access via mobile applications and key cards allow hassle-free entry without relying on extra staff assistance. This reduces frustrations in both parties, the guests and hotel employees. A total of 21 percent of respondents suggested they have experienced hotel smart technology features especially when accessing their rooms. To break down the 21 percent of respondents: 10 percent mentioned ‘keycard’ to access rooms; 4 percent used ‘mobile phone app’ as their room access and said ‘Marriott hotels use phone for room access instead of physical key card’; 2 percent suggested they had an ‘access card for everything, room access, restaurant, drinks ordering, entertainment and game access’; 2 percent mentioned they had experienced ‘biometrics key door lock’ and another 2 percent with ‘smart electronic locks’; lastly, 2 percent encountered ‘facial recognition’ when entering their room. The results show how easy and convenient smart technology features are especially when promoting stress and hassle-free accommodations. 

B. Customised comfort 

In-room smart control features

The data showed that 20 percent of the respondents mentioned the term ‘smart’ such as smart key, control panel for temperature and lights. Moreover, 38 percent of the total respondents have experienced smart technology features in their hotel rooms. Out of 38 percent, 14 percent of respondents said they used thermostat and control panel for room temperature, as well as mobile phone applications wherein some mentioned that it is easy to follow and use. Another 14 percent of the group cited that they have encountered smart control devices for light that can adjust colour, temperature and brightness depending on their preferences. About 4 percent of respondents have previously experienced motion detector lights and voice activation lights. There were also 4 percent of the group stated that they stayed in a hotel with curtain control and motion sensor activated curtains. Lastly, 2 percent said the shower feature had smart technology installed in it.

Offering hotel guests customized comfort is an important characteristic of smart technology for these reasons: 1. When guests have control over their preferences such as temperature, lighting and entertainment can create an optimal environment that caters to their needs and expectations; 2. When rooms are customized to comfort specifications via smart and automated adjustments, guests’ relaxation levels are elevated; 3. By offering seamless integration with technology, guests satisfaction levels see a boost making loyal guests to return, therefore, positive experiences from personalized stays improves brand reputation.

Remote control functions and room service

5 percent of respondents have mentioned that remote control and voice control devices such as ‘Alexa’ to control functions in rooms have made their stay more memorable. Additionally, in terms of room service, 3 percent of respondents used the hotel’s mobile application for room service and food service which allowed them to save time from going to the reception. 

C. Novelty and Modern Experience

Smart appliances

The accommodation sector must meet or exceed guests’ expectations, therefore installing smart appliances into their rooms can make their stay more comfortable. 9 percent of respondents highlighted to see smart televisions, sensor in the fridge and touchscreen navigation assistance into their previous hotel stays. 

Automated payments and systems

4 percent of the respondents mentioned automatic payments and systems since hotels have automated payments that can be done through online websites or mobile applications that let guests have smooth transactions. 2 percent of the respondents have mentioned other types of smart technology powered accessory which is the ‘RFID wristband’ to access exclusive hotel amenities such as gym, pool, and other facilities.
8 out of 55 respondents have said ‘not used yet’ in this question as they have not encountered any smart technology features in a hotel. Additionally, 10 out of 55 respondents, which is 18 percent of the whole population, skipped and did not answer this question at all. 
The results show that more than half of the population have experienced and encountered smart technology features when they visited a hotel however one respondent have stated that “now, hotels use mobile phones as keys to the rooms and self-check-in but I have not used it yet”, this statement determines that not everybody are capable or have the means to experience modern technology. Additionally, despite the modern features, one respondent still “prefers to have guests’ reception to be present for any other queries”.
4.1.10. Benefits of using smart technology
The eleventh question in the survey asked respondents for their opinions regarding the benefits of hotels using smart technology and artificial intelligence and the results show that only 47 participants out of 55 have filled in this question (See Appendix 16 for the Result of Question 11). The researcher analysed results by categorizing into five sections and these are as follows:
A. Perceived Service Interactions 

Speed 

Most guests and travelers are always on-the-go and want seamless and fast service, therefore integrating smart technology and artificial intelligence powered systems will ensure less consumed time especially when rushing. 33 percent of respondents mentioned that the benefits of using smart technology in hotels are as follows: 1. Guests can access hotel amenities and facilities ‘easier, quicker and smoother’ which is very time efficient as it can be managed using their mobile phones. Additionally, all generations, especially younger generations who are knowledgeable with technology can easily access these features; 2. Using technology can save time from visiting the reception area, especially when accessing information and hotel services such as for ordering food and drink in the restaurant, as they can be purchased using their mobile application or tablet in their rooms; 3. Another benefit is the convenience and less waiting time for when the reception is busy unless the mobile application does not malfunction.

Responsiveness

3 percent of the respondents suggested that when they have encountered hotel smart technology, their queries have been dealt with more efficiently especially when staff are busy, and hotel is short staffed. Moreso, installing self-service kiosks for easy check-ins and digital key access can provide convenience for both employees and guests according to the 15 percent of the respondents mentioning ‘easy access’ in terms of checking-in and out procedures. Furthermore, 2 percent of the respondents considered technology to give better knowledge on local attractions and restaurants as it can search for suggestions all over the internet. 

B. Ease of Use and Convenience 

Check in and out process

The data shows that 31 percent of the respondents mentioned that the ease of use and convenience when checking-in and out are the advantages of using technology. 25 percent of respondents have agreed that fast and easy processing can avoid joining queues during check-in and out of the hotel. Additionally, these respondents said that by having a technical system allows staff to manage busy periods during holiday seasons and with everything being easily access on mobile devices, a lot of people can find comfort to do everything through mobile applications. Furthermore, according to 6 percent of the respondents, communication between staff is easier when managed through mobile applications with chat availability. 



C. Personalisation

According to 2 percent of the respondents, another benefit of smart technology is the personalisation of their stay, offering a customized and tailored experience for new and returning guests. This is a ‘modern experience’ as suggested by the 2 percent of the respondents, catering to their needs and preferences during their previous stays.

D. Privacy and Data Concerns

In terms of consumers’ personal data and security, 7 percent of the respondents believed that smart hotels provide more ‘secured’ room particularly when using facial recognition upon entering their rooms. This ensures that nobody can duplicate personal information and breach privacy. 

E. Emotional Response

3 percent of the respondents are using their own mobile device to control room features which can increase comfort, satisfaction and customer service, 5 percent agrees that seamless booking and checking-in and out offers hassle-free and stress-free experience reducing waiting time for staff engagement. 
There are 3 percent of the respondents who said they are unsure of the benefits of smart technology, and some said there is no benefit at all. One respondent said he or she belongs to the older generations and prefers the traditional way of checking-in and out and finds some technology features to be difficult to work with without guidance and assistance. Furthermore, 8 out of 55 of the population did not fill in the question. 
The results found that more than half of the population said that implementing smart technology in hotels is beneficial to service users, especially to improve guest experience. Although some respondents still prefer the traditional way of hotel operations, most of the respondents seem open to embrace smart technology for longer period. Moreover, leveraging technology in hotels increases operational efficiency, enables business owners to lower costs particularly labour costs, maximises productivity and ensures making data-drive decisions. According to one respondent, this can benefit the owners because they are not required to employ more staff, but this can be difficult to maintain effectively as some guests are not familiar with smart phones and modern devices, therefore human intervention is still needed. Lastly, one respondent mentioned that involving smart and sustainable hotel features creates competition against other hotels which is vital for the hospitality industry. 
4.1.11. Disadvantages of using smart technology
To fully understand how consumers perceive smart technology, it is vital to know any negative experience they had when using it that could possibly dissatisfy and affect their overall stay. The 49 out of 55 respondents mentioned key factors and disadvantages of smart technology and artificial intelligence (See Appendix 17 for the Result of Question 12), and responses are categorized into six elements, and these are as follows: 
A. Inability to accommodate requests.

In terms of accommodating guests’ requests either emergency or non-emergency, artificial intelligence powered chatbots are unable to receive and amend requests immediately. According to 9 percent of the respondents, it is ‘frustrating’ when things go wrong, and requests are compromised particularly when chatbots are not being helpful as well as mobile applications and internet connection are unavailable. Additionally, the data shows that 5 percent of the respondents said when raising issues to chatbots, they were unable to provide solutions and they believed that ‘artificial intelligence can satisfy more FAQ (Frequently Asked Questions) related queries rather than something more complex like their TV or WiFi are not working”.  

Furthermore, respondents mentioned that physical requests such as for extra pillows, can be made using the hotel’s mobile applications which are sent directly to staff. However, the respondents also argued that when they need more information about specific and personal questions, they still need to go and call the reception desk. Moreover, 2 percent of the respondents highlighted that technology is not always reliable and accurate and can fail at any time.  Therefore, artificial intelligence-powered hotel systems have limited capabilities in granting common or new requests. 

Inconsistent answering queries.

The results showed that 11 percent of the respondents said chatbots with automatic reply were not answering queries consistently and answers cannot solve specific concerns that humans can. Additionally, the data suggested that respondents described it as inaccurate because it can only provide generalized answers and there is a technical constraint on their knowledge and skills in language processing.  Therefore, chatbots and mobile applications are prone to making errors and can provide incorrect information and misleading information due to limitations on their software and data programming. 

B. Perceived Service Failures 

Most of the chatbots, mobile applications and hotel automated systems are all connected to the internet and Wi-Fi; therefore, service malfunctions can occur impacting the hotels’ operation as well the guests’ experience. The survey showed 13 percent of the respondents would be dissatisfied if there is poor internet connection and technical issue affecting their in-room smart technology features, mobile applications, and check-in and out kiosks. In the event of system disruptions where technology features become unavailable, guests are still required to access manual support services offered by the hotel’s front desk staff. Relying solely on automated solutions and internet-based systems risks guest inconvenience especially during busy hours. As a result, hoteliers and managers must always maintain reception area coverage which remains necessary for any required physical interaction despite digitization. 


C. Privacy intrusions and security risks 

Evidently, 9 percent of the respondents are concerned about the potential privacy and security risks of adopting smart technology. They worry about their security as technology can breach data. A respondent suggests that privacy settings and artificial intelligence commonly intercept information and store details, resulting in easier access to guests’ personal details that poses more danger. 

D. Loss of human touch and rapport

When travelling to different places most guests are unaware of the local attractions or restaurants, therefore they want humans to provide recommendations through personal experience where automated systems such as chatbots are unable to do effectively. The survey gathered 27 percent of the respondents mentioning that lacking human intervention, personal touch and face-to-face interaction can fail to meet their expectations. Most respondents said that chatbots cannot feel people’s emotions and reactions unlike humans who can emphatise and compromise in any situation. Furthermore, when respondents cannot find solutions to work out the in-room control panel for temperature or light, actual hotel personnel’s knowledge and skills are still needed. Moreover, 2 percent of the population suggested that artificial intelligence and smart technology cannot establish rapport with the guests and public. Overall, smart technology and artificial intelligence are lacking warmth, personalized connection and emotional intelligence.

E. Inequality issues and learning barriers to adoption of smart technology.

Experiencing modern technology in hotels is a luxury to some consumers who are less capable of availing smart technology experiences. The research conducted found that 2 percent of respondents suggested that some smart hotels are more expensive than the others, excluding a small number of potential guests. Furthermore, pressing touchscreen buttons and choosing different unfamiliar options can be difficult and challenging for 2 percent of respondents with disability and disorder, as well as, for less tech-savvy guests to understand new processes and instructions. One respondent added that some guests do not understand high technology as much as others which can cause frustration.
The results show that 5 percent of the respondents written ‘none’ as their response, suggesting there were no reasons that could dissatisfy their experience when using smart technology and artificial intelligence powered systems. On the other hand, 4 percent of the respondents answered ‘yes’ and could have agreed with the example that the researcher included in the question which is chatbot cannot grant requests. 
Respondents made further comments and said not all hotel users are technology ready and this can cause frustrations and dissatisfactions in terms of customer support. In addition, the elderly and non-tech guests may not be able to cope and will be unhappy. 
A total of 6 out of 55 respondents chose not to disclose any information regarding this question due to various reasons, for example, respondents must have left the survey earlier than expected, disconnected from the internet while filling in survey or due to personal reasons outside the researcher’s control. As a result, data is inaccurate and not detailed because gathered opinions and perceptions are incomplete. 
Chapter 5: Conclusion and Recommendation
This chapter of the research project provides a summary of the main points of the study and the interpretation and explanation of the key findings and results. Additionally, these answers discuss the research questions and aim of the study, as well as reflecting the limitations that influenced the investigation. Furthermore, the researcher can provide evidence-based recommendations that are practical, reasonable, and relevant to the study. Therefore, the researcher would know the actions needed to follow for further research and whether any policy and practice needs to be reassessed. 
5.1. Conclusion
While the hotel industry has undergone immense transformation over the centuries, there are still emerging opportunities ahead for further development and growth within this sector. Technology has rapidly emerged as a core of the business industry, including hotel and hospitality. This study aims to thoroughly examines and comprehend guests' receptiveness to smart technology integration in hotel establishments. It offers informative data and perspectives on how demographic factors impact travelers' eagerness to employ modern technology during their hotel visit. Additionally, the research explores the disadvantages of integrating technology in the business operations and the identify strategies for hotel owners to conquer obstacles faced when incorporating smart technologies into their business operations. 
Over the years, there have been several changes with customers’ experiences and perceptions towards technological advancement within a hotel setting. This became an important topic to discuss particularly with many hotel professionals. The secondary research which is in the Review of Literature and related studies provided appropriate and relevant theories for a better understanding of the subject. The research revealed that numerous hotels have already implemented smart technology and AI-powered amenities, and most experts deemed it beneficial for hotels to partner with technology companies in order to successfully integrate these innovations. Despite its advantages, the implementation of these new developments has still encountered drawbacks and reservations.
The researcher carried out the primary investigation, which was completed in Microsoft Forms through an online survey and conducted a thorough analysis of the firsthand research and the data gathered. The target group consists of 50 individuals with experience in hotel stays, but the actual number of respondents contacted was 55. In order to examine and interpret the responses, the researcher grouped the same answers provided by respondents during the data collection. It is established that the highest percentage (31 percent) of respondents belong to the age group of 25 to 34, and among the gender identified, 67 percent are female. Younger generations, in general, show a more positive attitude towards the use of modern technology in hotels. This is because during their time, new innovations have been developed and widely applied in areas such as Internet, Smart Technology and Artificial Intelligence. As the literature review suggests, most of the respondents were born in the years where technology was first developed and adopted by many hotels. Therefore, respondents highly engaged with technology whilst growing up. Furthermore, the second research question were tackled in the literature review chapter showing that women use technology more than men and the main research’s result found that more women participated in the study and given their opinion and experience towards technology. These were reflected on the findings of this research.
The aims and objectives of the research were achieved and demonstrated in the literature review and main findings of the study. Moreover, several factors apart from age and gender, affected consumers’ behaviour, perception, and decisions in using hotel smart features. For instance, the guests’ preferences for staff communication channels, concerns on privacy and security, and the competency of artificial intelligence in managing common hotel requests and issues are elements that service users considered prior to usage of contemporary features that are offered by hotels. 
The strengths and weaknesses of smart technology in hotels were analysed and the benefits of technology strongly outweigh the drawbacks. The data collected shows that hotels must have the right balance between automation and human touch to remain competitive in the hospitality industry, catering to both non-tech-savvy and tech-savvy customers. The results provided evidence that not all consumers agree with the integration of technology due to many aspects including unfamiliarity, health conditions, and safety concerns. 
5.2. Limitations and recommendations for future research and investigation
The main findings have investigated consumers’ perceptions on technology, and it was proven that it has significant implications to both consumers and hotels. The gathered information provided valuable recommendations for hotels to improve services given to their patrons. This research found that even though smart technology and artificial intelligence systems pervade modern life, technology presents innovative and creative ways to transform people’s perspectives. In addition, the technology’s promising continued advancements suggest that positivity and beauty aspects of it can still flourish in technology-driven times. 
5.2.1. Limitations of the research project
The researcher ensured that the investigation was valid, accurate and reliable. Nevertheless, the researcher still encountered some limitations such as the lack of time. The researcher had limited time to carry out the entire process, from developing questions for a survey, identifying participants and collecting data and analysis of the findings. As a result, the researcher decided to target 50 respondents in spite of having the awareness of the recommended sample size which is larger than 50 to yield a higher power or value. However, the survey already included both closed-ended and open-ended questions resulting to a reasonable level of power. At the same time, the researcher gathered a total of 55 participants who are willing to take part in the study.  Since the result showed an inclination to group between 25 to 34 years of age, it is recommended for future research to focus on other age bracket in order to create a comparative analysis across different generations. 
The findings showed that not all respondents answered every question. There were missing data particularly in questions 10, 11 and 12.  These three questions were open-ended questions showing a significant numbers of respondents disregarding the key questions. To avoid this happening again in the future, the researcher must reassess survey questions by rephrasing unclear and confusing questions. Also, the respondents must be reminded to provide responses on every question specifically on critical items before submission. 
The respondents were mostly hotel service users and not associated with the hotel industry. Therefore, it is essential to understand hoteliers or managers’ perception by interviewing them regarding the subject for future research. Interviewing hotel professionals can provide realistic view and personal experience when it comes to adopting smart technology features into their business. Furthermore, this creates an understanding about technology’s impact on guests and employees. Interviewing hoteliers and managers can gain firsthand insight and offer crucial qualitative perspective on technology’s effectiveness as well as its implementation challenges. Moreover, interviewing professionals who oversee hotel settings can disclose viewpoints regarding financial costs in implementing and sustaining technology features, and the benefits and risks associated with the adoption decision-making process. 
The goal of conducting this research study is to provide transparency and solutions on limitations while ensuring there is reasonable efforts and evidence to produce valuable insights from existing research data. It is inevitable that future research could overcome current issues for more robust findings, analysis, and evaluation. 
5.2.2. Improvement for hotels implementing smart technology
Strategies for addressing age and generational differences in technology adoption
It has been proposed that our society is becoming more reliant on technology. Hence, addressing age and gender differences in embracing technology is vital in the implementation of smart technology in hotels. One strategy that many businesses can do in order to bridge this gap is providing comprehensive and accessible training programs tailored to different age groups. Older individuals find it difficult to utilize new technology due to lack of exposure, experience, and fear of the unknown. Essentially, hotels must provide hands-on training services, sessions, and workshops to facilitate and familiarize both employees and guests with the technology being introduced. These training programs and resources should focus on teaching people basic digital skills, such as operating smartphones, utilizing smart devices and navigating mobile applications. 
Furthermore, the potential benefits and impacts of technology must be given to guests and employees in order to reduce risks and increase acceptance. This can be achieved through open and effective communication strategies including informational leaflets, interactive demonstrations, and videos. By ensuring that hotels are addressing age and generational differences throughout their specialized training and communication, hotels can successfully and effectively integrate smart technology and artificial intelligence. 
Building trust and addressing privacy concerns through transparent communication
Regarding privacy and security concerns, hotels must provide transparent communication which is critical to build trust of their patrons. Additionally, hotels must effectively address privacy concerns in the adoption of smart technology features. Transparency means sharing important information about the technology’s features and how personal data is collected and stored, as well as security measures to ensure guests are well-informed. This can mitigate guests’ worries and fears of potential breaches of personal information and unauthorized access to their data. When hotels have open communication and disclosure of data among guests, can establish long-lasting trust and guests will feel more in control of their personal information usage. 
Customising smart technology and artificial intelligence to meet user preferences and needs.
The usage of technology has increased throughout the years, particularly to enhance customer experience and satisfaction in the hospitality industry. Therefore, it is advisable for hotel systems to be customisable in order to cater for all individuals, especially the ones with personal needs and preferences. This suggests that hoteliers must look into strategies that can promote diversity and inclusivity for their clienteles. Customisation option allows guests to personalize their experiences providing a sense of control and ownership. As hotels continue to incorporate technology to improve guests’ satisfaction and business operation, it becomes imperative to analyse and evaluate consumers’ receptiveness to embrace technological changes. 
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(Source: www.intelity.com/blog/a-brief-look-at-the-history-of-hotel-technology/)
Appendix 2: Research Timetable
	From
	To
	Task

	15th October 2023
	17th (for draft) and 
30th (final approval) November 2023
	· To write and submit a Research Proposal. 
· To complete and submit Ethical forms. 

	1st December 2023
	8th December 2023 – gather data.
	· To Finalise online survey.
· To contact participants and send survey link.
· To Gather data. 
· To write and Finish Introduction. 

	8th December 2023
	15th December 2023
	· To Write Literature Review chapter

	15th December 2023
	22nd December 2023
	· To Write Methodology chapter.

	22nd December 2023
	29th December 2023
	· To Write Survey Results and Data Analysis chapter
· To do bar graphs and put in Appendices.

	29th December 2023
	5th January 2024
	· To Write Evaluation and Recommendation chapter.

	5th January 2024
	12th January 2024
	· To Write Abstract / Executive Summary

	12th January 2024
	19th January 2024 – Final submission of Dissertation by 23:59
	· To Finalise Cover page with word count, Page number, Reference page, Appendices.
· To proofread and properly titled with chapters e.g. Chapter 1: Introduction












Appendix 3: The Research Onion Model by Saunders and Tosey (2012)
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(Source: http://www.academia.edu/4107831/The_Layers_of_Research_Design)













Appendix 4: Questionnaire “An Investigation of Consumers’ Receptiveness to Hotels Integrating Smart Technology”.
Q1: What is your gender? Male / Female / Non-binary / Other / Prefer not to say
Q2: Age group: Under 18 years / 18-24 years / 25-34 years / 35-44 years / 45-54 years / 55-64 years / 65 years and older.
Q3: Have you encountered any smart technology features when staying in a hotel? Yes / No
Q4: Do you feel comfortable checking in and accessing your room using facial recognition instead of a key card? Yes / No
Q5: Are you open to a smart device in your room controlling temperature, lighting and other features based on your preferences? Yes / No
Q6: Would you prefer communicating requests to hotel staff via chatbot instead of phone calls? Yes / No
Q7: Do you think smart technology including artificial intelligence (AI) can effectively handle common guest requests and issues? Yes / No
Q8: Are you concerned about your privacy with hotels using more smart technology and artificial intelligence? Yes / No
Q9: Do you expect hotels to implement the latest technology to improve the guest experience? Yes / No
Q10: Please state the types of smart technology hotel features you experienced and encountered with: ________________________________________________________________________________
Q11: What benefits do you see in a hotel using more smart technology and artificial intelligence (AI)? For example, easier check-in and check-out using mobile app.
_____________________________________________________________________________________
Q12: As a guest, in what ways do you think smart technology and artificial intelligence (AI) could dissatisfy your experience in a hotel? For example, chatbot cannot grant requests unlike humans.
_____________________________________________________________________________________


Appendix 5: Consent Letter
Dear participant,
Hope you are well.
Thank you for taking the time to complete this survey.

I am a student currently taking Master of Business Administration (MBA) International Hotel Management at the University of Wales Trinity Saint David – Swansea Campus. As part of the curriculum, I am undertaking a dissertation entitled “An Investigation of Consumers’ Receptiveness to Hotels Integrating Smart Technology”. 

To ensure successful research, I need to conduct a survey and gather relevant information concerning the study. With your help, I would like to request for your permission to complete a survey consisting of a few questions related to the topic, which enables my research to be more accurate and realistic. Participation is completely voluntary, and I can reassure you that all information will be kept confidential, and answers are used for academic purposes only.

If you have any questions when completing the survey, please do not hesitate to contact: 
Researcher: Hershey Macalma on email: 1351413@student.uwtsd.ac.uk

Thank you very much for your cooperation.
Yours sincerely,
Hershey Macalma











Appendix 6: Result of Question 1
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Formula: Number of respondents divided by the total number of participants x 100 = Total Percentage
· Female: 37 / 55 = 0.37 x 100 = 37%
· Male: 15 / 55 = 0.27 x 100 = 27%
· Non-binary: 1 / 55 = 0.02 x 100 = 2%
· Other: 1 / 55 = 0.02 x 100 = 2%
· Prefer not to say: 1 / 55 = 0.02 x 100 = 2%












Appendix 7: Result of Question 2
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Formula: Number of respondents divided by the total number of participants x 100 = Total Percentage
· 25 – 34 years: 17 / 55 = 0.31 x 100 = 31%
· 45 -54 years: 13 / 55 = 0.24 x 100 = 24%
· 35 – 44 years: 9 / 55 = 0.16 x 100 = 16%
· 55 – 64 years: 6 / 55 = 0.10 x 100 = 10%
· Under 18 years: 4 / 55 =0.07 x 100 = 7%
· 18 – 24 years: 4 / 55 = 0.07 x 100 = 7%
· 65 years and older: 2 / 55 = 0.04 x 100 = 4%








Appendix 8: Result of Question 3
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Formula: Number of respondents divided by the total number of participants x 100 = Total Percentage
· Yes: 27 / 55 = 0.49 x 100 = 49%
· No: 28 / 55 = 0.51 x 100 = 51%

Appendix 9: Result of Question 4
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Formula: Number of respondents divided by the total number of participants x 100 = Total Percentage
· Yes: 21 / 55 = 0.38 x 100 = 38%
· No: 34 / 55 = 0.62 x 100 = 62%

Appendix 10: Result of Question 5
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Formula: Number of respondents divided by the total number of participants x 100 = Total Percentage
· Yes: 49 / 55 = 0.89 x 100 = 89%
· No: 6 / 55 = 0.11 x 100 = 11%

Appendix 11: Result of Question 6
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Formula: Number of respondents divided by the total number of participants x 100 = Total Percentage
· Yes:  22 / 55 = 0.40 x 100 = 40%
· No:  33 / 55 = 0.60 x 100 = 60%


Appendix 12: Result of Question 7
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Formula: Number of respondents divided by the total number of participants x 100 = Total Percentage
· Yes: 15 / 55 = 0.27 x 100 = 27%
· No: 40 / 55 = 0.73 x 100 = 73%

Appendix 13: Result of Question 8
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Formula: Number of respondents divided by the total number of participants x 100 = Total Percentage
· Yes: 44 / 55 = 0.20 x 100 = 20%
· No: 11 / 55 = 0.80 x 100 = 80%



Appendix 14: Result of Question 9
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Formula: Number of respondents divided by the total number of participants x 100 = Total Percentage
· Yes: 38 / 55 = 0.69 x 100 = 69%
· No: 17 / 55 = 0.31 x 100 = 31%















Appendix 15: Result of Question 10
Formula: Number of respondents divided by the total number of participants x 100 = Total Percentage
	Collective data of responses for
 Question 10
	Number of respondents
(out of 55 respondents)
	Total percentage of respondents

	Easy Check in and out process (using smart kiosk, boards,
	10
	18%

	Room Accessibility
Key card
Mobile application
Access card for everything
Biometrics key door lock
Smart electronic lock
Facial recognition access
	
6
2
1
1
1
1
	
10%
4%
2%
2%
2%
2%

	In-room smart control features
Thermostat panel
Lights’ colour and brightness
Motion detector light
Curtain control
Smart shower
	21

8
8
2
2
1
	38%

14%
14%
4%
4%
2%

	Remote control functions
Remote and voice control
Room service mobile app
	
3
2
	
5%
3%

	Smart appliances
	5
	9%

	Automated payments and systems
	2
	4%

	Other amenities: RFID wristband
	1
	2%

	Answered ‘not much used’ and ‘not used yet’
	8
	15%

	Skipped question
	10
	18%
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Appendix 16: Result of Question 11
Formula: Number of respondents divided by the total number of participants x 100 = Total Percentage
	Collective data of responses for
 Question 11
	Number of respondents
(out of 55 respondents)
	Total percentage of respondents

	Speed
	18
	33%

	Responsiveness
Efficiency
Easy Access
Knowledge of local attraction
	
2
8
1
	
3%
15%
2%

	Easy Check in and out process
Fast and easy
Easier communication between staff
	
14
3
	
25%
6%

	Personalisation
Personalise
Modern Experience
	
1
1
	
2%
2%

	Privacy and Data Concerns
	4
	7%

	Emotional Response
Comfort
Hassle and stress free
	
2
3
	
3%
5%

	Answered ‘unsure’
	2
	3%

	Skipped question
	8
	15%
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Appendix 17: Result of Question 12
Formula: Number of respondents divided by the total number of participants x 100 = Total Percentage
	Collective data of responses for
 Question 12
	Number of respondents
(out of 55 respondents)
	Total percentage of respondents

	Inability to accommodate requests
Frustration
Unable to find solutions
Inaccuracy
	
5
3
1
	
9%
5%
2%

	Inconsistent answering queries
Automatic reply
	
6
	
11%

	Perceived service failures
Dissatisfied in poor connection
	
7
	
13%

	Privacy intrusions and security risks
Privacy concerns
	
5
	
9%

	Loss of human touch and rapport
Lacking human intervention
Cannot establish rapport
	
15
1
	
27%
2%

	Inequality issues and learning barriers to adoption of smart technology
Expensive
Not disability friendly
	


1
1
	


2%
2%

	Answered ‘none’
Answered ‘yes’
	3
2
	5%
4%

	Skipped question
	6
	11%
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Easier access to restos and other amenities and accommodations

Mobile apps are used for check in and out which is brilliant and makes it
easier.

Easier check in.
Easier accomodation and less hassle experience
Smoother services all round along with keeping up with the latest tech

Easier/quicker check in and check out. Better knowledge on local attractions and
restaurants

By seamless check-in, guest can bypass the line at the front desk. Easy access to
room settings.

Faster process
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It's a faster process for those who are in a rush to check in and check out
(business purposes), it's easier for staff to manage busy periods during holiday
seasons and with everything being easily accessed on your phone now, a lot of
people find comfort in doing everything through an app l.e. room service can be
order via app and the order will print off straight to the kitchen or requesting a
turn down service while you're out because you forgot to let staff know makes it
easier to communicate between guests and the hotel

Check out using app
Personalise, convenient and modern experience

Using my own device to control room features can increase comfort, satisfaction
and customer service

Better security

None, as an older generation, i prefer the traditional way of checking in and out
and i find some technology features difficult to work on without an assistance.
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Easy check in and out, food app for their restaurants
Competition against other hotels which is good
Convenient

I guess it's okay

Guest queries being dealt with more efficiently. Staff are often very busy,
moreso when they are short staffed.

As per the example, but also it makes everything a little easier/smoother.
quicker check in and out

Just easier check-in and check-out
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Benefits for the owner of the hotel because this means that they don't need to
employ one for the jobs but it would be difficult for some guests specially those
that are not smart phone users.

Mobile app

Time management, easier access.
Hassle free

Easier and faster

I still prefer human touch when it comes to reservations and checking in/out.
However using mobile app can help for easier access.

Less waiting time for when reception is packed. Of course, this is if the tech
doesn't malfunction.
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12. As a guest, in what ways do you think smart technology and artificial intelligence (Al)

could dissatisfy your experience in a hotel? For example, chatbot cannot grant requests

49 Responses

1 anonymous
2 anonymous
3 anonymous
4 anonymous
5 anonymous
6 anonymous
7 anonymous

8 anonymous

Unable to receive requests
Auto replied not answering my questions

Poor connection with wifi/server as most of Al are connected to internet. Very
generic answers and cannot solve specific concerns that humans can.

Not being able to amend and fix requests Frustrating that it won't be of help
Connection issues Application issues

Unable to give solutions to problems raised.

Not all hotel users are technology ready, this might cause frustrations in terms
of customer support.

Human interaction and their personal recommendations through experience .

Data breach
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It doesn’t give you a personal guest experience compared to when you have a
member of hotel actually attending to your needs

None

No face to face
Emergency request
Worry about my security
No

Chatbox wouldn't be the same as speaking to a person if they're not satisfied
with things

Chatbots are less dynamic and cannot replace experienced humans

Some smart hotels are more expensive.
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Poor Access like internet. Cannot answer some specific questions.
Al cannot establish rapport

Smart technology and Al can't beat human interaction which makes the stay
more in the memory.

Chatbots cannot feel your emotions unlike humans that can be empath and.
Ompromise your request.

Yes

Some decisions and changes that humans can decide especially with satisfying
customers needs

Potential service/wifi issues Not fully accommodating

Not answer the questions I'm asking accurately. Not having the human personal
element (empathy). Getting things wrong.
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Privacy and data security of guests might potentially be breached.
If Chatbot can't answer requests

Some guests don't understand high technology as much as others and it can by
frustrating. Smart tech isn't always reliable and can fail at any time. There's only
so much it can do for you and so much it can understand, like granting certain
requests. Also, the quality of human interaction is different when asking for
recommendations in an unknown city, you want to be able to ask the staff
personally for recommendations rather than relying on an Al who will have
probably got the info from Google and will recommend the high rating
restaurants instead of the small hidden treats that only locals would know
about.

Na
When wi-fi plays up and affecting the mobile app

Incase of emergency, human interaction is still useful
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When check-in/out machine crashes and still need to queue in the reception for
longer period

When i cannot work the temperature control panel, I still prefer to talk to an
actual personnel.

| have disability and sometimes i find it hard to press buttons
Maybe breach of data and security
It can crash anytime

Privacy settings and Al being commonly to intercept personal information and
keeping details into storage

1 think Al can satisfy more "FAQ" related queries rather than something more
complex like their TV or WiFi not working, for example. If the messages from Al
can be sent directly to staff for requests like extra pillows, ie the more physical
requests.
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Having Al defeats the object of having hotel staff. It's nice to interact with the
staff and these people have real life experiences. The staff have knowledge of
certain areas of the city you are visiting and you're more inclined to go/to try
their recommendations because they have had first hand experience.

yes, specific request you need or want

Rather communicate with a person

Further queries and other problems inside your specific room.

Yes

I think it is easy to accesss my personal details hence it is more dangerous.

If you need more info or some questions you need to go to the information
desk or you need to phone them.
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Non-humans(l.e. Al, smart technology, chatbots) have no feelings and
considerations that could make guests anxious, disappointed or unhappy.Not
everybody, especially the elderly and /or non-techy people/guests might not be
able to cope and will definitely be unhappy

Not being able to get the right outcome or requests as it can only give a
generalised answers.

Technical issues.

Lack of human interaction will be a big downside for me personally.
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1. What is your gender?

® Mae 15
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3. Do you feel comfortable checking in and accessing your room using facial
recognition instead of a key card?

@ v 27
® o 28
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4. Would you use an artificial intelligence concierge to get recommendations on local
attractions and restaurants?

@ vos 21
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5. Are you open to a smart device in your room controlling temperature, lighting and
etc based on your preferences?

@ Yes 49
® v 6
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6. Would you prefer communicating requests to hotel staff via chatbot instead of phone
calls?

@ v 22
® o 33
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7. Do you think artificial intelligence can effectively handle common guest requests and
issues?

@ vos 15
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8. Are you concerned about your privacy with hotels using more smart technology and
artificial intelligence?

@ v 44
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9. Do you expect hotels to implement the latest technology to improve the guest
experience?

@ v 38
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10. Please state the types of smart technology features in hotel that you have experience
and encountered with:

45 Responses

1 anonymous Check-in and out smart kiosks in hotels

2 anonymous Alexa

3 anonymous Heating control, light and curtains control, check-in

4 anonymous Check-in, check-out services, food service, light and temperature control
5 anonymous Light and temperature control,

6 anonymous Check in boards

7 anonymous Smart device to control room temperature

8 anonymous None

9 anonymous v

10 anonymous Shower
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Android

Sensor in a fridge

Key card

Using smart devices to control room temperature & light
Facial recognition and Automatic payment,

Motion detectors for lights

Card

Keycard, touch screen navigation

| seen digital screens which is used for heating, lights etc. It is easy to follow and
use. Now hotel uses mobile phones as keys to the rooms and self check in but |
haven't used it yet.
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Keyless entry, voice activation lights

Not yet

Navigation assistance, biometric for door lock
None

None

RFID Wristband to access exclusive amenities like gym, pool, etc. Motion sensor
activated curtains

None

Key card on your phone for the Marriott Hotel - using their app you can use
your phone to tap on the door instead of using your physical key card

Na
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Smart thermostats, allowing guests to control the temperature in rooms using
phones and control panel.

Smart lighting and automated systems.

Lights that can adjust colour temp and brightness
Key cards

Smart lighting

Smart and electronic locks

Having a remote to control everything

Ipad check in services, smart TVs

Smart device to control functions in room.

card kev uses
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Not much

Lightings entertainments would be fine inside the room but | still prefer guests
reception to be present for any other queries.

None
Temperature control, key card to enter, check in & out with mobile app.
Mobile app

Access card that works for everything (l.e.. room access, restaurant /drinks
ordering, entertainment/ game access..

Room service using app in a hotel
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11. What benefits do you see in a hotel using more smart technology and artificial
intelligence? For example, easier check-in and check-out using mobile app.

47 Responses

ID ™ Name Responses

1 anonymous Less time consuming especially when rushing

2 anonymous Check in and check out being quicker

3 anonymous Avoid queues during check-in/out. Immediate response. Easy access.

Quicker to access Time efficient No hassle No waiting for in person

4 anonymous
engagement
5 anonymous Easy access to hotel services
6 anonymous It will reduce waiting time to access service.
i anonymous Easier and quicker and can be done on the go

8 anonymous Secured hotel room
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Faster check in time

None

Easy access to information

Save time

Easy check in & out

Computerize check in and out at lobby

Not sure

More secure room access using facial recognition
Stress free

Convenient and easier, accessible to all younger generation and knowledgeable
with technology




