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1. [bookmark: _Toc181277890]Introduction
The hospitality sector has gone through a change as a result of sudden technological breakthroughs, which are changing service delivery and visitor engagement. Artificial intelligence and mobile technology have enabled hotels to provide personalised and great experiences that meet modern travellers' increasing expectations (Ivanov and Webster, 2019). Artificial intelligence-powered chatbots, for example, provide quick contact, and mobile applications allow guests to manage reservations and access services more conveniently (Ford and Sturman, 2019). Improving the guest experience with technology has become a critical competitive differentiator, directly influencing customer pleasure, loyalty, and profitability (Brotherton, 2015). The main hurdles keeping hotels from embracing new technologies, including high implementation costs, resistance from employees to stick with traditional approaches, lack of data privacy and security, are all slowing down the successful digital transformation of hotels. Ways of amplifying the positive effects of technology on guest experiences are needed. (Gowreesunkar et al., 2021). This research analyses how artificial intelligence and mobile technology improve guest experiences in hospitality, as well as identify the advantages and disadvantages of implementing this technology.

2. [bookmark: _Toc181277891]Literature review
2.1. [bookmark: _Toc181277892]Digital transformation
Digital transformation refers to the full integration of digital technologies into all aspects of hotel operations and guest services, significantly transforming how value is given to customers (Cooper and Hall, 2022). This shift necessitates not just the use of new technology but also a transformative approach to organisational structures, culture and design of customer experience (Ford and Sturman, 2019). The systems in place need to digitise internal operations, enhance visitor interactions with technology, and use data analytics for informed decision-making. Emerging technological adoption trends in the sector are reshaping the competitive arena. Through the use of mobile applications, hotels are increasingly offering customers options to ‘check-in and check-out’ by side-stepping conventional front desk processes (Ivanov and Webster, 2019). Digital customer service platforms, such as chatbots and virtual assistants powered by artificial intelligence, are able to respond with personalised information at speed to visitor enquiries (Gretzel et al, 2015). Guests are also given the ability to have individualised room setups as well, as various IoT devices, such as wearable technology, are able to modulate in-room lighting and temperature to match a user’s personal preferences (Brotherton, 2015). There are many who are sceptical of this enthusiastic embrace of technology, however. Concerns about hospitality exist because an obsession with digital solutions leads to a extremely impersonal visitor experience, which subtracts humanistic essence from what innate human touch hospitality is built upon. (Costa and Costa, 2022). Another issue is the sheer amount of investment that needs going into this, not to mention the financial costs needed to provide ongoing maintenance. Many businesses, especially small ones, have reservations about these issues. (Clegg, Skyttermoen, and Vaagaasar, 2020). Besides, digitalisation has brought about various cybersecurity and data privacy issues, that require robust security measures (Gowreesunkar et al., 2021). Due to this reason, although digitalisation offers unparalleled prospects for increasing efficiency and guest experience, it needs to be balanced and approached critically to ensure its alignment with organisational objectives and customer priorities.
2.2. [bookmark: _Toc181277893]Guest services and AI
Artificial Intelligence (AI) in guest services has been a paradigmtic function for the operation into tourism, by automatising most of the daily tasks, and enhancing customer experience (Ivanov and Webster, 2019). Due to its efficiency and the decrease of costs, artificial intelligence has been incorporated by hotels to assist with client enquiries, bookings and service requests such as check-in or check-out, via AI-powered chatbots and virtual assistants. A good example is Hilton’s ‘Connie’, a robot concierge that uses natural language processing to communicate with the customers regarding facilities in the hotel and attractions in the area (Marr, 2016).Similarly, Marriott International introduced "ChatBotlr," a chatbot that allows customers to request services and information through mobile messagi ng systems, facilitating communication and improving response times(Arora, Anshu Saxena Arora and McIntyre, 2023). While these technologies are efficient and convenient, a closer look exposes potential downsides. Overreliance on artificial intelligence has the potential to depersonalise visitor encounters, weakening the core of hospitality, which is based on human connection (Murphy, Gretzel, and Pesonen, 2021). Guests may feel alienated if they believe the service is impersonal or if the technology is unable to interpret complex requests. Furthermore, the use of artificial intelligence raises issues regarding data privacy and security, as personalised services frequently necessitate the acquisition and analysis of sensitive guest data (Costa and Costa, 2022). Hotels must manage complicated rules such as the General Data Protection Regulation to safeguard guest data, which can be resource-intensive. Furthermore, the value of artificial intelligence systems is determined by the quality of their underlying algorithms and data inputs. Biases in data might result in inaccurate or discriminatory recommendations, reducing the guest experience (Manyika, Silberg and Presten, 2019). As a result, while artificial intelligence has potential for improving guest experiences, hotels must carefully consider its application to ensure that technology complements rather than replaces the personal touch that distinguishes excellent hospitality.

2.3. [bookmark: _Toc181277894]Mobile Applications for better guest experience
Mobile apps, adopted widely in the hospitality industry, attempt to create enjoyable experiences by optimising operations of check-in /check-out, mobile concierge, amusement, and ordering products or services from restaurants etc. (Wang, Li and Li, 2013). Harnessing mobile check-in and check-out is adopted by global hotel businesses such as Marriott International. As a result, consumers can have check-in and check-out their rooms by the Marriott Bonvoy app avoiding lines at front desk counters and save a lot of waiting time whenever they enter and check-out from their rooms (Marriott International, n.d.). Similarly, Hilton's Digital Key allows guests to utilise their smartphones as room keys, increasing convenience and decreasing wait times (Hilton, 2021). While these technologies have obvious advantages, a close look exposes significant downsides. The decrease in face-to-face encounters may reduce the personalised service that is important to hospitality (Tanford, Raab, and Kim, 2011). Guests who are less expert in technology or prefer conventional interactions may feel alienated, reducing their overall happiness (Buhalis and Sinarta, 2019). Furthermore, the use of mobile applications poses data security and privacy concerns because hotels acquire and keep sensitive personal information (Morosan and DeFranco, 2016). Cybersecurity breaches can cause substantial reputational damage and a loss of customer trust. Also, implementing and maintaining mobile technologies necessitates significant financial investments as well as ongoing updates to satisfy changing technological requirements (Law, Chan, and Wang, 2018). Because of this, smaller hotels might not be able to afford these expenses, giving them a competitive disadvantage in their market over larger chains that have the resources to afford such innovations (Neuhofer, Buhalis and Ladkin, 2015). System failures and outages can also lead to frustrations and a downgrading of the guest experience. Hence, while mobile apps offer an opportunity to enhance guest experiences, hotels must handle these issues carefully in order to provide technological convenience without overstepping the mark when it comes to personal contact that centres on the human presence in hospitality.

2.4. Keyless Entry Systems and Personalized In-Room Controls
A digital key stored on cellophanes is used in keyless entry systems in hotels in the UK to replace traditional key cards and physical keys. Hub by Premier Inn is another hotel concept where visitors are empowered to check in online over their handsets and unlock rooms using the Bluetooth technology-enabled smartphone app (Whitbread PLC, 2023). This will improve passenger convenience by shortening wait times and simplifying the arrival procedure. However, there are serious worries about security and inclusivity. When encryption protocols are violated, cybersecurity concerns such as hacking and unauthorised access pose considerable dangers. Technical concerns such as app glitches or smartphone battery failures might keep visitors from accessing their accommodations, causing irritation (Chathoth, Altinay, and Okumus, 2020). Moreover, guests without suitable devices or experience of such technology can have a difficult time making use of it, which can negatively influence their enjoyment (Berezina et al., 2016). Rectifying these issues entails rigorous efforts to ensure robust security and the provision of alternative forms of access to all guests, so that technology adds to rather than detracts from or inhibits the guest experience. Guests’ ability today to personally tailor their in-room environment via smart technology is enabled by controls that allow them to manipulate lighting, temperature and entertainment at their will. Offering such controls exemplifies this trend, and one London hotel, the Eccleston Square Hotel, has provided each room with a touchscreen iPad tablet purposed for managing a room’s settings, from mood lighting and the drapes to 3D television (Eccleston Square Hotel, n.d.). This strategy aims to enhance guests’ comfort and enjoyment, who will benefit from a personalised experience. Despite the advantages, there are countless challenges that deserve serious contemplation. Because of their complexity, IOTs could turn guests who are not tech-savvy against the system, thus lowering the level of happiness (Tussyadiah and Park, 2018).Privacy concerns arise when personalised services frequently include the collection and analysis of guest data, which might be misused if not properly secured. Additionally, the high costs of deploying and maintaining such technologies may limit their adoption to higher-end hotels, adding to discrepancies in visitor experiences across the industry (Bilgihan et al., 2016). Thus, while personalised in-room controls can improve the guest experience, UK hotels must assure usability, manage privacy concerns, and evaluate the financial consequences in order to maximise benefits.
2.5. [bookmark: _Toc181277895]SERVQUAL model
The SERVQUAL model, ia a framework for assessing service quality through assessing the difference among customer expectations and perceptions over five categories: tangibles, reliability, responsiveness, assurance, and empathy. In the context of digital service quality in the hospitality industry, the SERVQUAL model is still relevant since it gives an organised strategy to assessing and improving digital interactions between hotels and customers. The SERVQUAL methodology has several advantages, including its comprehensive character, which allows hotels to identify particular areas where digital solutions may fall short of guest expectations (Ryglova, Vajcnerova, and Sacha, 2012). For example, a hotel can assess the dependability of its mobile app for room reservations and the responsiveness of its online customer service. The model's emphasis on consumer perceptions makes it an efficient tool for personalising digital services to fulfil guest needs (Kang and Namkung, 2019). However, there are some downsides to consider. The SERVQUAL model was originally intended for traditional, in-person service experiences, which may not fully capture the intricacies of digital interactions. Digital services frequently require various consumer expectations, such as simplicity of use and interface design, that were not expressly addressed in the original SERVQUAL dimensions (Blut et al., 2015). Furthermore, the rapid growth of technology can render assessment criteria obsolete if the model is not constantly updated. Despite these limitations, the SERVQUAL model is important because of its fundamental approach to assessing service quality from the customer's point of view. Hotels can improve their digital service performance by expanding the model to incorporate digital-specific characteristics such as system availability, fulfilment, privacy, and efficiency (Ryglova, Vajcnerova, and Sacha, 2012). This modified methodology, known as E-SERVQUAL, has proven effective in assessing online services and increasing customer satisfaction in the digital age. 

3. [bookmark: _Toc181277896]Analysis
On the other hand, studies of the industry describe how artificial intelligence (AI) and mobile technologies have made it easier for hotels to deliver personalised, speedy service to modern travellers (Ivanov and Webster, 2019). Chatbots use AI to guide visitors towards helpdesks, and mobile apps help visitors make reservations and check in, to cite some examples. But a sobering analysis reveals significant differences and deep issues. The most specific is the extent to which technological dependence could depersonalise visitors’ stay by downgrading the central human touch that defines hospitality (Costa and Costa, 2022). Guests might seem more distant if service is too automated; they could end up feeling unhappy despite operational enhancements. The main disadvantages seem to stem from the financial side of things. Smaller hotels face disproportionately high costs when it comes to installing and maintaining new technology, exacerbating inherent competitive disparities between establishments. This would not only limit their ability to use technology to improve guest experiences, but perhaps widen the gap between large chains and independent destinations. Data privacy and security issues are widely discussed. The growing acquisition of sensitive visitor information for personalised services raises the danger of data breaches and cyberattacks (Gowreesunkar et al., 2021). Compliance with requirements such as the General Data Protection Regulation increases complexity and requires substantial budget allocation for strong security measures. Furthermore, standard service quality evaluation methodologies such as the SERVQUAL model may not accurately reflect the dynamism of digital interactions. The model's initial dimensions do not adequately account for digital-specific elements such system usability and interface design (Blut et al., 2015). This gap highlights the need for appropriate frameworks such as E-SERVQUAL to successfully evaluate digital service quality and bridge the expectation-perception gap in the digital setting. Importantly, the literature emphasises that, while technology provides opportunities for innovation, it must be carefully incorporated to avoid weakening the core of hospitality. A well-adjusted strategy that blends technical improvements with personalised human connections is required. Hotels must evaluate their digital strategy to ensure that they increase, not subtract from, client happiness and loyalty. This includes resolving budgetary constraints, prioritising data security, and adapting service quality standards to the digital era, all of which help to match technological adoption with organisational goals and consumer expectations.

4. [bookmark: _Toc181277897]Conclusion
In conclusion, although digital transformation via artificial intelligence and mobile technology offers great opportunity for improving guest experiences in the hotel sector, it also creates complicated difficulties that must be properly managed. The combination of AI-powered services and mobile applications offers the ability to improve efficiency, personalise services, and match modern travellers' demands for convenience and customisation. However, excessive dependence on technology risks depersonalising guest encounters, eroding the basic human connection that distinguishes hospitality. Furthermore, considerable financial commitments, data privacy issues, and cybersecurity threats impede successful implementation, especially for smaller businesses. Hotels must take a balanced approach, using technology improvements while maintaining personalised human contact. This involves investing in strong security measures, maintaining compliance with data protection legislation, and modifying service quality models such as SERVQUAL for the digital environment. Hotels that integrate technology carefully and manage these difficulties may improve visitor pleasure, generate loyalty, and preserve a competitive advantage in an increasingly digital market.

5. [bookmark: _Toc181277898]Recommendations
Hotels should have an approach to maximising the benefits of artificial intelligence and mobile technology while avoiding associated problems. For instance, hotels must prioritise the integration of technology that enhances rather than substitutes human connection. Using AI to handle everyday duties frees up staff to give personalised services with a human touch (Tussyadiah and Park, 2018). For example, while chatbots can handle simple questions, sophisticated visitor needs should be handled by skilled individuals to ensure service quality. Second, investment in staff training is critical. Employees should be equipped to deal with new technology and understand their role in improving guest experiences (Buhalis and Sinarta, 2019). Training programs can reduce resistance to change and empower employees to use technology efficiently, resulting in seamless service delivery. Third, addressing data privacy and cybersecurity is critical. Hotels must adopt strong security processes to protect visitor information while adhering to requirements such as the GDPR. Regular security system audits and updates can help prevent breaches, preserving guest trust and preventing reputational damage. Hotels should also seek scalable technological solutions to address cost constraints, particularly for smaller enterprises. Adopting modular technology enables for gradual implementation in accordance with budgetary constraints (Mariani et al. 2018). Collaborative partnerships or government funding could potentially give financial assistance for digital transformation initiatives. Furthermore, hotels must adapt service quality assessment frameworks such as SERVQUAL to the digital landscape. Creating customised evaluation methods that include digital service factors like usability, efficiency, and security can provide more accurate insights into visitor satisfaction. This allows hotels to pinpoint particular areas for improvement in their digital services. Lastly, involving guests in the development and implementation of technological services can improve acceptability and satisfaction. Soliciting input via surveys or pilot programs ensures that technologies satisfy guest wants and preferences.
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